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What  is  the  best  way 
to  sell  your  brand? 


When  you  want  to  get  a  woman 
to  buy  your  brand,  the  place  to 
tell  your  story  is  in  the  medium 
on  which  she  depends  when  she 
gets  down  to  the  business  of 
planning  her  purchases.  And 
that’s  the  newspaper. 

*  *  * 

More  than  any  other,  the 
newspaper  is  the  medium 
which  is  an  integral  part  of  a 
woman’s  life . . .  thru  which 
she  participates  in  the  affairs 
of  her  own  conununity . . .  and 
to  which  she  turns  daily  for 
information  and  guidance  in 
personal  and  family  affairs. 

In  these  days  of  intensified 
competition  and  increasing 
self  service  by  women,  no 
medium  can  match  the  news¬ 


paper  for  direct  selling  effect 
at  the  retail  level.  It  is  the 
retailer’s  own  advertising 
medium.  It  is  the  one  to  which 
women  turn  voluntarily  every 
day  for  buying  ideas. 

You  turn  today’s  selling 
conditions  to  your  advantage 
when  you  use  the  newspaper. 
And  in  Chicago  the  news¬ 
paper  which  will  give  you 
greatest  returns  from  your 
advertising  is  the  Tribune. 

A  Tribune  representative 
will  be  pleased  to  work  out 
with  you  a  consumer-fran¬ 
chise  plan  such  as  other  ad¬ 
vertisers  in  your  field  are 
using  with  success.  Why 
not  get  in  touch  with  him 
today? 


Chicago  Tribune 


I 


PMC 


Restaurant  revolution!  Luscious  “Take-Home”  dishes 
in  Reynolds  Paks,  one-piece  aluminum  containers. 


Kitchen  revolution !  Savory  frozen  pot  pies,  ready  to  heat- 
and-serve  in  containers  made  of  Reynolds  Aluminum. 


It’s  a  great  and  happy  revolution . . .  the  whole  idea  of 
complete  meals  prepared  by  master  chefs,  brought 
to  you  ready  to  heat-’n-eat  in  Reynolds  Aluminum. 

No  work,  no  waste,  no  dishes  to  wash! 

Choose  from  your  dealer’s  big  selection  of  frozen  meals 
...beef,  turkey  and  chicken  pot  pies... pot  roast, 
turkey  and  swiss  steak  dinners ...  pastries .. . 

Chinese  delicacies.  Or  buy  fresh-cooked  “Take-Home” 
dishes  in  food  shops  of  famous  restaurants! 

If  you  have  anything  to  do  with  institutional  or 
in-plant  feeding,  make  way  for  the  revolution  there. 
Saves  time,  saves  work,  saves  money! 

Reynolds,  pioneers  in  aluminum  packaging,  leads 
the  way  in  this  joyful  trend  to  no-work  meals ...  meals 
that  are  also  sensational  food  bargains.  Aluminum 
makes  it  all  possible . . .  low-cost  aluminum,  the  metal 
that’s  priced  no  higher  today  than  in  1936-39. 

For  dinner  tonight,  for  business  tomorrow. ..  follow 
the  gleam  of  aluminum  to  better  value!  For  more 
information  contact  your  nearest  Reynolds  Sales  Office 
or  write  Reynolds  Metals  Company, 

General  Sales  Office,  Louisville  1,  Kentucky. 


Meal-time  revolution!  Complete  frozen  dinners,  in  Reynolds  Aluminum 
“blue  plate”  trays  over-wrapped  with  Reynolds  Aluminum  Foil. 


'Drive  Carefully  ..  .Your  life  it  in  YOUR  hands. 


ARE  STILL  WORTH  100  CENTS  IN  ALUMINUMI 


Revolution  on  the  Rock 
Island  R.R.!  Tasty, 
thrifty  meals,  pre¬ 
cooked  and  frozen  in 
Reynolds  Paks . . .  heated 
and  served  as  needed. 


ALUMINU 


'MR.  PEEPERS*  returns  September  13th  on  NBC-TV 


( 


The  world's  most  distinguished  reporter 


H.  V.  KaltenBORN— writing  DIRECT  FROM  EUROPE 

...covering  Berlin,  Bonn,  Vienna, Oslo,  Stockholm, Copenhagen, 

Helsinki  and  the  countries  behind  the  Iron  Curtain. 


,07  ^  N  y 


June  24,  1953 


near  Mr.  UWe;  ,  finding  wnr  of  was  5'’'®" 

Norway,  istti.  .  ,n,oughout  northern 

for  Oslo,  Norw  y,  Curtain  personal 

to  find  the  the  latest 

Th^fe^ f'of  n.y  oointnn  the 

",  hof. 

?ovJti?’s  future.  appreciate  ^^f^st^ibution 

proposed  ®|'jjninn  which,  as  ^  alstribuUon. 

lor  m,  '“f  °Srst  few  mchths  of  its 
success  during  ^cer^y> 


AK-lteubv'^^^ 


KALTENBORN  will  cable  his  vital  weekly  news  columns  direct  from  Europe,  writing  750  words 
once>a-week.  WIRE  NOW  to  reserve  your  territory. 


The  World’s  Leading  Independent  Svndicate 

general  features  corporation 

250  PARK  AVEKIUE  Teu.  PLaza  1-2470  NEW  YORK  CITY  (l  7)  N.  Y. 
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Key  Holds  will  represcHt 


WASHINGTON  OFFICE 


HOME  OFFICE 


WASHINGTON 

REPRESENTATIVE 


(Comment 


On  Proposed  Executive  Order 

Washington  —  Some  members  Newhouse  Newspapers:  “A  gj 
of  the  working  press  corps  here  order  provided  the  affected  a« 
are  skeptical  that  the  proposed  cies  take  it  at  face  value  and 
Eisenhower  executive  order  safe-  not  resort  to  distorted  interprf 
guarding  official  information  will  tions.” 

effect  any  real  change  in  reporting.  Bert  Andrews,  bureau  cl?! 

The  consensus  among  corre-  New  York  Herald-Tribune:  “Itj 
spondents  chosen  for  comment  was  a  step  in  the  right  direction,  Ij 
that  it  all  depends  on  how  the  the  order’s  effectiveness  will  ; 
order  is  observed  by  department  pend  on  the  agency  heads  the 
heads,  or  enforced  by  the  White  selves — they  must  carry  it  out: 
House.  the  spirit  which  prompted  o 

The  order  has  been  submitted  to  order.” 
editors  and  government  officials  Edward  Jamieson,  bureau  m; 
for  criticism  before  it  is  made  ef-  ager,  Houston  (Tex.)  Chroni:. 
fective.  (E&P,  June  20,  page  10.)  “We  must  wait  and  see  how : 
It  has  been  drafted  as  a  substitu-  department  heads  interpret  tbec 
tion  for  the  Truman 
measure,  Executive  Order  10290. 

Following  are  comments  1 
newsmen 

text  of  the  proposed  order: 

‘Fine  Type’  Clauses 

Frederic  W.  Collins,  bureau 
chief.  Providence  (R.  I.)  Journal: 

“The  Truman  order  never  proved 
a  stumbling  block  to  me,  therefore 
I  do  not  see  much  to  be  gained 
from  the  Eisenhower  order.” 

Warren  Francis,  bureau  chief, 

Los  Angeles  (Calif.)  Times: 

“When  you  read  the  Eisenhower 
order,  it  looks  good  on  the  sur¬ 
face.  Like  an  insurance  policy,  it 
has  ‘fine  type’  clauses  and  perhaps 
changes  conditions  only  super¬ 
ficially.” 

Truman  Felt,  bureau  chief,  Mi¬ 
ami  (Fla.)  Daily  News:  “It  is  a 
good  order,  provided  agency  heads 
do  not  find  a  way  to  side-step  it. 

I  never  found  the  Truman  order  a 
hindrance  to  the  reporter  who  was 
willing  to  dig  for  the  facts.” 

Depends  on  Compliance 

Radford  Mobley,  bureau  chief, 

Knight  Newspapers:  “The  order 
shows  the  Eisenhower  Administra¬ 
tion  is  sincerely  working  toward 
a  solution  of  the  problem  of  pro¬ 
moting  a  freer  flow  of  Govern¬ 
ment  news  to  the  people;  however, 
much  will  depend  upon  compli¬ 
ance  with  the  order.” 

Ted  Lewis,  New  York  Daily 
News:  “Why  should  we  have  any 
order?  Not  even  the  Truman  order 
caused  any  trouble.” 


security  der.  Some  will  seek  ways  to  evd 
I.  it  if  information  sought  would  i 
by  embarrassing  to  their  agencies.  I:  I 
here  after  reading  the  to  be  noted  the  order  provides  d 
reporter  with  no  appeal  to  d 
White  House  should  non-com:] 
ance  be  encountered.” 

Felix  Cotten,  International  NV-? 
Service  financial  reporter:  "f: 
idea  back  of  the  order  is  good, 
its  effectiveness  will  depend 
how  the  White  House  carrii 
through  with  enforcement.” 


tdward  Lamb  Enterprises, 
Inc,  is  pleased  to  announce 
the  appointment  of 
MR  J.  Lacey  Reynolds 
as  its  representative 
in  Washington,  D.  C. 


The  Erie  Dispatch  •  Erie,  Pennsylvania 
Television  Station  WICU  •  Erie,  Pennsylvania 
Radio  Station  WIKK  •  Erie,  Pennsylvania 
Radio  Station  WHOO  •  Orlando,  Florida 
Radio  Station  WTOD  •  Toledo,  Ohio 
Television  Station  WMAC  •  Massillon,  Ohio 
and  other  interests  of  Edward  Lamb 


Story  about  imported  goods  in 


Editorial  about  the  petty  de¬ 
tails  which  burden  the  President: 
“No  man  can  think  and  study 
when  he  is  worn  out  by  pretty 
things.” 


*  RADIO 

*  TV 

*  NEWSPAPER 
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Effective  July  I  1953 
THE  PHILADELPHIA  BULLETIN 
ANNOUNCES  THE  OPENING  OF 
ITS  OWN  CHICAGO  ADVERTISING  OFFICE 


McGRAW-HILL  BUILDING 
Address:  520  NORTH  MICHIGAN  AVENUE 
CHICAGO  11,  ILLINOIS 

Telephone:  SUPERIOR  7-0784 

Manager:  FRANK  H.  DILENSCHNEIDER 


Sawyer  Ferguson  Walker  Company  will  continue  to  represent 
us  in  Detroit,  Atlanta,  Los  Angeles  and  San  Francisco 


^e€l)emnfl1@ulletin  ^fie  §unda0  IBulletin 

IN  PHILADELPHIA  NEARLY  EVERYBODY  READS  THE  BULLETIN 
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Ray  Erwins 

^tippin^d 

\Intell  Admits  Age 

The  Daily  Intelligencer  Journal  of  Lancaster,  Pa.,  familiarly  and 
popularly  known  as  THE  INTELL — ^began  its  160th  year  of  con- 
Itinuous  publication  June  17.  The  lead  to  its  birthday  story  read: 

I  “Add  it  up  any  way  you  wish — pages  of  paper,  columns  of  type, 
gallons  of  ink — 159  years  of  continuous  newspaper  publication  pro¬ 
duces  a  staggering  total  of  figures.  This  morning,  new  figures  will  be 
added  to  that  total  as  the  giant  new  press  of  the  Intelligencer  Journal 
rolls  out  the  editions  of  the  issue  that  marks  the  beginning  of  the 
160th  year  of  this  newspaper’s  unbroken  history. 

“From  George  Washington,  first  President  of  the  United  States, 
with  a  makeshift  capital  in  New  York  City,  to  Dwight  D.  Eisen¬ 
hower,  34th  President  of  the  United  States,  in  his  complex  and  beau¬ 
tiful  capital  city  of  Washington,  D.  C. — nerve  center  of  the  entire 
world — the  Intelligencer  Journal  has  provided  citizens  of  this  com¬ 
munity  with  news  and  information  about  their  country,  and  about 
their  world,  for  nearly  10  generations  of  American  life.” 

Incidentally,  Intell.  Editor  Earl  E.  I'  ,  „ 

appreciated  note: 


umn 


A  met  word — "Acceptef ■ 
and  it  might  well  btcom 
Trade  Mark  for  tint  ana 
Altoona  Market. 


Keyser  wrote  Clippings  this 

“/  en/oy  reading  your  column,  and  frequently  find  in  it  ideas  and 
thoughts  that  can  he  put  to  good  use  in  the  production  of  a  newspaper.” 

★  ★  ★ 

Take  It  From  Beulah 

Beulah  SCHACHT,  in  her  “Take  It  From  Beulah”  column  in  the 
St.  Louis  Glohe-Democrat,  wrote: 

“When  the  telephone  rings  in  a  newspaper  office,  the  signal  holds 
more  suspense  than  it  does  in  most  other  places. 

“You  never  know  when  you  say  ‘Hello’  whether  you’re  going  to  get 
the  editor,  a  story  tip  or  whether  a  panicky  voice  will  say,  as  one  did 
to  me  recently,  ‘Can  you  please  tell  me  how  to  cook  a  pheasant?” 
Now  hear  Our  Beulah  out  on  the  subject  of  newspaper  plant  tours: 
Dear  Management: 

I’m  certainly  glad  you  installed  a  suggestion  box  because  I’ve  had 
this  on  my  mind  for  a  long  time  and  didn’t  have  any  place  to  put  it. 

At  least  once  a  day.  I’m  jerked  away  from  the  magazine  I’m  read¬ 
ing  when  I’m  supposed  to  be  writing,  by  the  loud  announcement: 
“This  is  the  fifth  floor  .  .  .  the  Editorial  Efepartment.” 

I  look  up  into  the  eyes  of  a  mass  of  people  who  are  paying  us  a 
visit  to  get  the  lowdown  on  what  goes  on  around  here. 

I  always  feel  as  if  I’m  standing  in  front  of  an  open  window  as  the 
shade  flies  up  at  an  inopportune  time. 

Could  you  not  ring  a  warning  bell  five  minutes  in  advance  of  these 
tours  so  I  could  at  least  roll  a  piece  of  paper  in  my  typewriter  and 
create  the  illusion  that  Tm  not  an  eight-hour  gold  brick? 

★ 

All  in  all,  I  do  not  think  we  are  handling  these  tours  to  their  best 
advantage.  Many  times  the  faces  are  etched  with  frowns  of  disap¬ 
pointment. 

Why?  Because  people  have  seen  movies  about  newspapers  and  our 
city  desk  doesn’t  look  anything  like  the  celluloid  ones. 

Who  ever  heard  of  a  bareheaded  reporter? 

With  a  little  advance  notice,  the  Iwys  could  jam  their  fedoras  on 
their  heads,  tuck  pre.ss  passes  in  the  hatbands  and,  for  really  special 
affairs,  tear  off  their  neckties. 

It  might  take  a  bit  of  time,  but  I  think  it  would  be  worth  the  effort 
to  coach  three  or  four  of  them  on  the  art  of  yelling  “Copy  Boy!”  in  an 
authentic  manner  just  as  the  crowd  approaches. 

We  have,  as  you  know,  only  one  girl  reporter  on  the  city  side. 
Have  you  capitalized  on  this?  No.  She  just  sits  there  and  for  all  the 
nublic  knows  she  might  be  pecking  out:  “The  quick  brown  fox  jumped 
over  the  lazy  dog’s  back.” 

I  Do  you  think  the  readers  of  Brenda  Starr  are  going  to  swallow  a 
I  bitter  pill  like  that  without  some  expre.ssion  of  disbelief? 

★ 

At  the  sounding  of  the  five-minute  signal,  I  suggest  our  lady  of  the 
press  take  her  position  in  a  waiting  elevator.  Then  just  as  the  glamour 
of  the  city  desk  quartette  singing:  “Copy  Boy!”  is  beginning  to  wear 
a  little  thin,  she  could  throw  herself  headlong  through  the  awe-struck 
visitors  screaming: 

“Stop  the  presses!”  Whereupon,  the  city  editor  must  sneer  at  the 
male  members  of  the  staff  and  taunt  them  with:  “Well,  what  do  you 
know,  fellows.  Our  little  girl’s  done  it  again.” 

What  I’m  getting  at  is  this.  We’ve  got  to  develop  some  atmosphere. 
Do  you  realize  that  the  copy  editors  here  don’t  even  use  blue  pencils? 
They  use  black. 

I  That’s  a  little  thing,  yes.  But,  tho.se  little  things  are  threatening  the 
I  clamorous  traditions  about  newspaper  work  which  fiction  writers 
I  vorked  for  years  to  build, 
i  Don’t  let  it  happen  here. 


But  there  are  numeroiu 
plications.  All  of  them  viu 
Important — and  si-iuficar’ 
to  the  national  advertiser  a 
to  his  discriminating  fps 
buyer. 


That  The  Altoona  Miih 
should  be  ACCEPTED  by  S  . 
local  and  national  adrertiset 
aa  Tlie  Basic  Medium  8houl(l- 
and  does — come  high  on  tin 
list. 


This  is  a  convincinir  tribn* 
because  the  temptation  is  tt 
believe  that  biPKiity  ouUiii!| 
papers  mig'ht  well  do  the  )i) 
here.  IT  JUST  ISN’T  TBIT 


person  j 
talk  to.  I 

f’m  the  Purchasing  Agent  ^ 
U /of^  growing  family. 

We* re  just  average  folks  . . . 
but  average  folks  do  fine  I 

these  days!  Steady  wages,  | 

a  car,  a  home  of  our  own  , .  • 
we  live  like  most  people 
in  Roanoke.** 

That’s  why  the  16-county 
Roanoke  trading  area  is  an  ideal 
test  market  for  food  advertisers. 
Peopled  almost  entirely  with 
good  average  families  like  this, 
it  gives  you  test  results 
that  just  can’t  help  being  accurate 
and  significant. 

New  Booklet:  “Portrait  of  a  Newspaper  Market" 

Gives  you  a  "close-up" 
of  this  industrially  diver- 
sified,  mountain-isolated 
market.  Tells  you  just 
what  the  ROANOKE  news- 
papers  do  to  get  your  food 
advertising  maximum  tie- 
in  support.  Get  your  copy 
FREE.  Write,  Sawyer, 
Vo.  Ferguson,  Walker  Co., 

^60  East  42nd  St..  N.  Y.  17 


The  Altoona  Market; 
“Acc^ted”  As  An 
Isolated  Area 


Tlic  nearest  ‘‘biir  city”  and  iu 
newsp.ipers  mifrht  be  ini' 
around  thecornerfromAltooM. 
but  that  wouldn't  make  iM 
difference, 

PRIDE  f 


!.  'Rie  intense  IXX!.G.' 

_  spirit  prevails.  BCT 

in  Altoona  because  of  direfl 
and  personalized  advertislni  in 
the  home  paper — The  MiMO*- 
As  the  ONDY  evening  paper 
its  has  a  distinct  advantage. 

Perhai>s  this  explains  why  TM 
Mirror  enjoys  a  96%  covenp 
of  all  homes  in  the  great  CiU 
Zone. 


Brtt  ...  Mite  have  other  rnm 
"ACCEPTANCES”  onJ  <" 
will  tell  you  o6ouf  them  W«r 


Altoona,  Jhs  0/1^ 


RICHARD  E.  BEELER 

Advertising  Managtr 


AWARD  CITY 


ta«ytr«Ferfusen  •Walker  Ce. 
national  RepretenUUivet 
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ask  any  one  of  them  why. . . 


Harrington,  Righter 
and  Parsons,  Inc. 


National  Representatives  for 


WAAM— Baltimore 
W^BEN-TF -Buffalo 
WFMY-TV-  Greensboro 
WDAF-TV  —Kansas  City 
IVHAS-TF -Louisville 
WTMJ-TF  -  Mihvaukee 
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No  oil  derricks  on 


Fifth  Avenue,  no  copper  mines  on  Lotver  Broadway. . .  but 


Here’s  how  to  sell  the  men  who 
mohe  medio  decisions  in 


Gi 

A( 


America’s  biggest  industrial  market 


\^Tiat  makes  an  industrial  center?  Is  it  smoke¬ 
stacks  ...  or  assembly  lines?  Is  it  streams  of  fac¬ 
tory  workers? 

All  these,  yes.  But  an  office  in  New  York  may  l)e 
more  important  in  deciding  advertising  media 
and  appropriations  than  a  plant  in  Pittsburgh 
or  Birmingham,  Detroit  or  Dallas. 

Just  off  the  press  is  a  new  72-page  booklet  pub¬ 
lished  by  The  New  York  Times,  “New  York: 
America’s  Biggest  Industrial  Market.” 

This  handbook  shows  why  New  York  is  your 
most  profitable  market  when 
you  want  to  reach  and  influence 
the  management  executives 
who  plan  advertising  cam¬ 
paigns,  who  select  media,  who 
make  advertising  Inidget  de¬ 
cisions. 

From  this  book  you  will  dis¬ 
cover 

. . .  that  the  New  York  area  has 


over  one-fifth  of  all  U.S.  manufacturing 
establishments; 

...that  New  York  is  the  headquarters  for  an 
amazing  number  of  companies  in  the  fields  of 
transportation,  public  utilities,  mining  and 
smelting,  and  for  trade  associations  and  public 
relations  organizations. 

Add  to  this  the  fact  that  New  York  is  the  adver¬ 
tising  capital  of  the  world  and  you  see  why  your 
media  advertising  works  more  effectively  in 
New  York.  Because  The  New  York  Times 
reaches  both  these  groups,  The 
New  York  Times  publishes 
more  media  advertising  than 
any  other  U.S.  newspaper. 

If  you  wish  a  copy  of  this  new 
study  of  the  New  York  indus¬ 
trial  market,  write  on  your  busi¬ 
ness  letterhead  to  Research 
Dept.,  The  New  York  Times, 
Times  Sq.,  New  York  36,  N.Y. 


^EWYORK 


The  New  York  Times 

FOR  34  YEARS  FIRST  IN  ADVERTISING  IN  THE  WORLD'S  FIRST  MARKET 
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Guide  to  Greater  Newspaper 
Advertising  Offered  to  N  AE  A 


4- A  Damns  Forced  Combinations, 
Co-op  Abuses  and  Rote  Differentials 

By  Robert  B.  McIntyre 

Boston  — Twenty  -  five  sugges-  the  very  topics  in  the  agency  book- 
tions  to  help  “newspaper  publish-  let. 

ers  and  advertising  agencies  in  de-  The  Monday  morning  meeting 
veloping  a  productive  and  increas-  was  called  to  order  and  presided 
ing  volume  of  general  newspaper  over  by  Wilson  Condict,  NAEA 
advertising”  were  spelled  out  here  second  vicepresident,  chairman  of 
this  week  during  the  three-day  the  program  committee,  and  ad- 
Summer  Conference  of  the  News-  vertising  director,  St.  Louis  (Mo.) 
paper  Advertising  Executives  As-  Globe-Democrat. 


paper  Advertising  Executives  As¬ 
sociation.  Conference  Theme 

The  recommendations,  formal-  .  . 

ized  in  a  special  report  prepared  convention  objective—^ 

by  the  American  Association  of  for  sharper  selling  on  the  part 
Advertising  Agencies,  deal  with  of  dailies-was  pr^ented  by  Larry 
such  perennial  problems  as  local-  Knott,  president,  NAEA,  and  di- 
national  rate  differential,  co-op  ad  advertising,  Chicago 

abuses,  forced  combination  rates,  Sun-Times. 

requirements  for  color,  standard-  Knott  reported  there  are 

iration  of  column  widths,  mini-  members  in  NAEA.  He 

mum  depth  requirements,  etc.  called  on  more  newspapers  to  join 
^  ^  „  the  Bureau  of  Advertising,  ANPA, 

Detrimental  announced  that  the  1954 

The  4-A  Committee  on  News-  Summer  meeting  of  the  association 
papers  stated  that  aside  from  ^ju  qjj  West  Coast. 

M  considerations,  filing  indi-  nAEA-ANA  Report 

ndual  newspapers  m  forced  com¬ 
binations  has  always  been  detri-  John  Moffett,  advertising  direc- 
mental  to  newspapers  as  a  nation-  tor,  Minneapolis  Star  and  Tribune, 
medium  “because  it  interferes  who  reported  on  the  Plans  Com- 
*ith  what  should  be  a  prime  ad-  mittee  and  the  N  AFA-ANA  corn- 
vantage  of  the  newspapier  medium  mitttee,  declared  the  Bureau  of 
-its  flexibility  of  use.  Advertising  “is  doing  the  best  job 

“Especially,  to  require  national  for  newspapers  that  it  has  ever 
advertisers  to  use  combination  been  able  to  do.”  He  added  that 
papers  which  local  advertisers  may  there  “has  never  been  a  time  when 
“se  individually  is  discriminatory  effective  effort  by  the  Bureau,  and 
and  puts  the  national  advertiser  at  by  all  of  us,  has  been  so  badly 
a  disadvantage.”  needed  as  at  the  present  time.” 


mum  depth  requirements,  etc. 
‘Detrimental’ 


legal  considerations,  selling  indi¬ 
vidual  newspapers  in  forced  com¬ 
binations  has  always  been  detri- 


a  disadvantage.”  needed  as  at  the  present  time.” 

When  cooperative  advertising  is  Mr.  Moffett  said  the  Bureau 
abused,  there  is  a  diversion  of  ad  “feels  it  is  extremely  important 
funds,  the  Committee  stressed.  that  newspaper  advertising  staff 
The  agency  group  also  called  men  work  closely  with  their  local 
for  a  clear  definition  of  differen-  automobile  dealers  this  Summer 
•■als  on  rate  cards  and  complained  and  Fall.” 

■bat  the  spread  between  retail  and  “Too  many  auto  dealers,  fac- 
?eneral  rates  “continues  to  widen  tories  and  agencies  report,  are  be- 
ofspitc  the  recognized  dangers  in  coming  interested  in  one  of  our 
jsuch  differentials.”  competitors — television;  and  both 

{For  complete  text  of  the  re-  factories  and  agencies  are  con- 
turn  to  Pages  17-18.)  cerned  that  some  of  their  care- 

Many  of  the  250  NAEA  mem-  fully  planned  programs  in  news- 
wrs  contacted  by  Editor  &  Pub-  papers  might  be  upset  unless  a  bet- 
I  isher  for  reaction  to  the  4-A  ter  selling  job  is  done  at  the  local 
:  uggestions  were  enthusiastic;  said  level,”  Mr.  Moffett  said. 

‘Cy  looked  forward  to  studying  Turning  to  the  work  with  the 
*  recommendations  when  they  Association  of  National  Advertis- 
nt  to  their  homes.  Many  ers,  Mr,  Moffett  said  that  all  but 
the  convention  talks  dealt  with  relatively  few  NAEA  members 
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have  responded  to  the  appeal  to 
send  in  retail  rate  cards  for  com¬ 
pilation  by  ANA,  in  order  that 
such  rates  may  be  made  available 
to  interested  advertisers. 

“Our  NAEA  committee,”  he 
said,  “has  urged  that  newspapers 
send  in  their  retail  rate  cards  be¬ 
cause  we  felt  it  is  an  important 
service  to  ANA  members;  and  be¬ 
cause  we  have  felt  that  reluctance 
to  release  retail  cards  has  simply 
added  weight  to  the  suspicion  we 
found  some  advertisers  seem  to 
have  had — that  newspapers  had 
something  to  hide.” 

ANA  on  Its  Own 

Pointing  out  that  committee 
members  feel  that  the  collection  of 
retail  rate  cards  has  done  much  to 
dispel  any  such  suspicion,  and  that 
it  has  been  a  real  service  to  ANA, 
Mr.  Moffett  said  the  NAEA  com¬ 
mittee  has  suggested  that  from 
now  on  instead  of  working  through 
NAEA,  that  ANA  go  directly  to 
the  individual  newspapers  to  make 
this  collection. 

“On  behalf  of  our  committee, 
therefore,  I  urge  you  to  cooperate 
with  ANA  in  this  effort,  and  send 
your  retail  card  to  them  when 
they  make  their  request.” 

The  positioning  of  national  and 
retail  advertising  was  another  mat¬ 
ter  covered  by  Mr.  Moffett.  He 
related  how  ANA  recently  sur¬ 
veyed  its  membership  on  this  ques¬ 
tion  and  received  75  replies.  Six 
thought  national  ads  got  better 
position  than  retail  ads;  44  thought 
local  ads  got  better  position,  and 
25  felt  there  was  little  difference. 

“The  ensuing  committee  discus¬ 
sion,”  he  said,  “brought  forth  some 
rather  strong  feelings  that  the  lo¬ 
cal  advertiser  got  most  of  the  po¬ 
sition  breaks.  The  thing  which  has 
disturbed  me  is  that  since  this  dis¬ 
cussion  took  place  in  our  com¬ 
mittee,  I  have  seen  at  least  two 
call  reports  written  by  our  national 
salesmen  after  calls  on  advertising 
managers,  in  which  they  reported 
flat  complaints  by  these  advertis¬ 
ing  managers  that  national  ads  in 
newspapers  always  got  the  worst 
of  the  position  treatment. 

“I  think  that  this  feeling,  if  it 
continues  to  spread,  can  do  news¬ 
papers  much  harm,  and  think  that 
our  committee  must  make  some 
adequate  showing  to  the  ANA 
group,  at  our  meeting  this  Fall, 


that  the  national  advertiser  gets 
about  as  good  treatment  as  any¬ 
body  else.” 

Critical  of  Booklet 

Mr.  Moffett  pointed  out  that 
AN.A  reaction  to  the  Bureau  book¬ 
let,  “Is  Your  Partner  Working 
With  You?”  has  been  somewhat 
critical.  He  said  some  of  the  news¬ 
papers  which  revised  the  Bureau 
story  for  their  own  use  used  some 
pretty  strong  words,  and  some  of 
the  ANA  members  thought  they 
were  unfair. 

“Their  side  of  the  story  is  this,” 
he  said.  “An  advertiser  might  use 
a  combination  of  magazines,  and 
possibly  also  radio  and  TV,  and 
do  as  good  a  job  of  covering  the 
particular  market  as  he  thought 
possible  under  his  own  individual 
circumstances.  Under  these  condi¬ 
tions,  if  the  newspaper  salesman 
then  told  dealers  that  this  man’s 
advertising  program  was  no  good 
because  he  wasn’t  using  newspa¬ 
pers,  it  might  tend  to  undermine 
the  advertisers’  entire  sales  efffort 
in  that  market,  to  the  detriment 
of  all  concerned. 

“Many  of  us  would  view  such  a 
complaint  with  somewhat  mixed 
emotions.  We  certainly  want  to  be 
fair  to  ANA,  and  we  must  rec¬ 
ognize  their  position  is  not  un¬ 
reasonable.  On  the  other  hand, 
we  must  naturally  be  pleased  that 
dealers  have  been  willing  to  make 
such  good  use  of  arguments  pre¬ 
sented  on  behalf  of  newspapers. 

“ANA  simply  asks  us  to  stick 
to  facts  in  presenting  this  story 
aimed  at  clarifying  competitive 
media  claims.  To  the  best  of  my 
knowledge  the  presently  revised 
Bureau  booklet  meets  any  objec¬ 
tions  which  were  raised  by  ANA, 
and  I  hope  more  and  more  news¬ 
papers  will  make  use  of  it.” 
Combinations  and  Rates 

Mr.  Moffett  introduced  Anton 
W.  Bondy,  print  media  manager 
of  Lever  Brothers  Co.,  who,  in  a 
fast  rundown  on  the  work  of  the 
ANA  Newspaper  Committee  and 
the  NAEA  Advertiser  Relations 
Committee,  reiterated  advertiser 
stands  against  forced  combinations 
and  rate  differentials. 

“All  we  ask  is  that  you  apply  a 
cost  accounting  approach  to  this 
differential  question  to  determine 
whether — as  some  advertisers  have 
suggested — it  isn’t  true  that  much 
of  the  eagerly-sought  retail  adver¬ 
tising  is  carried  at  a  loss,  with  the 
national  advertiser  being  asked  to 
make  up  the  difference  in  the  rate 
he  pays.” 

TTie  Lever  executive  described 
forced  combinations  as  “another 
{Continued  on  page  8) 
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self-imposed  handicap  which  is 
deep-root;d  in  the  newspaper  busi¬ 
ness.” 

Turning  to  the  controversial  Bu¬ 
reau  booklet.  Mr.  Bondy  declared 
that  “if  the  reactions  of  ANA 
members  are  a  true  indication  of 
all  advertisers’  feelings  the  current 
Bureau  promotional  program  urg¬ 
ing  retailers  to  pressure  advertis¬ 
ers  for  more  newspaper  advertis¬ 
ing  has  really  stirred  up  conversa¬ 
tion. 

“This  program,”  he  said,  “has 
probably  evoked  more  vigorous 
comment  from  ANA  members 
generally  than  any  other  media 
promotional  activity  in  recent 
years.  .  .  .  Perhaps  after  further 
study  on  your  part  you  will  also 
conclude  that  a  selling  approach 
more  compatible  with  advertiser 
interests  can  and  should  be  devised 
to  accomplish  your  objective  with 
retailers.” 

Mr.  Bondy  said  the  present  ap¬ 
proach.  in  the  ANA’s  opinion, 
tends  to  weaken  the  manufacturer- 
dealer  relationship  by  dissatisfying 
the  retailer  with  media  decisions 
that  can  be  made  only  by  the  man¬ 
ufacturer  and  his  advertising 
agency  who  alone  are  conversant 
with  the  manufacturer’s  over-all 
marketing  objectives. 

Failure  in  Both  Houses 

William  H.  Howard,  senior  vice- 
president.  Young  &  Rubicam,  Inc., 
asserted  that  both  newspapers  and 
retailers  are  failing  in  their  re¬ 
spective  ad  jobs.  He  charged  that 
newspapers — on  the  space  selling 
end — were  engaged  in  the  “deadly 
and  destructive  tactic”  of  concen¬ 
trating  their  advertising  efforts  on 
competing  with  each  other,  instead 
of  selling  newspapers  as  a  medium. 

■Mr.  Howard  declared  too  many 
store  promotion  programs  are 
based  on  price  appeal  only,  al¬ 
though  .some  stores  are  slowly 
learning  that  this  is  bad  practice. 
Since  the  consuming  public  is  in¬ 
terested  in  good  values,  he  said, 
store.s  that  build  their  promotions 
around  well-known,  moderately 


priced  products  are  the  winners  in 
the  long  run.  Mr.  Howard  added: 
Newspaper  advertising  executives 
could  encourage  stores  to  promote 
brand  names  and  profitable  mer¬ 
chandise. 

Delegates  at  the  Tuesday  ses¬ 
sions  were  told  point  blank  that 
NAEA  doesn’t  know  its  ABC’s 
when  it  comes  to  understanding 
the  Audit  Bureau  of  Circulations. 
Carl  Gazley,  assistant  managing 
director  of  ABC,  said  newspapers 
are  “overlooking  a  sales  point  that 
could  be  used  resultfully  in  your 
promotions  and  by  your  army  of 
advertising  representatives.  I  refer 
to  a  united  front  in  featuring  au¬ 
dited  paid  circulation.” 

Mr.  Gazley  said  that  in  a  study 
of  newspaper  circulation  just  com¬ 
pleted,  ABC  came  up  with  a  fig¬ 
ure  of  101,991,268  as  the  total 
average  net  paid  circulation  of  the 
morning',  evening,  all  day  and  Sun¬ 
day  newspapers  of  the  U.  S.  and 
Canada.  This  study,  he  noted, 
covers  the  publisher’s  statements 
for  the  six-month  period  ending 
March  31,  1953.  Broken  down,  the 
figures  look  like  this: 


274 — Morning 
827 — Evening 
6 — All  Day 
407 — Sundav 


20,446,743 

29,986,896 

945,789 

46,400,588 


“Those  figures,”  Mr.  Gazley  de¬ 
clared,  “are  not  the  result  of  post¬ 
card  or  telephone  inquiries.  Nei¬ 
ther  are  they  the  specious  result  of 
projecting  specious  samples  on  op¬ 
timistic  potentials.  This  is  not  to 
belittle  honest  surveys  and  re¬ 
search.  Supplementing  the  use  of 
facts  and  based  on  facts,  such  ac¬ 
tivities  are  needed  and  their  re¬ 
sults  useful.” 

He  went  on  to  stress  that  these 
figures  represent  copies  of  news¬ 
papers  which  have  been  paid  for 
by  the  purchasers,  not  for  resale. 
Tliey  represent  95.73  per  cent  of 
the  total  circulation  of  all  daily 
and  Sunday  newspapers  in  the 
U.  S.  and  Canada.  Mr.  Gazley 
added  that  there  are  two  dailies 
with  sizable  circulation  and  638 
smaller  dailies  in  the  U.  S. 
are  not  members  of  ABC. 
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October — ABC  Month 

Mr.  Gazley  announced  that  all 
ABC  media  will  observe  October 
as  ABC  Month.  He  said  that  each 
publisher  member  will  shortly  re¬ 
ceive  a  portfolio  outlining  the  plan 
in  detail,  with  suggestions  for  edi¬ 
torials,  ads  and  sales  activities. 

Classified  advertising  and  its  im¬ 
portance  to  the  publisher  was  cov¬ 
ered  by  Raymond  Dykes,  CAM, 
Westchester  County  Publishers, 
who  .said  classified’s  ultimate  value 
should  be  recognized  for  one  out¬ 
standing  reason:  It  is  one  of  the 
most  vital  sections  of  the  news¬ 
paper:  the  medium  through  which 
readers  can  best  express  their  most 
vital  needs. 

Mr.  Dykes  emphasized  that  the 
responsible  executives  should  never 
“through  greed  for  more  linage, 
overlook  the  necessity  of  keeping 
their  columns  clean — ^free  from 


misleading  advertising  —  or,  that 
which  could  bring  financial  loss  to 
readers.” 

Classified  cannot  be  built  over 
night  by  employing  high  pressure 
crews  or  methods,  Mr.  Dykes  de¬ 
clared.  “Classified  can  only  be 
built  on  reader  acceptance  and 
confidence.” 

Force  or  Farce? 

Charles  B.  Lord,  advertising  di¬ 
rector,  Indianapolis  (Ind.)  Star 
and  News,  discussed  Clyde  Bedell’s 
portfolio,  “Your  Advertising  .  .  . 
Force  or  Farce?” 

Citing  recent  expressions  from 
retail  sources  to  the  effect  that  they 
could  trim  newspaper  advertising 
budgets  without  a  lass  of  sales  vol¬ 
ume,  Mr.  Lord  said  he  divided 
responsibility  for  this  kind  of 
thinking  between  two  sources: 

1 )  The  newspapers  who  have 
made  advertising  space  available 
to  retail  stores  at  such  low  rates 
that  store  management  has  found 
it  profitable  to  fight  competitive 
sales  battles  with  cheap  .space 
rather  than  with  intelligent  and  ef¬ 
fective  advertising; 

2)  On  the  economy  of  lash 
postwar  years.  Shortages  of  cer¬ 
tain  types  of  merchandise,  war 
.scares,  a  spiraling,  inflationary 
price  structure  and  constantly  ris¬ 
ing  personal  income  has  kept  re¬ 
tail  store  volume  on  the  upgrade 
and  has  made  “any  kind  of  ad¬ 
vertising  look  good.” 

“All  gravy  trains  must  come  to 
the  end  of  the  line,  however,  and 
it  may  well  be  that  this  one  is 
nearer  the  end  of  the  line  than 
we  think,”  Mr.  Lord  warned.  “If 
it  is,  isn’t  it  high  time  that  we  as 
newspaper  advertising  executives 
face  up  to  our  responsibility  and 
do  something  about  changing  the 
thinking  of  store  management  be¬ 
fore  the  hour  is  too  late? 

“Just  let  retail  volume  stop  go¬ 
ing  up  and  let  the  retail  profit  per¬ 
centage  continue  to  go  down,  and 
our  one  big  headache  is  going  to 
be  shrinking  retail  linage  figures. 
In  fact,  it  may  be  that  many  of  us 
are  beginning  to  feel  the  .squeeze 
already.” 

Ways  to  do  something  about  this 
situation  were  suggested  by  Mr. 
Lord.  “We  can  stop  going  into 
the  stores  and  asking  for  more  of 
the  same  kind  of  advertising  we 
have  been  receiving,”  he  said.  Ad¬ 
vertising  managers  shouldn’t  be 
afraid  to  tell  retailers  that  they  are 
wasting  their  money  ...  if  they 
think  they  are  he  added. 

“To  give  you  the  effective  strik¬ 
ing  power  to  attack  this  problem 
with  confidence  your  NAEA  has 
recently  made  available  to  you  a 
portfolio  by  Clyde  Bedell,  ‘Your 
Advertising  .  .  .  Force  or  Farce?* 
This  book,”  Mr.  Lord  declared, 
“is  an  independent  production  .  .  . 
not  produced  by  or  for  newspa¬ 
pers,  not  financed,  in.spired,  or  de¬ 
manded  by  newspapers  .  .  .  yet  it 
is  the  most  dynamic  case  for  news¬ 
papers  you  have  ever  laid  eyes  on 
or  have  you?” 


costs  compared  with  printed  media, 
made  by  certain  prominent  brc«^ 
casting  networks  and  trade  papenj 
are  false  and  misleading,  Doug!- 
Taylor,  vicepresident  of  J.  P.  Mc-i 
Kinney  &  Son,  and  president  of 
American  As.sociation  of  Newspa-^ 
per  Representatives,  charged. 

They  violate  well  recognizei 
precepts  of  research,  he  said,’whti 
they  assume  that  people  who  sect 
entertainment  by  a  TV  show  aal 
may  be  expo.sed  to  a  commercial 
are  comiparable  with  people  who 
are  known  to  voluntarily  read  a 
printed  advertisement. 

Mr.  Taylor  specifically  excepted 
the  National  Broadcasting  Com¬ 
pany  in  this  matter  becau.se  its  it- 
search  people  had  repeatedly  held 
that  such  comparisons  were  with¬ 
out  foundation  and  agreed  that  in 
broadcasting  as  in  other  media,  the 
effectiveness  of  advertising  mes¬ 
sages  varied  over  wide  areas. 

No  advertising  medium  can  do 
more  than  expose  the  advertiser's 
message  to  its  audience,  Mr.  Tay¬ 
lor  said.  Interest  and  acceptana 
by  the  consumer  depends  upon  the 
nature  of  the  product  and  the  sUl 
of  the  adverti-ser. 

Guest  of  honor  at  the  Tuesday 
luncheon  was  Bill  Cunningham. 
Boston  Herald-Traveler  columnis; 
who  was  optimistic  in  his  repor. 
of  world  affairs.  NAEA  members 
were  guests  of  the  Boston  ne*v 
papers  at  a  Tuesday  cocktail  party 

Dick  Earnes,  chairman,  Et^bih 
Committee,  and  assistant  advertis¬ 
ing  manager,  Woonsocket  (R.  L) 
Call,  reported  that  newspapers 
from  40  cities  had  submitted  178 
examples  of  black  and  white  news- 
paner  ads;  110  color  ads. 

Wednesday  morning  sessions, 
devoted  to  round  table  meetings, 
were  closed  to  the  working  press. 
At  a  “President’s  Breakfast,”  Er¬ 
win  D.  Canham,  editor  of  the 
Christian  Science  Monitor,  dis¬ 
cussed  “The  Chances  for  World 
Peace.” 

Henry  E.  .Abt,  president  of 
Brand  Names  Foundation,  remind¬ 
ed  NAEA’s  closing  luncheon  meet¬ 
ing  that  “both  as  national  media 
and  also  as  retail  media,  the  pre¬ 
sentation  of  the  merits  and  where¬ 
abouts  of  manufacturers’  trade- 
marked  products  is  your  greatest 
single  source  of  revenue.” 

Mr.  Abt  described  the  BNFs 
Brand  -  Name  Retailer-of-the-Year 
program  as  “a  good  deal”  for  local 
newspapers  “because  it  stirs  up  a 
lot  of  advertising  activity.” 
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BBDO's  Orchard  Dies 

William  1.  Orchard,  68,  copy 
editor  of  Batten,  Barton,  Durstine 
&  0.sborn,  New  York,  died  Thun-| 
day  at  his  home  on  Long  Island,  i 
He  joined  the  George  Batten  -.,  ,. 
in  1919;  went  along  as  part  of  ®  *iin  its 
1928  merger  with  Barton,  Durstine Kyf  ^  ^ 
&  Osborn  Co.  that  re.sulted  in  the 
formation  of  BBDO.  An  expot^ 
of  simplicity  in  copy,  Mr.  W' 
chard  taught  between  three  ^ 
four  thousand  students,  includutf 
many  of  today’s  top  agency  nieii 


Claims  of  television  advertising 
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ieart  ^allure 

]osts,  Competition 
'atal  to  L.  1.  Daily 


By  Jerry  Walker 


Rockville  Centre,  N.  Y. — The 
mm  Daily  Review  Star,  aged 
.  died  in  its  sleep  over  the  last 
:.‘kend.  The  edition  of  Saturday, 
ne  20,  was  the  last  for  the  first 
ily  newspaper  established  on 
ing  Island  outside  the  limits  of 
e»  York  City. 

The  immediate  cause  of  death, 
lid  Publisher  James  E.  Stiles  as 
:  turned  the  key  in  the  door  of 
le  neat,  modern  plant  at  222  Sun- 
ie  Highway,  was  strangulation, 
ince  1947,  by  constantly  rising 
ihor,  newsprint  and  other  costs. 
If  there  were  a  coroner’s  inquest 
r  such  a  death  as  this  there  is 
i;ile  doubt  that  an  autopsy  would 
how  the  fatal  ailment  as  heart 
[■ease — what  sentimental  newspa¬ 
per  obituaries  sometimes  refer  to 
IS  “a  broken  heart” — and  other 
romplications. 

Union  Regains  Voice 
The  coup  de  grace  was  a  tele- 
pm  received  May  18  by  Mr. 
siles.  informing  him  that  Nassau 
lounty  Typographical  Union  No. 
>15  had  enrolled  a  majority  of  the 
romposing  room  employes  and 
therefore  would  represent  the  shop 
5'  bargaining  agent. 

Among  these  new  union  mem¬ 
bers  were  the  key  people,  and 
some  others,  whom  the  publisher 
’■iJ  trained  to  be  printing  crafts¬ 
men  to  replace  those  who  walked 
‘mm  the  Review  Star  on  Nov.  10, 
1947  and  set  off  a  costly  litigation 
*bich  still  is  pending  both  in  the 
murts  and  before  the  National  La¬ 
bor  Relations  Board.  They  were 
Gl'.  Waves,  Wacs  and  other  non¬ 
filled  persons  who  filled  the  gap 
enabled  Mr.  Stiles  to  continue 
rrhiication  without  losing  a  single 
iljy's  edition. 

Ironically,  the  Review  Star 
meed  its  ancestry  to  a  weekly 
■^wspatvr  begun  in  1801,  the 
ncket. 

‘’Since  1947,”  said  Mr.  Stiles’ 
'■otement  on  Monday  in  the  Long 
Island  Press,  “the  newspaper  has 
beset  with  continually  grow- 
og  economic  problems  and  pres- 
iure.” 

T^e  Review  Star,  which  became 
2  daily  on  March  7,  1921  dedi- 
ojted  to  the  welfare  and  improve- 
of  the  local  community,  went 
0  press  for  the  last  time  without 
hint  of  impending  crisis.  It 
“"as  obvious  for  some  time,  how- 
^sr,  that  it  was  struggling  to  re¬ 
am  Its  position  against  the  inroads 
a  virulent,  rich  young  compet- 
blor,  Newsday. 

Mr.  Stiles’  paper  had  a  20-year 
'ad  start  and  did  very  well  fi¬ 
nancially  during  most  'of  those 
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years  and  for  some  time  later  in 
a  rapidly  growing,  fabulous  indus¬ 
trial  -  residential  suburb  of  New 
York  which  he  chose  to  promote 
as  Hempstead  Town.  But  the 
Alicia  Patterson-Harry  Guggen¬ 
heim  tabloid  Newsday  crashed 
Nassau  County  in  September, 
1940,  with  an  initial  press  run  of 
37,500.  Today  it  is  near  200,000. 
The  Review  Star’s  last  run  was  less 
than  40,000;  its  May  31  average 
was  42,615. 

The  passing  of  the  Review  Star 
did  not,  by  any  means,  leave  the 
local  field  entirely  open  to  News- 
day.  In  addition  to  the  huge  cir¬ 
culation  pressures  of  New  York’s 
dailies,  there  was  the  strengthened 
bid  by  the  Long  Lsland  Press 
(commonly  called  the  Jamaica 
Press)  which  overnight  produced 
a  full-bodied  Nassau  Edition  bear¬ 
ing  the  logotype  of  the  Review 
Star,  most  of  its  features  and  local 
advertising  which  is  being  accepted 
at  a  special  local  rate  for  an  in¬ 
terim  period. 

After  a  few  years  of  working 
with  Mr.  Stiles  and  providing  fi¬ 
nancial  help  for  his  paper,  the 
S.  I.  Newhouse  interests  which 
own  the  Long  Island  Press  have 
pitched  into  direct  battle  with 
Newsday  for  a  share  of  the  market 
where  advertising  linage  flows  in 
huge  volume  from  suburban  out¬ 
lets  of  the  Brooklyn  and  Man¬ 
hattan  department  and  specialty 
stores. 

Newsday  frequently  runs  a  64- 
page  edition,  plus  a  48-page  sup¬ 
plement  devoted  to  vacationing, 
etc.,  such  as  the  one  on  Tuesday 
in  which  a  news  story  of  the  sus¬ 
pension  of  the  Review  Star  told 
readers  that  the  Long  Island  Press 
is  “a  New  York  City  publication, 
.servicing  mainly  the  trough  of 
Queens.” 

Spirited  Battle  Due 

The  Press,  too,  is  a  handsome 
newspaper  property  in  its  133rd 
year,  with  daily  editions  which  sell 
1 60,()00-upward  copies  and  a  Sun¬ 
day  edition  of  over  200,000  cir¬ 
culation,  including  a  substantial 
distribution  in  Nassau  County 
achieved  under  an  arrangement 
which  employed  the  Review  Star 
carrier  system. 

The  gauntlet  was  down  and  a 
spirited  competitive  battle,  de¬ 
manding  resources  much  greater 
than  those  at  the  command  of  Mr. 
Stiles,  was  in  the  making  between 
two  robust  newspapers,  each  with 
an  efficient,  modern  plant — ^News- 
day’s  at  Garden  City  and  the  Press’ 
at  Jamaica.  Meanwhile  the  Re¬ 
view  Star  plant,  including  consid- 
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erable  new  equipment  installed 
within  the  last  two  years,  stood 
idle.  Mr.  Stiles  said  he  hadn’t 
even  considered  the  possibility  that 
it  might  become  useful  to  the 
Newhouse  newspaper  as  a  vantage 
point  in  publication  of  the  Nassau 
Edition,  and  Theodore  Newhouse, 
general  manager  of  the  Long  Is¬ 
land  Press,  wouldn’t  say  that  any 
such  plan  was  in  the  current 
thinking. 

Mr.  Newhouse  was  emphatic  in 
spiking  reports  that  this  was  a 
purchase  or  a  consolidation.  Jobs 
at  the  Press  were  offered  to  all 
of  the  Review  Star’s  employes,  ex¬ 
cept  56  in  the  mechanical  depart¬ 
ments,  and  a  large  number  ac¬ 
cepted.  The  Review  Star’s  closing 
hastened  the  Press’  own  plans  for 
Na.ssau  County  which  had  been  on 
the  boards  for  two  years,  Mr. 
Newhouse  said. 

The  Press,  with  this  expansion, 
bon.sted  it  has  the  largest  news¬ 
gathering  staff  of  any  local  news¬ 
paper  in  America.  Most  of  the 
Review  Star  people  were  assigned 
to  tasks  of  producing  and  distrib¬ 
uting  the  Nassau  Edition  which  is 
a  complete  makeover  from  the  reg¬ 
ular  Press  edition  for  Queens. 
There  is  a  separate  editorial  page 
and  a  daily  column  written  by 
John  Greene,  who  was  managing 
editor  of  the  Review  Star  for  many 
years. 

Staff  and  Features  Retained 

Both  the  Page  One  masthead 
and  the  editorial  page  masthead 
play  the  Nassau  Review  Star  logo¬ 
type  above  that  of  the  Long  Island 
Daily  Press.  They  are  joined  by 
a  line  which  states  that  Review 
Star  features  are  now  appearing  in 
the  Press.  An  ear  promotes 
“the  features  of  two  great  news¬ 
papers  for  the  price  of  one!”  The 
Press  sells  at  5c  per  copy,  the 
same  as  Newsday.  The  Review 
Star,  incidentally,  pioneered  the  5c 
price  in  July,  1946,  and  held  to  it. 

To  help  in  understanding  his 
dire  action,  Mr.  Stiles  bared  some 
intimate  figures  which  gave  this 
picture  of  his  business  in  the  four- 
year  period  since  1949:  Operat¬ 
ing  expenses  up  roundly  $1,000,- 
000  as  compared  with  the  four 
years  prior  to  1949;  gross  revenue 
up  $750,000.  The  biggest  chunks 
of  the  expense  boost  were  attrib¬ 
uted  to  circulation  costs  and  news¬ 
print.  At  one  point  in  this  post-’49 
period  circulation  dipped  to  37,- 
000. 

In  the  Summer  of  1947,  just  a 
month  before  the  Taft-Hartley  Act 
became  effective,  Mr.  Stiles  elected 
to  stand  firm  against  wage  de¬ 
mands  of  the  typographical  union. 
He  became  a  “guinea  pig”  for  the 
ITU’s  new  no-contract  policy  and 
the  union  posted  its  own  “condi¬ 
tions  of  employment”  when  it 
failed  to  obtain  a  written  contract 
prior  to  the  effective  date  of  T-H. 

The  union’s  walkout  in  Novem¬ 
ber  occasioned  the  first  newspaper 
conflict  in  which  T-H  provisions 
were  invoked  and  Mr.  Stiles  also 
filed  a  civil  action  against  the 


Galena  Gazette 
Reverts  to  Weekly 

Galena,  Ill.— After  105  years 
as  a  daily,  the  Galena  Gazette 
went  to  weekly  publication  this 
week,  distribution  being  made  on 
Monday  under  Tuesday’s  dateline. 

The  weekly  Advertiser,  delivered 
on  Thursday  under  a  Friday  date, 
is  also  published  by  Peter  Miller. 

The  Gazette  had  never  missed 
a  day  of  publication  since  1848, 
when  it  became  a  daily  after 
having  been  a  weekly  for  14  years. 

union  seeking  $250,000  damages 
to  his  business.  The  NLRB  pro¬ 
ceedings  were  protracted  and  they 
drained  the  resources  of  the  Etaily 
Review  Corporation.  Mr.  Stiles 
won  a  partial  victory,  a  vindication 
of  some  of  his  opposition  to  the 
union,  but  lost  on  the  crucial  point 
of  whether  agreement  had,  in  fact, 
been  reached  on  a  contract  in  July. 

An  appeal  to  the  courts  resulted 
in  the  case  being  remanded  for 
further  testimony,  principally  cross- 
examination  of  the  union  presi¬ 
dent,  John  J.  Byrnes.  This  was 
reached  last  Fall— five  years  after 
the  original  hearings,  and  brou^t 
an  examiner’s  recommendation 
that  the  Board  dismiss  the  whole 
case.  Pending  before  the  Board 
now  is  a  petition  by  Mr.  Stiles’ 
attorney  for  a  rehearing  under  new 
rules  of  procediu-e. 

The  union,  meanwhile,  lost  i 
motion  to  dismiss  the  civil  suit 
but  it  is  still  on  the  court  calendar, 

Mr.  Byrnes,  who  is  employed 
as  a  proofreader  at  Newsday,  con¬ 
tinued  the  ITU  campaign  and  lined 
up  the  new  employes  at  the  Re¬ 
view  Star.  Last  Sunday,  they  and 
all  other  mechanical  shop  workers 
received  telegrams  informing  them 
that  the  Review  Star  had  ceased 
and  their  services  were  no  longer 
required.  How  many  of  the  new¬ 
comers  to  the  union  were  granted 
traveling  cards  could  not  be  veri¬ 
fied  but  several  showed  up  on  the 
sub  line  at  Newsday. 

The  first  step  taken  by  Mr. 
Stiles  in  closing  out  his  paper  was 
the  payment,  on  Saturday,  of  all 
interest  on  the  $370,000  worth  of 
outstanding  mortgage  bonds.  Next 
he  called  white-collar  groups,  de¬ 
partment  by  department,  to  his 
office  and  broke  the  news. 

213  on  Regular  Payroll 

There  were  213  persons,  includ¬ 
ing  the  mechanical  force  of  56,  on 
the  regular  payroll  and  50  more 
on  part-time  employment,  the  pub¬ 
lisher  said,  by  way  of  explaining 
how  he  arrived  at  the  vital  decision 
after  calculating  what  it  would 
mean  to  meet  the  latest  demands 
of  the  employes  for  pay  increases, 
fringe  benefits  and  pensions. 

The  typographical  union  called 
on  him  to  pay  the  New  York  City 
scale — $1 12  days,  $117  nights,  and 
$122  lobster  trick.  He  had  been 
paying  printers  $85  a  week,  with 
a  foreman  at  $95.  New.sday  re- 
{Continued  on  page  71) 
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Daniel  Elected  New  President; 
400  at  Mackinac  Convention 


By  George  A.  Brandenburg 


Mackinac  Island  —  Appoint¬ 
ment  of  Jack  Estes,  Dallas,  Tex., 
as  full-time  secretary-manager  of 
International  Circulation  Man¬ 
agers  Association  was  announced 
by  the  board  of  directors  at  the 
54th  annual  convention  here,  June 
17-20. 

Mr.  Estes’  appointment  followed 
changes  approved  in  the  ICMA 
constitution  and  by-laws,  voted  by 
the  membership  in  establishing  a 
full-time  secretary-manager  and 
national  headquarters.  He  will  di¬ 
vide  the  administrative  duties  with 
L.  W.  McFetridge,  Tulsa  (Okla.) 
World  and  Tribune,  who  has 
served  as  ICMA  secretary-treasurer 
for  15  years.  Mr.  McFetridge  will 
continue  as  treasurer  and  a  mem¬ 
ber  of  the  board’s  executive  com¬ 
mittee. 


Will  Have  Central  Office 

The  new  set-up  will  provide 
ICMA,  for  the  first  time,  with  a 
central  office  and  staff  to  better 
serve  the  membership  and  the 
newspaper  industry  in  the  field  of 
circulation.  The  appointment  of  a 
full-time  secretary-manager  has 
been  advocated  by  Mr.  McFetridge 
and  other  ICMA  leaders  for 
some  time. 

A  year  ago  at  Oklahoma  City, 
Mr.  McFetridge  told  the  board  that 
he  would  serve  as  secretary- 
treasurer  for  another  term  and 
then  would  be  compelled  to  re¬ 
sign,  because  of  added  respon¬ 
sibilities  as  secretary-treasurer  of 
the  Newspaper  Printing  Corp.,  an 
agency  handling  business  and  pro¬ 
duction  of  the  Tulsa  World  and 
Tribune. 


Walter  Aronoff,  Detroit  (Mich.) 
Times,  third  vicepresident. 

Newly-elected  directors  are 
Louis  T.  Colvey,  Montreal  (Que.) 
Gazette;  Smith  Witter,  Canton 
Repository,  representing  Ohio 
CMA;  John  R.  Marks,  Asheville 
(N.  C.)  Citizen-Times,  Mid- 

Atlantic  representative;  G.  E. 
Carvell,  St.  Louis  (Mo.)  Post- 
Dispatch,  Midwest;  and  John  Mul¬ 
len,  Garden  City  (L.  I.)  Newsday, 
New  York  State  CMA. 

John  S.  Shank,  Dayton  (O.) 
News,  and  Harold  Hult,  Topeka 
(Kan.)  State  Journal  and  Daily 
Capital,  received  the  ICMA-Edi- 
TOR  &  Publisher  plaques  for  out¬ 
standing  service  to  the  circulation 
profession.  Mr.  Shank  won  his 
award  for  his  work  as  chairman  of 
the  newly-organized  ICMA  News- 
paperboy  Training  Program  now 
in  use  by  many  U.  S.  and  Cana¬ 
dian  dailies.  Mr.  Hult  was  hon¬ 
ored  for  his  work  in  spearheading 
the  legislative  program  leading  to 
the  Issuance  last  CX:tober  of  a 
Newspapeihoy  Commemorative 
Stamp  on  Newspaperboy  Day. 

Over  400  Attend 
More  than  400  ICMA  members 
and  guests  were  in  attendance  at 
the  four-day  convention  in  the 
Grand  Hotel  on  Mackinac  Island, 
where  news  comes  by  ticker  tape 
ard  horses  replace  motor  cars. 


Convention  delegates  heard  three 
guest  speakers: 

Gov,  G.  Mennen  Williams  of 
Michigan;  George  C.  Riggers,  At¬ 
lanta  Journal  and  Constitution, 
president,  American  Newspaper 
Publishers  Association;  and  Basil 
L.  Walters,  executive  editor, 
Knight  Newspapers,  president, 
American  Society  of  Newspaper 
Editors.  (Reports  on  talks  by  Mr. 
Riggers  and  Mr.  Walters  appeared 
in  E&P  for  June  20.) 

Daytona  Beach,  Fla.,  was  chosen 
as  the  1954  ICMA  convention  city. 

Seek  Sharper  Product 
ICMA  members  devoted  a  ma¬ 
jor  share  of  their  time  to  round¬ 
table  discussions,  dealing  with 
circulation  problems  at  the  grass 
roots.  They  heard  committee  re¬ 
ports,  covering  activities  of  their 
association  and  related  fields,  in¬ 
cluding  the  Audit  Bureau  of  Cir¬ 
culations.  There  were  indications 
that  Mr.  Riggers’  word  of  caution 
about  further  increases  in  news¬ 
paper  subscription  prices  met  with 
approval  of  circulation  managers, 
many  of  whom  have  raised  their 
rates  to  the  point  of  diminishing 
returns. 

All  were  conscious  of  the  need 
for  a  “sharper”  product,  tuned  to 
meet  the  competition  of  the  “tele¬ 
vision  age,”  augmented  by  “re¬ 
juvenated  radio”  in  the  newscast¬ 
ing  field.  Roundtable  sessions 
found  circulators  swapping  ideas 
on  better  methods  of  sampling, 
more  effective  dealer  promotion, 
and  new  ways  of  getting  greater 
sales  efforts  from  carrier  organi¬ 
zations. 


Jack  Estes  is  well  qualified  for 
his  new  duties,  having  served  as 
ICMA  president  in  1939,  when  he 
was  circulation  manager  of  the 
Dallas  (Tex.)  Morning  News.  In 
recent  years,  he  has  retired  from 
the  News  but  has  continued  to 
serve  as  a  circulation  consultant 
and  as  a  member  of  the  Southern 
Newspaper  Publishers  Association 
circulation  committee.  During  the 
past  year,  he  has  been  editor  of 
the  ICMA  Monthly  Bulletin. 

Daniel  New  President 
Arthur  Daniel,  Atlanta  (Ga.) 
Journal  and  Constitution,  was  ad¬ 
vanced  to  the  ICMA  presidency, 
succeeding  Jack  Calvin,  Houston 
(Tex.)  Post,  who  becomes  chair¬ 
man  of  the  board.  Charles  W. 
Staab,  Cincinnati  (O.)  Enquirer, 
was  named  first  vicepresident; 
Morris  Shorr,  Woonsocket  (R.  I.) 
Call,  second  vicepresident;  and 


Jack  Estes 


In  the  metropolitan  paper  pqi 
circulation  manners  heard  iT 
Hatton,  Detroit  (Mich.)  H 
Press,  tell  of  a  sampling  prop 
in  which  carriers  are  paid  10  ce 
per  week  per  home  for  deliw* 
prospect  cards  and  samj^  co; 
This  plan  embraces  a  follfli 
through  by  a  telephone  solicit 
crew.  The  sample  copies  aad:j 
troductory  cards  are  compliiK: 
of  the  prospect’s  neighbor^? 
carrier,  rather  than  that  d  ' 
Free  Press,  Mr.  Hatton  pa- 
out. 

Everett  McMillan,  Dallas  (Ti' 
Times-Herald,  told  how  the 
troduction  of  the  AmericanVii 
ly  as  a  Sunday  supplement 
provided  the  “added  shot 
needed.”  He  outlined  the  intro; 
tory  promotion  campaign  used 
the  Times-Herald  throughout 
retail  trading  zone.  He  said 
Times-Herald  accepted  Sue. 
only  subscribers  for  the  lint  ti^ 
which  enhanced  the  drive.  Seir^y 
other  circulators  using  supple®;;^ 
agreed  that  such  supplements 
the  newspaper  something  to 
mote  in  selling  the  “Sunday 
age 

Urges  More  Incenfatives 

At  the  medium-size  daily  ^ 
sion,  Robert  W.  Taylor,  f  * 
(Mich.)  Journal,  urged  ci^ 
tion  men  to  provide  more  iu^ 
tive  and  recreational  progranuj 
their  carriers.  He  said  the  louf^ 
spends  $12  a  year  per  boy  on  :, 
rier  incentive  programs,  a<k;^ 
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TWO  PRESIDENTS— SAME  PAPERS— George  C.  Riggers  (left) 
ANPA  president,  congratulates  Arthur  Daniel,  newly-elected  ICMA 
president  at  Mackinac  Island  convention  of  ICMA.  Mr.  Riggers  is 
publisher  and  Mr.  Daniel  circulation  director  of  Atlanta  Journal  and 
Constitution,  marking  first  time  two  men  from  same  newspapers  have 
headed  ANPA  and  ICMA. 


a  waiting  list  of  boys  wanting 
become  Journal  carriers. 

E.  L.  Schellenberg,  San 
(Calif.)  Union  Tribune  and  5 
outlined  a  solicitation  p'm 
which  three  men  were  engage 
get  new  subscriptions  on  the  four 
of  $  1 .50  per  order.  The  solicit™ 
in  turn,  employed  boys  in  the  eg 
side  territory,  paying  j 
penses  in  making  a  house-to-h^ 
canvass  and  giving  the  boys  a  Pl 
tion  of  the  $1.50  commission. 


Eai 
ton  ( 
■  jlCM. 


reported  good  results. 


Cy  Favor,  Utica  (N.  Y.) 
(Continued  on  page  72) 
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ICMA  Names  Estes  First 
Full-Time  Sec.-Manager 
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AN  ICMA  FOURSOME,  left  to  right,  F.  S.  Crawford,  Kingston  (Ont) 
Whig-Standard;  Stanley  D.  Pogue,  Peterboro  (Ont.)  Examiner;  Frank 
J.  Aigner,  Altoona  (Pa.)  Mirror;  and  Merritt  lerley,  Passaic-Clifton 
(N.  J.)  Herald-News. 


ICMA-EDITOR  &  PUBLISHER  plaque  winners,  left  to  right,  John 
Shank,  Dayton  News,  who  headed  ICMA  newspaperboy  training  pro- 
pam,  and  Harold  Hult,  Topeka  State  Journal  and  Daily  Capital,  who 
spearheaded  ICMA  campaign  for  newspaperboy  commemorative  stamp. 

Gorman  Tells  of  N.Y. 

T  -  4-i1  OHIO  TRIO  at  ICMA  convention,  left  to  right,  William  E.  Langell, 

i  I  I  ICjTI  Ravenna  Record  Courier  and  Tribune;  James  J.  Morrisey,  Dayton 

— ^  —  Journal  Herald,  ICMA  directon  and  Darr  Simms,  Columbus  Citizeii. 

James  H.  Gorman,  circulation 
director,  Gannett  Newspapers,  I 
gave  a  special  report  to  the  ICMA 
on  the  newspaperboy  and  the  New 
York  State  Workmen’s  Compen¬ 
sation  Law.  He  advised  other  pa¬ 
pers,  outside  of  New  York,  to  have 
their  own  insuraiKe  programs  for 
carriers  to  avoid  possible  state 
regulation  such  as  is  the  case  in 
New  York. 

“We  of  New  York  State  do  not 
desire  to  establish  any  criteria  for 
states  with  no  such  laws,”  said  Mr. 

Gorman.  “But,  we  do  want  to 
keep  our  own  houses  in  order. 

With  a  workable  law,  circulation 
managers  of  New  York  State  news¬ 
papers  will  continue  to  maintain 
a  high  level  of  standards  in  dealing 
with  newspaperboys.” 

Reviews  N.  Y.  Situation 
Earlier,  E.  J.  DeVore,  Washing¬ 
ton  (D.  C.)  Star,  chairman  of  the 
ICMA  State  and  National  Regu¬ 
lations  Committee,  reported  that 
“iT.nhi  l^'lls  were  drafted  having  to 
•  regulation  of  newspaper- 

.  n  Three  never  reached  legis- 

,  k.ri  he  said,  and  the  fourth  was 

hi  York  State  bill  to  amend 

Safand  Law,  Labor  Law  BETWEEN  SESSIONS,  Jack  Black,  Los  Angeles  Examiner,  tells  about  California’s  10-cMt  dailies. 

'yp'.kmens  Compen^tion  Left  ^  right,  (seated)  Howard  W.  Stodghlll,,  Philadelphia  Bulletin,  ICMA  Newspajwrboy  Co^ittce 
Y )  r-  i  enacted  and,  for  chairman;  Harry  Gladstein,  Washington  Post;  E.  J.  DeVore,  Washington  Star,  ICMA  State  and  Natmnd 

I.;  purposes  of  workmen’s  compensa-  Regulations  Committee  chairman;  Mr.  Black;  and  Lou  Trupin,  Philadelphia  Bulletin.  Standing,  E.  J. 

^  (Continued  on  page  73)  Odesky,  Toledo  Times, 
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Western  Union  Gives 
Press  ‘Plus’  Service 


By  Ray  Erwin 

Western  Union  is  calculatingly 
wasteful  in  personnel  and  facili¬ 
ties  in  its  service  of  the  press. 

The  Western  Union  Telegraph 
Company  actually  plans  and  pro¬ 
vides  communications  service  for 
the  newspapers  on  occasion  at  an 
expense  to  itself  of  10  times  as 
much  as  expected  revenue  from 
telegraph  tolls. 

This  is  done  as  a  service  to  press 
and  public  and  to  insure  that  full 
facilities  are  available  in  the  un¬ 
foreseen  event  an  occasion  de¬ 
velops  much  greater  coverage  than 
is  anticipated.  Protection  must  be 
provided  for  emergencies  in  prob¬ 
ably  routine  but  possibly  and  po¬ 
tentially  portentous  stories  —  for 
instance  when  the  President  of 
the  United  States  travels  to  a  re¬ 
mote  spot  where  scant  telegraphic 
facilities  are  locate!. 

National  Press  Network 
“We  are  doing  the  best  job  for 
the  press  that  we  have  ever  done 
and  we  have  plans  for  more  car¬ 
rier  systems  and  portable  printers, 
which  were  developed  especially 
for  the  press  for  communcations 
out  at  the  scene  of  a  story,” 
George  P.  Oslin,  publicity  director 
of  the  company,  told  Editor  * 
Publisher. 

A  revolutionary  change  in  press 
communications  was  brought 
about  in  1947,  when  Western 
Union  established  mechani2ed 
press  centers  in  New  York,  Chi¬ 
cago  and  San  Francisco  with  di¬ 
rect  wires  to  all  major  cities  and 
with  other  wires  fanning  out  from 
these  cities  to  smaller  cities,  form¬ 
ing  an  exclusive  national  press  net¬ 
work. 

Over  this  network  news  flows 
direct  from  point  of  origin  into 
the  newspaper’s  news  room  with¬ 
out  manual  retransmission  as  most 
newspapers  now  are  equipped  with 
Western  Union  Teleprinters.  Copy 
from  these  printers  is  ready  to  edit 
for  the  composing  room. 

High-Speed  Fax 

Another  innovation  is  the  High- 
Speed  Fax.  These  facsimile  ma- 
dhines,  capable  of  transmitting 
3,000  words  a  minute,  are  installed 
in  New  York  and  Washington  and 
are  used  when  there  is  a  heavy 
load  on  that  main  line — such  as 
the  Inauguration  last  January. 

A  magazine  publisher  with  edi¬ 
torial  offices  in  New  York  and 
printing  plant  in  a  midwest  city  is 
considering  a  High-Speed  Fax  sys- 
t^  which  would  permit  the  pub¬ 
lication  to  transmit  copy  with 
copyreaders’  marks  instantly. 

^  WU  linemen,  working  days  and 
nights  in  the  rugged  mountain 
wilderness  of  South  Dakota’s 


Black  Hills,  recently  carried  out 
one  of  their  toughest  emergency 
communications  jobs  for  the  press. 
The  assignment  was  to  string  a 
12-mile  telegraph  wire  linking  Mt. 
Rushmore  with  the  State  Game 
Lodge  so  telegraph  communica¬ 
tions  were  available  when  Presi¬ 
dent  Eisenhower  spoke  there 
June  11. 

Mt.  Rushmore 

Forced  to  abandon  their  trucks 
as  there  were  no  roads  along  the 
circuit  route,  the  linemen  carried 
wire  and  equipment  on  foot  as 
they  hacked  their  way  through 
heavy  pine  fore.sts  and  scaled 
mountain  peaks.  On  one  7-mile 
stretch  the  wire  was  hung  on  trees 
as  bears  and  buffaloes  from  a 
nearby  game  reserve  stopped  to 
watch.  It  was  the  first  telegraph 
wire  ever  to  reach  Mt.  Rushmore, 
a  national  memorial,  which  has 
sculptored  on  its  granite  face  co¬ 
lossal  heads  of  Washington,  Jef¬ 
ferson,  Lincoln  and  Theodore 
Roosevelt.  The  nearest  city  is 
Rapid  City,  S.  D.,  22  miles  dis¬ 
tant. 

An  8-channel  “carrier  telegraph” 
system,  which  makes  a  single  pair 
of  wires  do  the  work  of  eight 
wires,  was  installed  at  the  base  of 
Mt.  Rushmore  to  flash  the  news 
stories  to  press  associations  and 
newspapers  nationwide.  The  cir¬ 
cuit,  with  a  capacity  of  31,000 
words  hourly,  also  served  the  Pres¬ 
ident  for  official  communication 
with  Washington. 

Similar  portable  carrier  tele¬ 
graph  systems  were  installed  at 
the  State  Game  Lodge,  which  was 
temporary  headquarters  of  the 
President  and  his  party,  and  at 
Garrison  Dam  in  North  Dakota, 
which  the  President  dedicated.  A 
tent  housed  Western  Union’s  emer¬ 
gency  headquarters  at  the  dam,  15 
miles  from  the  nearest  railroad 
station. 

Through  this  expensive  press 
service,  a  story  could  have  been 
filed  at  Mt.  Rushmore  deep  in 
the  wilflerness  never  before  pene¬ 
trated  by  telegraph  lines  and  it 
could  have  been  received  almost 
immediately  over  the  Western 
Union  Teleprinter  in  the  editorial 
rooms  of  Editor  &  Publisher — or 
any  newspaper. 

Sagamore  Hill 

On  that  same  Presidential  tour, 
special  facilities  were  provided  for 
President  Eisenhower’s  address  at 
Dartmouth  University  and  eight 
high-speed  circuits,  with  capacity 
of  250,000  words  an  hour,  were 
set  up  at  Sagamore  Hill,  the  old 
home  of  President  Theodore 
Roosevelt  at  Oyster  Bay,  L.  I. 


PRESS  CENTER — G.  H.  Thousendfriend,  assistant  operations  mu- 
ager,  and  James  Graf,  operator,  look  over  a  long  dispatch  to  the  Nw 
York  Times  at  Western  Union’s  press  center  in  New  York. 


(19,000  words  were  sent  from 
there  and  6,700  from  Mt.  Rush¬ 
more). 

“We  have  to  protect  the  press 
against  unforeseen  things”  was  Mr. 
Oslin’s  explanation  of  the  disparity 
between  facilities  and  use. 

Actual  cost  to  Western  Union 
of  providing  press  facilities  on  that 
one  tour  of  the  President  was  esti¬ 
mated  at  approximately  $15,000 
and  the  income  at  $500. 

How  does  the  company  stay  in 
business  and  meet  stockholders’ 
dividends  at  that  rate?  There  are 
other  occasions  in  which  the  press 
.service  is  profitable.  For  instance, 
in  the  two  national  political  con 


Mr.  Oslin.  “Copy  always  is 
dumped  on  us  in  wads  in  out 
hour,  after  we  have  had  six  hoim 
with  nothing  to  do.” 

Western  Union  officials  saidthq 
have  found  a  big  difference  in 
handling  copy  of  speeches  by  Pres¬ 
ident  Eisenhower  and  former  Pre^ 
ident  Truman.  Ike  dashes  for  his 
plane  or  train  immediately  upo" 
completing  a  speech,  while  Hart) 
took  more  time  and  gave  reporters 
time  to  get  off  their  stories. 

The  press  associations  have  or¬ 
dered  their  men  not  to  let  the 
President  out  of  their  sight,  so 
they  have  to  dash  with  Ike  to  ft* 
planes,  write  their  stories  in  the 


ventions  in  the  same  hall  in  Chi-  air  and  Western  Union  arranges 
cago  last  year.  Western  Union  han-  for  a  copy  drop  at  the  first  stop, 
died  36,000,000  words  which  made  Preparations  are  being  mad' 
up  for  losses  on  some  occasions  for  the  approaching  “Big  Three 
where  the  facilities  cost  much  conference  between  the  heads « 


■Slate  of  the  United  States,  Great 
Britain  and  France  at  Bermuda 

-ru  4-  .,n4.v  Western  Union  will  use  its  cir- 

There  are  times  when  unex- 


more  than  the  revenue  gained. 

The  Unexpected 


pected  developments  cause  a  vast 
increase  in  telegrahic  wordage — 
occasions  like  the  time  when 
President-elect  Franklin  D.  Roose¬ 
velt  visited  Bayfront  Park,  Miami, 
and  Mayor  Cermak  of  Chicago 

was  killed  by  an  ^sassin’^s  bullets  ,,,-"-;-th;  -snialf  wU  office  at  Port 
aimed  at  FDR,  the  night  m  the  ^  «, 

last  handle  3,000  messages  and  volutnt- 

&senhower  spoke  at  Wheeling  dispatches  the  recent 

W.  Va.,  and  the  Nixon  story  broke  ,  .  ^  hv  a  tor- 

f..ii  Kioct  TOO  ooo  filpH-  thc  town  was  struck  by  a 

nado. 


and  wireless  circuits  from  King¬ 
ston,  Jamaica,  to  Bermuda. 

Disasters  call  for  Western  Union 
men  to  be  flown  or  otherwise 
transported  to  the  point  for  i®" 
mediate  press  service.  For  m 


full  blast  with  200,000  words  filed; 
the  time  last  month  when  Presi¬ 
dent  Eisenhower  made  a  short  talk 
at  Salisbury,  N.  C.,  and  press  copy 
was  unexpectedly  heavy  because 
the  President  suffered  ptomaine 
poisoning. 

“We  have  to  be  able  to  protect 
the  press  for  everything  from  a 
President’s  stomach  ache  to  the 
end  of  the  Korean  War,”  observed 

EDITOR  & 


For  the  first  time,  the  new  car¬ 
rier  facilities  were  set  up  m 
tent  at  the  Oakmont  Country  Cl®j 
near  Pittsburgh  for  the  , 

Open  on  June  9.  Wordage  reachc 
500,000,  a  near-record  for 
event.  Eighteen  telegraph  ^ 
cuits  connected  press  association 
(Continued  on  page  71) 
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Recipe  for  Improved 
Newspapers  Offered 


L 


By  Campbell  Watson 

Stanford  University,  Calif. — 
Editors  gathered  for  the  15th 
annual  California  Editors  Confer¬ 
ence  of  the  California  Newspaper 
Publishers  Association  here  June 
19-20  baked  no  birthday  cake. 
Instead,  they  carefully  examined 
the  recipes  for  improved  newspa¬ 
pers. 

From  the  speeches,  panels  and 
clinical  discussions  came  admis¬ 
sions  of  the  perils  of  costs  and 
competition,  the  challenge  of  new 
responsibilities  yet  to  be  fully  met, 
and  objective  research  of  needful 
improvements. 

“Today’s  newspaper,”  summa¬ 
rized  Palmer  Hoyt,  editor  aand 
publisher  of  the  Denver  (Colo.) 
Post,  “is  much  more  important 
for  the  preservation  of  democracy 
and  of  the  peace  than  any  other 
media  of  any  time.” 

Freedom’s  Gains 
Basic  ingredients  of  a  newspaper 
continue  to  be  those  obtained 
through  freedom  of  information 
and  the  record  of  success  in  re¬ 
cent  litigation  in  which  newspa¬ 
pers  as  such  have  won  access  to 
records  or  hearings  is  significant, 
reported  Harold  L.  Cross,  special 
counsel  for  the  American  Society 
of  Newspaper  Editors. 

“Newspapers  have  not  won 
every  suit  brought  by  them  but  in 
recent  years  they  have  lost  none 
becau.se  they  were  newspapers,” 
he  reported.  “They  have  won  in 
cases  where  other  litigants  would 
have  lost. 

“The  courts  have  recognized  the 
significance  of  the  news  function. 
In  a  time  of  galloping  change  a 
press  with  a  fighting  faith  need 
not  fear  to  litigate  a  meritorious 
cause  in  the  public  interest  even 
when  some  precedent  looks  like 
an  obstacle.” 

New  gains  in  the  move  for  free¬ 
dom  of  information  were  reported 
by  Dr.  Cross.  There  are  now  15 
states  defining  the  term  “public 
records,”  27  with  a  general  right 
of  inspection  of  public  records, 
and  four  providing  for  inspection 
by  citizens  “not  only  of  ‘public 
records’  but  also  of  ‘other  matters 
in  the  office  of  any  officer,’  ”  he 
reported. 

In  California,  the  Imperial  Val¬ 
ley  Pifblishing  Company’s  contro¬ 
versy  with  the  Chief  of  Police  of 
Brawley  was  “superbly  and  suc¬ 
cessfully  conducted,”  Dr.  Cross  de¬ 
clared.  The  publisher  used  the 
newspaper  process  of  reasoning, 
first  through  the  reporter  assigned 
to  the  beat,  then  through  a  sea¬ 
led  reporter,  and  then  through 
w  managing  editor. 

The  Chief  adhered  to  his  posi- 
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tion,  whereupon  the  publisher,  de¬ 
liberately  refraining  from  solidi¬ 
fying  the  adverse  position  and  get¬ 
ting  a  ruling  by  the  city  attorney, 
retained  counsel  to  start  a  manda¬ 
mus  proceeding,”  Dr.  Cross  ob¬ 
served.  An  alternative  writ  gave 
the  Chief  a  chance  to  make  a  re¬ 
turn.  In  this  he  listed  the  records 
he  kept  and  declared  them,  whether 
public  records  or  not,  to  be  open 
to  public  and  press  inspection,  he 
added. 

ASNE  Study  Asked 

A  CEC  resolution  asked  ASNE’s 
Freedom  of  Information  Commit¬ 
tee  “to  cause  an  investigation  to  be 
made  to  determine  if  freedom  of 
the  press  is  being  enforced  by  in¬ 
direction  and  seek  the  aid  of  the 
ANPA  in  making  an  inquiry”  in 
the  case  of  the  Overseas  Weekly. 
Officers  of  the  U.  S.  Army  in  Eu¬ 
rope  have  issued  orders  discontinu¬ 
ing  distribution  of  this  newspaper 
which  is  edited  by  a  Californian, 
Mrs.  Marion  von  Raspach.  Be¬ 
fore  the  vote  on  the  resolution, 
Frank  Rospaw,  publisher  of  Pla¬ 
centia  (Calif.)  Courier,  gave  a  re¬ 
port  on  the  paper.  Mrs.  von  Ros- 
pach  is  his  daughter-in-law. 

Presumably  the  publicaation  of 
Chri.stine  and  Jelke  stories  caused 
the  issuance  of  a  ban  on  its  dis¬ 
tribution  in  May,  he  said.  This 
ban  originally  was  to  become  effec¬ 
tive  in  June.  The  date  has  since 
been  extended  to  July  28.  (E&P, 
June  13,  page  2.) 

In  asking  for  the  resolution 
calling  for  the  investigation,  Mr. 
Rospaw  said  he  did  not  know  “how 
much  competition  and  how  much 
freedom  of  the  press”  is  involved 
in  the  cancellation  of  the  distribu¬ 
tion  permit.  The  re.solution,  moved 
by  Herman  Silverman,  was  ap¬ 
proved  without  opposition. 

In  the  CEC  discussion,  self-an¬ 
alysis  ruled.  James  Marlow,  As¬ 
sociated  Press  columnist,  charged 
the  home  town  newspaper  with 
'“inertia  in  thinking  in  terms  of 
the  reader.”  Ray  Spangler,  Red- 
•wood  City  Tribune,  said  a  daily 
danger  lurks  in  “assuming  readers 
know  all  we  do  and  forgetting 
stories  need  enough  background  to 
•satisfy  late  comers.” 

‘The  key  to  success  for  any 
newspaper  appears  to  begin  with 
the  quality  of  its  local  news  and 
■local  feature  material,”  Dr.  Robert 
'Desmond,  University  of  California, 
stressed  in  a  discussion  of  the  gen¬ 
eral  newspaper  field. 

Propaganda  Fight 

Henry  Rieger,  United  Press,  in¬ 
cluded  in  his  warnings  of  growing 


CALIFORNIANS— At  Stanford  University  for  editors’  conference: 
Left  to  right — ^Warner  Jenkins,  Alhambra  Post-Advocate;  lack  Craem- 
er,  San  Rafael  Independent-Journal;  and  Ted  Durein,  Monterey 
Peninsula  Herald. 


■trouble  in  the  Far  East  the  view 
that  “the  way  to  combat  propa¬ 
ganda  abroad  is  to  fight  with  good, 
hard  repetitions  of  the  truth.” 

■  “If  you  have  no  local  columnist 
I  suggest  you  go  home  and  be 
one,”  observed  Zola  Vincent,  food 
columnist  from  Pasadena.  In  pho¬ 
tography,  insistence  on  better  print 
quality  will  help  a  great  deal,  said 
■Oliver  French,  Los  Angeles  Times. 
Urging  dignity  and  harmony  in 
typography,  A.  R.  Tommasini, 
'University  of  California  Press,  said 
'*  we  deal  solely  in  black  and  white 
'in  printing  newspapers  and  for 
color  we  rely  on  type.” 

Steps  to  Success 

From  the  successive  studies  in 
improved  newspaper  makeup,  typ¬ 
ography,  content  and  quality  came 
no  ready-mix  recipe  for  newspaper 
success.  Yet  the  conference  did 
provide  an  assurance  voiced  by  J. 
'Montgomery  Curtis,  director, 
'American  Press  Institute,  with 
these  words: 

“The  newspaper  of  quality  will 
grow  as  the  indispensable  medium 
for  public  education  and  enlighten¬ 
ment.” 

Jack  Craemer,  San  Rafael  In¬ 
dependent-Journal,  was  chairman 
'of  the  conference.  Howard  Hays, 
Jr.,  Riverside  Enterprise  -  Press, 
was  advanced  to  chairmanship  by 
a  newly-elected  board  of  nine  di¬ 
rectors.  Donald  I.  Segerstrom, 
Sonora  Union-Democrat,  became 
vicechairman  with  Ferdinand  Men¬ 
denhall,  Van  Nuys  News,  secre¬ 
tary. 

Other  directors  are:  Kenneth 
'L.  Adam,  Lompoc  Record;  Larry 
S.  Fanning,  San  Francisco  Chron¬ 
icle;  Herman  Silverman,  Sun 
Newspapers;  Frank  Moore,  Red¬ 
lands  Daily  Facts;  George  Mur¬ 
phy,  Jr.,  Manteca  Bulletin,  and 
David  Schutz,  Redwood  City  Trib- 
■une.  Mr.  Schutz,  who  had  tied 
Ted  Durein,  Monterey  Peninsula 
Herald  in  the  voting,  won  by  a 
coin  toss. 


Hoyt  Quizzed 
On  His  Views 

Stanford  University,  Calif. — 
Palmer  Hoyt,  editor  and  publisher 
of  the  Denver  Post,  was  inter¬ 
viewed  by  Dr.  Chilton  R.  Bush, 
director  of  Stanford  University’s 
Institute  for  Journalistic  Studies,  at 
'a  feature  session  of  the  California 
Editorial  Conference  here. 

Pared  down  excerpts  from  the 
questions  and  answers  follow: 

Bush:  How  do  you  define  Mc- 
Carthyism? 

Hoyt:  McCarthy  ism  is  a  basic 
situation  where  the  charge  is  more 
important  than  the  truth,  the  trial 
or  the  verdict.  McCarthyism  is  a 
danger  where  newspapers  are  will¬ 
ing  to  carry  trials  on  page  one 
without  necessarily  referring  to 
proof  and  acquittal. 

Bush:  What  of  the  Denver 

Past’s  policy  of  dispatching  report¬ 
ers  into  adjacent  territory  for 
news? 

Hoyt:  People  have  more  faith 
in  the  reporters  they  know.  They 
'like  to  get  the  views  of  their 
neighbors. 

Bush:  What  of  newspaper  pro- 
gressiveness  today? 

Hoyt:  A  newspaper  is  a  non- 
Tegulated  public  utility.  Because 
of  some  few  newspapers,  we  might 
have  a  FCC  for  newspapers  some 
day,  but  God  forbid.  As  to  news¬ 
paper  progress,  magazines  and  ra¬ 
dio  have  made  it  more  progres¬ 
sive.  The  supreme  test  is  coming 
'now  if  the  newspaper  is  to  survive 
■its  many  competitors  and  the  tre¬ 
mendously  increased  prices. 

We  try  daily  to  make  every  page 
interesting,  to  make  every  page  a 
front  page,  to  edit  every  bit  of 
'news  to  meet  the  needs  of  the  ulti- 
■mate  consumer,  and  we  try  to  keep 
our  makeup  utilitarian. 

On  the  question  of  whether  we 
fit  the  reader  or  force  the  reader 
to  adopt  himself  to  our  product, 
(Continued  on  page  49) 
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THE  WEATHER 
Ideal  for  playing  golf 
with  the  President 
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A  European  Edition  is  Published  Daily  in  Paris 


Robinson’s 


Title  Now 


Publisher 


By  James  L.  Collings 


You  Drop  In  on  Bill  Robinson 
&nd  ask  him  how  he  is,  how  the 
job’s  going  and  what’s  new  with 
the  paper. 

William  Edward  Robinson,  out 
of  Providence,  R.  L,  hard-fisted 
and  53  and  a  cleft-chinned  ruddy 
fed  and  grey,  was  recently  named 
publisher  of  the  New  York  Herald 
Tribune  (the  first  to  hold  the  title). 

He  replies  he  feels  fine  on  a  14- 
hour-a-day  schedule  and  what, 
specifically,  do  you  want  to  know 
about  the  Trib  and  me,  anyway? 

Oh,  things  in  general — ^your 
friendship  with  President  Eisen¬ 
hower  and  whether  you’ve  dis¬ 
cussed  press  relations  with  him,  the 
latest  dress  the  HT  is  wearing,  the 
Early  Bird  edition,  the  newspaper 
business  and  what,  if  anything,  the 
new  administration  has  done  for 
it,  the  positions  you’ve  held  and 
your  hobbies. 

The  publisher  chewed  gently  on 
one  of  his  thumbs,  a  habit  he  has 
when  thinking. 

Frustated  Reporter 

“I  started  out  in  high  school  to 
be  a  writer,”  he  said,  “and  I  had 
the  ambition  to  be  a  reporter,  but 
I  never  got  to  be  one,  which  I 
regret.” 

Instead,  he  turned  to  the  finan¬ 
cial  business.  After  he  was  grad¬ 
uated  from  New  York  University 
in  1923  with  a  B.S.,  he  joined  a 
mortgage  bond  house  in  New  York 
City,  ending  up  as  branch  boss. 


Brighter^  and  Sharper 


Paper  Gains  Readers 


William  E.  Robinson 


Mr.  Robinson  said  the  idea  for 
the  Herald  Tribune’s  new  format 
and  typography  can’t  be  ascribed 
to  any  one  person. 

Objectives  Met 

“It’s  the  result  of  a  constant 
search  on  the  part  of  a  lot  of  peo¬ 
ple  around  here  to  make  the  news¬ 
paper  easier  to  read,  faster  to  read 
and  more  convenient  to  read,”  he 
said. 

“I’d  say  that  of  the  comment  I 
know  about,  90  per  cent  of  it  falls 
into  one  of  these  three  categories. 
That  is,  people  seem  to  feel  it  is 
easier  or  faster  or  more  conven¬ 
ient.  Those  were  our  objectives 


Beginning  of  Friendship 


Bad  Blunder — Telling 
Ike  He’d  Get  Rich 


Graphic  Jump: 
Bonds  to  Ads 


Mr.  Robinson’s  next  move  was 
to  another  bond  house  as  sales 
manager.  Then  he  became  presi¬ 
dent  of  the  old  New  York  Evening 
Graphic,  a  Bernarr  MacFadden  en¬ 
terprise.  His  following  positions 
were:  retail  advertising  manager. 
New  York  World-Telegram;  assist¬ 
ant  to  T.  J.  White,  general  man¬ 
ager  for  Hearst;  and  advertising 
director.  New  York  Journal. 

“It  was  a  heartening  experience 
when  we  persuaded  Mr.  Robinson 
to  come  to  the  Tribune,  and  he’s 
been  invaluable  ever  since,”  says 
Mrs.  Helen  Rogers  Reid,  chair¬ 
man  of  the  board. 

The  forthright,  energetic  Mr. 
Robinson  was  persuaded  in  1936. 
He  was  appointed  advertising  di¬ 
rector. 


“To  answer  the  first  question,” 
Mr.  Robinson  said,  “I  first  met 
President  Eisenhower  in  December, 
1944,  at  his  headquarters  in  Ver¬ 
sailles.  The  Army  had  sent  me 
over  in  September  to  help  with  the 
publication  of  Stars  and  Stripes  in 
our  Paris  plant. 

“When  my  mission  was  com¬ 
pleted,  I  went  to  see  him  about 
the  European  Edition  of  the  Her¬ 
ald  Tribune,  which  had  been 
forced  to  suspend  publication  in 
1940.  The  general  gave  permission 
for  its  re-publication,  and  that  was 
the  start  of  our  friendship. 

“When  he  returned  to  his  coun¬ 
try  as  Chief  of  Staff,  1  spent  a 
good  deal  of  time  urging  him  to 
write  his  book  (Crusade  in  Eu¬ 
rope).  It  took  lengthy  persuasion. 
M  one  point  the  general  got  cold 
on  the  idea  when  I  made  the  mis¬ 
take  of  telling  him  he  would  make 
a  lot  of  money  out  of  it. 

“That  was  a  bad  blunder  on  my 
part.  He  didn’t  want  to  commer¬ 
cialize  on  his  position  as  supreme 
commander.  But  when  two  or  three 
books  came  out,  written  by  so- 
called,  irresponsible  authors,  giv¬ 
ing  a  distorted  picture  of  the  war, 
I  marked  passages  that  were  ob¬ 
viously  wrong  and  showed  them  to 
him,  with  the  reminder  that  these 
books  would  be  used  by  historians, 
unfortunately,  as  future  source  ma¬ 
terial. 

“I  pointed  out  to  him  that  if  he 
were  to  do  a  book,  it  would  be 
considered  authoritative.  When  he 
read  the  books,  he  became  so  dis¬ 


turbed  he  resolved  to  write  his 
own  story. 

“So  far  as  our  paper  being  the 
first  out  for  him  as  President  is 
concerned,  the  owners  and  editors 
here  believed  he  was  the  best 
equipped  to  hold  office.  He  wasn’t 
even  consulted  when  we  ran  an 
editorial  on  the  front  page  (Oct. 
25,  1951)  endorsing  him.” 


Looking  ahead  through  rose- 
colored  glasses. 


and  it’s  gratifying  tO'  see  it  work 
out  that  way. 

“I  would  also  say  it  has  gamed 
us  readers.  I’ll  ^ve  you  figures  is 
a  moment.  We  were  showing  mod- 
ets  gains  in  the  daily  before  dK 
change.  Ten  days  later,,  our  gaii 
doubled.  This,  mind  you;,  with  so 
promotion. 

$300,000  Savings  Yearly 

“We  had  no  trouble  with  dit 
great  bulk  of  advertisers>.  althoeih 
there  were  isolated  instances  whU 
we  have  since  ironed  out  The  sa^ 
ings?  It’s  hard  to  tell,  but  mi  fall, 
roughly,  at  $300,000  x  year,  la 
other  words,  the  venture  so  far 
has  been  a  success  on  all  counts. 

“You  know,  the  Herald  Tribune 
is  the  third  paper  in  total  adver¬ 
tising  among  the  seven  metropdi- 
tan  dailies.  It  is  second  in  national 
advertising  here  (and  third  in  the 
country)  and  fourth  in  arculatina 
in  the  a.m.  field  in  town. 

“Now,  you  ask  if  I  have  any 
program  for  improving  our  po^ 
tion.  Well,  let  me  show  yon  this 
sheet  with  figures  on  it  prepared 
for  ABC.  You’ll  notice  that  our 
paper  from  1949  to  1953  has 
gained  12,981  readers. 

“I  think  we  can  attribute  the 
increase  to  the  improvements  we 
have  made  in  the  paper.  It  seems 
to  me  the  Herald  Tribune  is 
brighter  and  sharper  and  it  covers 
more  fields  of  business  now. 

“Speaking  of  the  Early  Bird  edi¬ 
tion,  which  was  started  March  1. 
1950,  it  has  certainly  justified  our 
expectation  of  it,  especially  con¬ 
sidering  the  fact  there  was  no  pro¬ 
motion — it  was  just  put  on  the 
stands. 

“A  lot  of  persons  were  misled 
by  its  pifblication.  They  thought 
we  were  after  the  tabloid  circula¬ 
tion.  We  had  no  such  intentions. 
It  was  issued  only  as  a  service  to 
our  readers.” 


He’s  Optimistic 
On  Newspapers 
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“I’m  optimistic  about  the  fu' 
ture  of  the  newspaper.  I  think  tt  u 
still  considered  by  the  public  to  be 
the  most  truthful  and  responsibw 
of  all  media,  and,  accordingly,  u 
public  opinion  is  still  the  strong¬ 
est  force,  then  the  newspaper  u 
the  most  powerful  public  opinion 
instrument. 
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REVOLT  IN  EAST  GERMANY.  AS  THE  EDITORIAL  CARTOONISTS  SEE  IT 


ussions  Free 
Boston  Traveler 
Mon  in  Berlin 

Boston  —  A  Boston  Traveler 
‘ee-lance  correspondent  in  Berlin 
'*as  released  this  week  after  being 
■<!d  captive  for  three  days  by  the 

Russians. 

Rudolph  Kass  reported  he  was 
sell  but  hungry”  after  the  three- 
'jy  ordeal.  He  was  arrested  while 
■jking  pictures  of  the  riots  in  the 
Fastern  Zone. 

student  at  the  Free  University 
a  Berlin,  Mr.  Ka.ss,  22,  is  a  Har- 
arJ  University  graduate.  He  in- 
.nJs  to  resume  his  studies  here 
■ '  Fall,  seeking  a  Law  degree. 
When  word  reached  Boston  that 
Mr.  Kass  had  been  arrested  by  the 
RisMans,  Publisher  Robert  B. 
^^''oate  sent  strongly  worded  mes- 
'?es  to  the  High  Commissioner 
Germany,  James  B.  Conant; 
vraior  Leverett  Saltonstall  and 
^aerman  .Adams,  assistant  to  Presi- 
-nt  Eisenhower.  Members  of  the 
'lassachusetts  Congressional  dele- 
ption  were  asked  to  intercede. 

Mr.  Choate  said:  ‘This  is  an- 
'■^>er  in  a  series  of  outrageous  af- 
■onts  to  freedom  of  the  American 
Racss  that  began  with  the  arrest  of 
'P-  writer,  William  Oatis.  We 
you  will  make  the  strongest 
a-pre.s-ntations  and  take  all  neces- 
arp  steps  to  obtain  his  immediate 
release.” 

Mr.  Kass  is  a  naturalized  Ameri¬ 
can  who  was  born  in  Germany. 
During  his  undergraduate  days  at 
Harvard  he  served  as  the  Traveler 
Mrre.spondent.  He  was  editor  of 
^^^rvard  Crimson  in  1951-52. 
The  Kass  series  from  Berlin 
mostly  published  without  a 
y-line  because  the  Traveler  want- 
Cu  to  protect  him  from  possible 
ctprisals.  Some  of  the  articles 


dealt  with  social  and  political 
trends  in  the  Berlin  area.  Others 
dealt  with  an  account  of  the  con¬ 
fusion  caused  in  East  Berlin  by 
the  awkward  handling  of  the  Sta¬ 
lin  death  story.  He  also  sent  back 
a  satirical  piece  on  the  status  of 
Gcrhardt  Eisler,  the  East  German 
ex-propaganda  chief. 

■ 

Chevrolet  to  Sponsor 
Weekend  Newscasts 

Chevrolet  and  Chevrolet  Deal¬ 
ers  have  contracted  for  the  spon¬ 
sorship  of  a  total  of  24  newscasts 
each  weekend,  beginning  Saturday, 
June  27,  and  each  Saturday  and 
Sunday  thereafter,  over  the  full 
.ABC  Radio  Network  of  364  sta¬ 
tions. 

These  newscasts  of  12  special 
p.'ograms  each  day  will  be  handled 
by  various  ABC'  newsmen. 


Paper  Wins  Fight 
For  Legal  Advertising 

Yonkers,  N.  Y. — The  7-6  vote 
against  a  bill  to  eliminate  publica¬ 
tion  of  a  new  Zoning  Ordinance 
as  legal  advertising  amounted  to  a 
victory  for  the  editor  of  the  Herald 
Statesman. 

Editorially,  the  newspaper  had 
contended  that  such  a  change  in 
the  City  Charter  would  result  in  a 
“blackout”  of  the  people’s  right  to 
know.  As  a  result  of  the  Council’s 
defeat  of  the  measure,  the  entire 
text  of  the  Zoning  Ordinance, 
when  it  is  adopted,  must  be  pub¬ 
lished  for  two  successive  weeks  in 
the  city’s  two  official  newspapers. 

Opponents  of  this  legal  adver¬ 
tising  expenditure  sought  to  pro¬ 
vide  publication  of  the  ordinance 
in  a  booklet. 


PUSHED  AROUND — A  New  York  News  photographer,  Leroy  Jakoh, 
at  right,  holds  his  chin  after  being  struck  hy  one  of  the  Rosenberg 
mourners  outside  the  funeral  home.  At  the  cemetery  photographers 
were  pushed  and  shoved  and  threatened  by  a  crowd  which  encircled 
them.  Several  lensmen  were  thrown  to  the  ground  to  the  accompani¬ 
ment  of  shouts  of  “kill  them!”  by  some  of  the  A-spies’  sympathizers. 


38°/°  Increase 
In  Postal  Rate 

Washington  —  Posmaster  Gen¬ 
eral  Summerfield  submitted  his 
proposed  postage  rate  increases  to 
Congress  this  week.  The  second 
class  rates  would  be  advanced 
roughly  38  per  cent  above  the 
present  rates  which  include  two 
10  per  cent  boosts  since  April  1, 
1952. 

Within-county  publication  rates 
would  be  unchanged. 

For  outside-county,  it  is  pro¬ 
posed  that  the  rate  on  reading  mat¬ 
ter  be  advanced  from  1 .8c  a  pound 
to  2.25c  on  Oct.  1  and  to  2.5c  on 
next  July  1. 

Zone  rates  on  advertising  con¬ 
tent  would  be  boosted  accordingly. 
In  the  first  and  second  zones  the 
new  rates  would  be  2.25c  and  2.5c. 
The  third  zone  rate  would  rise 
from  2.4c  to  3c  and  3.5c;  fourth 
zone  from  3.6c  to  4c  and  5c;  fifth 
zone  from  4.8c  to  6c  and  7c;  sixth 
zone  from  6c  to  7.5c  and  8.5c; 
seventh  zone  from  7.2c  to  8.5c  and 
10c;  eighth  zone  from  8.4c  to  10c 
and  11c. 

■ 

Reynolds  to  Serve 
Lamb  Enterprises 

Washington  —  Edward  Lamb 
Elnterprises.  Inc.,  has  announced 
the  appointment  of  J.  Lacey  Rey¬ 
nolds,  for  the  past  20  years  a 
Washington  newspaperman,  as  the 
representative  of  its  various  activ¬ 
ities  here.  His  office  is  in  the  Na¬ 
tional  Press  Club  Building. 

He  will  represent  the  Erie  (Pa.) 
Dispatch  and  several  radio  and 
television  stations  in  the  Lamb 
group. 

For  the  past  several  years,  Mr. 
Reynolds  has  been  the  chief  of  the 
Washington  Bureau  of  the  Toledo 
Blade  and  Pittsburgh  Post  Gazette. 
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RecordNewspaperLinage 
For  7th  Straight  Year 


National  newspaper  advertising 
in  1952  shot  over  that  of  1951 
by  almost  $13,000,000  to  register 
a  total  of  $526,058,000  for  a  sev¬ 
enth  consecutive  all-time  high,  ac¬ 
cording  to  the  annual  compilation 
of  the  Bureau  of  Advertising, 
ANPA. 

Nineteen  hundred  and  fifty-two 
also  was  the  second  successive 
year  in  which  national  newspaper 
advertising  went  over  a  half-billion 
dollars.  This  compares  with  1952 
totals  of  $552,698,740  for  maga¬ 
zines,  $163,453,466  for  network 
radio,  and  $180,794,780  for  net¬ 
work  television. 

From  1929  through  1945  the  na¬ 
tional  newspaper  advertising  rec¬ 
ord  was  $260,000,000,  but  from 
1946  on,  new.spapers  bounded 
ahead  in  yearly  leaps.  For  1952 
the  percentage  of  gain  over  1951 
was  2.4  per  cent. 

Arranged  by  Media  Records’ 
classifications,  the  1952  high  of 
$526,058,000  is  based  on  actual 
measurement  of  advertisers’  linage 
in  964  weekday  and  345  Sunday 
English-language  newspapers  rep¬ 
resenting  respectively  92.4  and  94.7 
per  cent  of  the  circulation  in  cities 
and  towns  of  10,000  population 
and  over.  This  means  that  expendi¬ 
tures  of  advertisers  using  large 
amounts  of  newspaper  space  in 
smaller  communities  may  be  un¬ 
derstated.  Advertisers  listed  are 
calculated  to  have  spent  $25,000 
or  more  in  the  medium  during  the 
year. 

General  Motors  Leads 

For  the  sixth  consecutive  year 
General  Motors  is  at  the  top  of 
the  100  largest  national  newspa¬ 
per  advertisers  with  an  expendi¬ 
ture  of  $20,251,551.  This  is,  how¬ 
ever.  le.ss  than  the  company  spent 
on  national  newspaper  advertis¬ 
ing  in  1951.  when  the  figure  was 
$23,794,340.  In  1950  GM  spent 
$27,594,071. 

These  expenditures  refer  only  to 
national  adverti.sing.  GM  is  not 
necessarily  the  leader  among  all 
newspaper  advertisers — some  retail 
organizations  invest  many  million^ 
yearly.  Actually,  the  1952  total  for 
all  newspaper  advertising — and  this 
includes  retail  and  classified — has 
been  estimated  at  around  $2,309.- 
000.000. 

Also,  expenditures  listed  include 
only  those  known  to  have  been 
placed  and  paid  for  completely  by 
the  national  advertiser.  Many  mil¬ 
lions  of  dollars  are  each  year  in¬ 
vested  annually  by  national  ad¬ 
vertisers  in  cooperative  advertising, 
which  is  paid  for  in  conjunction 
with  retailers  or  distributors  or 
both.  This  is  not  included. 

This  year  there  are  21  members 
on  the  list  of  the  top  100  na¬ 
tional  newspaper  advertisers  who 
were  not  included  last  year.  Larg¬ 


est  of  these,  adwise,  is  P.  Ballan- 
tine  &  SJons  with  a  1952  expendi¬ 
ture  of  $1,744,917.  This  is  a  jump 
of  182.7  per  cent  over  the  brew¬ 
ing  company’s  1951  expenditure  of 
$617,285. 

By  product  classification,  fix¬ 
tures.  under  the  Media  Records 
classification  of  Housing  Equip¬ 
ment  and  Supplies,  jumped  103.3 
per  cent  in  their  1952  expenditure 
in  newspapers  over  1951.  In  that 
year  $92,000  was  spent,  but  in 
1952  that  particular  industry  had 
zoomed  to  $187,000.  Second  high¬ 
est  per  cent  of  change  was  shown 
by  tires  and  tubes  in  the  auto¬ 
motive  classification.  The  1952  ex¬ 
penditure  was  $5,023,000  for  a 
75.9  per  cent  hike  over  195 1’s 
$2,855,000. 

Also  showing  a  strong  gain  in 
1952  were  dentifrices  with  a  64.9 
per  cent  gain.  The  1952  figure  of 
$8,968,000  compares  with  195rs 
expenditure  of  $5,538,000.  Other 
healthy  gains  were  also  shown  in 
1952  over  1951  by  Agriculture, 
Confections,  Magazines,  and  mis¬ 
cellaneous  Radio  and  Television. 

On  the  list  of  top  100  adver¬ 
tisers,  the  top  10  remain  the  top 
10,  though  some  have  changed  po¬ 
sition  within  that  bracket.  Lever 
Bros.,  No.  4  in  1951,  was  No.  2 
in  1952.  Colgate-Palmolive-Peet 
has  jumped  from  fifth  to  third 
place  and  the  Chrysler  Corp.  has 
dropped  from  third  in  1951  to 
fourth  in  1952. 

Biggest  drop  among  the  top  10 
was  Procter  &  Gamble  Co.  which, 
in  1951,  was  in  second  place.  It  is 
now  eighth,  Schenley  Industries 
and  National  Distillers  Products 
occupied  the  same  berths  in  1951 
and  1952 — ninth  and  tenth  places 
respectively. 

(For  the  list  see  Page  60.) 

■ 

Boston  Globe  Renews 
Credo  of  Its  Founder 

Boston — ^The  Credo  of  Charles 
H.  Taylor,  founder  of  the  Boston 
Globe,  was  reprinted  last  Monday 
on  the  32nd  anniversary  of  his 
deadi. 

Printed  under  a  simple  statement, 
“Cornerstone  of  the  Boston 
Globe’’,  the  quotation  said  “My 
aim  has  been  to  make  the  Globe 
a  cheerful,  attractive  and  useful 
newspaper  that  would  enter  the 
home  as  a  kindly,  helpful  friend  of 
the  family.  My  temperament  has 
always  led  me  to  dwell  on  the  vir¬ 
tues  of  men  and  institutions  rather 
than  upon  their  faults  and  limita¬ 
tions.  My  disposition  has  always 
been  to  build  up  rather  than  to 
join  in  tearing  down.  My  ideal  for 
the  Globe  has  always  b^n  that  it 
should  help  men,  women  and  chil¬ 
dren  to  get  some  of  the  sunshine 
of  life,  to  be  better  and  happier 
because  of  the  Globe”. 


THE  TOP  100  NATIONAL  NEWSPAPER 
ADVERTISERS:  1952  vs.  1951  and  1950 


COMPANY 


1952  19*’ 

EXPENDI-  1951  EXPENDI¬ 
TURES  RANK  TURES 


8,112,999 

7,973,507 

fi,354.098 

4.610.218 

4312.040 

4.039,83.3 

3,806,571 

3.709.415 

3331.311 

2.919.483 

2,905.659 

2.800.214 

2.703,671 

2.681.656 

2.648.329 

2,614.988 

2.283,824 

2,104.610 

2,054,746 

2.054,197 

2,030,730 

1,973,208 

1,924,859 

1.919,984 

1,904,828 

1,858,104 


1  General  Motors  Corp . 

2  Lever  Bros.  Co . 

3  Colgate-Palmolive-Peet  Co .  19.(^.2hl 

4  Chrj-sler  Corp . 

5  Ford  Motor  Co . 

6  Distilleis  Corp.-Seagram’s  Ltd -  9,157,». 

7  General  Foods  Corp . 

8  Procter  A  Gamble  Co . 

9  Schenley  Industries  Ine . 

10  Nationd  Distillers  Products  Corp  . 

11  Standard  Brands  Inc . 

12  Genera)  Mills  Inc . 

13  Morris  A  Co.  Ltd.  Inc.,  Pliilip . 

14  General  Electric  Co . 

15  Reynolds  Tobacco  Co.,  R.  J . 

16  Sterling  Drug  Ine . 

17  .American  Toljaceo  Co . 

18  Packard  Motor  Car  Co . 

19  Swift  A  Co . 

20  Gillette  Safety  Razor  Co . 

21  National  Dairy  Products  Corp - 

22  Quaker  Oats  Co . 

23  Bristol-Myers  Co . 

24  Hudson  Motor  Car  Co . 

25  Liebmann  Breweries  Inc . 

26  Iloubleday  A  Co.  Inc . 

27  American  Home  Products  Corp . . . 

28  Time  Inc . 

29  .Armour  A  Co . 

30  Nash-Kdvinator  Corp . 

31  Studebaker  Corp . 

32  Block  Drug  Co . 

33  International  Ccllucotton  Products 

Co . 

34  Wrigley,  Jr.  Co.,  Wm . 

35  Radio  Corp.  of  .America . 

36  Ballantine  A  Sons,  P.* . 

37  Coca-Cola  Co . 

38  Borden  Co . . 

39  Walker-Gooderham  A  Worts,  Ltd, 

Hiram . 

40  Goodyear  Tire  A  Rubber  Co.  Inc.* . 

41  Will>-8-0verlan  J  Motors  Inc.* . 

42  McKesson  A  Robbins  Inc . 

43  Kaiser-Fraier  Corp . 

44  Nestle  Co.  Inc  . . .  . 

45  Glcnmore  Distilleries  Co . 

46  Hunt  I'oods  Inc.* . 

47  Park  A  Tilford . . . . 

48  PuUicker  Industries  Inc . 

49  Westinghouse  Electric  Corp . 

M  StandaM  Oil  Co.  (New  Jersey)  — 

51  Curtis  Publishing  Co.* . 

52  Sinclair  Rehning  Co . 

53  Heinz  Co.,  H.  J . 

54  Greyhound  Corp . 

55  Eastern  Airlines  Inc . 

56  Admiral  Corp . 

57  DuPont  De  Nemours  A  Co.  Inc., 

E.  I.* . 

58  Campbell  Soup  Co . . 

59  Prudential  Insurance  Co.  of 

America* . 

60  Union  Carbide  A  Carbon  Corp. . . . 

61  Avco  Mfg.  Corp . 

62  Phillips  Petroleum  Co . 

63  Philco  Corn . 

64  Sylvania  Electric  Products  Inc - 

65  Leeming  A  Co.  Inc.,  Thomas . 

66  Beacon  Co.* . 

67  Seven-Up  Co 


1,854.324 

1,803.929 

1,748.712 

1,744,917 

1,682,395 

1,681,703 


1,680,834 

1,675,175 

1,562,201 

1,523,246 

1,499.204 

1,484,158 

1.428,829 

1,423,849 

1,408.053 

1,403.435 

1,393,087 

1,372,527 

1,371.047 

1,330.824 

1,298,497 

1,281,192 

1,248.145 

1,236,847 


1,218,243 

1,199311 


1 

$23,794,340 

4 

11.537.206 

5 

10,842.174 

3 

13,519.000 

6 

10,729,755 

7 

8.172,150 

8 

7.875.290 

2 

14,179,190 

9 

6.598.623 

10 

6,290.430 

12 

4,771.917 

14 

3,330.452 

19 

2,807.278 

11 

6.074.245 

13 

3.732,634 

27 

2.386,191 

17 

2,927,950 

24 

2.424,616 

35 

1,741.897 

37 

1,693,226 

16 

3,242.574 

22 

2,551.412 

45 

1.481.087 

23 

2.521,543 

39 

1,670.279 

26 

2,411,757 

18 

2.816,212 

98 

780,617 

28 

2,222,473 

30 

1,995,095 

25 

2,423.476 

86 

845,176 

87 

843.250 

41 

1,567,667 

20 

2,796,753 

617,285 

47 

1,461.567 

33 

1,958,392 

38 

1,681,855 

557,097 

738,516 

90 

829,909 

31 

1,988.153 

80 

885,628 

43 

1,563,036 

268,079 

46 

1,471,757 

21 

2,608.526 

34 

1,920.632 

55 

1,273,419 

637,200 

63 

1,136,399 

60 

1,189,373 

59 

1,220,033 

79 

892.810 

29 

2,143,960 

699,693 

1.049.041 

PER  mi 
CENT  EXPf^ 
CHANGE  T 

vr.. 


1,197,707 

1,197,434 

1,182,726 

1,181,982 

1,136,055 

1,104,850 

1,093,854 

1,088,152 

1,088,131 


67  Heven-l'pUo . 

68  Standard  Oil  Co.  (Indiana) .  ’'911 


Wesson  Oil  A  Snowdrift  Co.  Inc. .. . 

70  Sooony-Vacuum  Oil  Co.  Inc . 

71  Motorola  Inc.* . 

72  Continental  Baldng  Co.  Inc . 

73  Noxsema  Chemical  Co.* . 

74  Consolidated  Cim  Corp . 

75  Brown-Forman  Distillers  Corp - 

76  Carnation  Co . 

77  Kllsbury  Mills  Inc . 

78  Norwich  Pharmacal  Co.* . 

79  Institute  of  Life  Insurance . 

80  Pacquin  Inc . 

81  UnilM  States  Rubber  Co . 

82  Owen  Nursery* . 

83  Kellogg  Co . 

84  National  Biscuit  Co . 

85  Johnson  A  Son  Inc.,  S.  C . 

86  Simonis  Co.* . 

87  International  Harvester  Co . 

88  .Scharfer  Brewing  Co.,  F.  A  M* . . . 
^  Liggett  A  Myers  Tobacco  Co.*. .. . 

90  Wamer-Hudnut  Inc.*. . . 

91  Pan  American  World  Airways . 

92  Scott  Paper  Co.* . 

93  Rubinstein  Inc.,  Helena . 

94  Mennen  Co.* . 

95  Clorox  Chemical  Co.* . 

96  Firestone  Tire  A  Rubber  Co.* . 

97  Black  Inc.,  Walter  J . 

98  American  Airlines  Inc.* . 

99  Sun  Oil  Co . 

100  Plough  Inc . 


1,070398 

1,064.017 

1,059,757 

1,049.226 

1,040.412 

1,022,774 

995,657 

983.864 

980,906 

978.210 
976,808 
975.852 
960.988 
954329 
951,486 
949.271 
948.419 

947.211 
912,606 
911.757 
911.161 
892,534 
892,298 
886,683 
874.924 
855388 
852,201 
849,959 
836,286 
828.129 
816,294 
806,617 


—  14.9 
+  11.6 
+  11.5 

—  13.4 
-I-  1.2 
-P  12  1 
+  3.0 

—  43.8 

—  3.7 

—  26.7 

—  9.6 
+  21.3 
+  35  6 

—  38.9 

—  10  8 
-P  22.3 
—  0  8 
-P  15  5 
-P  55.2 
-P  58.4 

—  18  3 
-P  2.5 
-P  54.2 

—  16.5 
-P  23.0 

—  14.8 

—  27  9 


i3.:r 


—  13.4 

—  3.8 

—  21  4 
-P119.8 


-P119.9 
-P  15.1 

—  37.5 
-P182.7 
-P  15.1 

—  14  1 


—  0.1 
-P 200.7 
-pill. 5 
-P  83.5 

—  24  ‘ 
-P  67.6 

—  8.6 
-P431,l 

—  4  3 

—  46  2 

—  27  5 
-p  7.8 
-P115  2 
-P  17.1 
-P  9.2 
-P  5.0 
■P  39  8 

—  42.3 


-p  74.1 
•P  14.3 


824,726 

1,038,624 

979,194 

1,967,648 

699,900 

1,329,151 

980,239 

1,011,749 

550,126 

1,601,717 

1,018,444 

1,566,059 

754,128 

814343 

647,954 

263,105 


275.782  +  223.8 

972.783  —  *  * 
-P  25  5 


706,533 

836,894 

311,647 

719,816 

358,797 

1357,845 

693,168 

883,925 

915,167 


*  Not  among  the  Top  100  National  Newspaper  Advertisers  tor  1951. 

Prepared  by  the  Burean  of  Advertising,  ANPA  Inc. 
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596,585  +100.8 

1,259336  —  4  9 

1,542,115  —  23.3 

790.710  +  49.5 

3318,021  —  65.8 

1.275,654  —  13.4 

1.032,472  +  5  9 

694,143  +  56.8 

938,443  +  16  0 

905.787  +  1*  • 

1354.863  —  21.0 

1,272,041  —  16  4 

512.689  +106.7 

1,147,228  —  8  5 

752,815  +  M2 

-P  24.0 


—  4.1 
-p  0.5 

—  50.1 
-P  39.8 

—  26.5 

—  0  4 

—  5.0 
-P  73.5 

—  40.6 

—  8.8 
—  39  4 
-P  25.6 
-P  12.1 
-P  40.7 
-P  246.3 


-P  4.5 
-P174  5 
-p  18.3 
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The  Advertiser  and  The  newspaper  • 

Suggestions  for  the  Advancement 
of  Newspaper  Advertising 
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statement  of  “Suggestions  for 
the  Advancement  of  Newspaper 
Advertising'’  by  the  American  As~ 
sociation  of  Advertising  Agencies 
was  announced  at  the  Spring  meet- 
ing  of  the  Newspaper  Advertising 
Executives  Association  in  Boston 
this  week.  Developed  by  the  Com¬ 
mittee  on  Newspapers  and  ap¬ 
proved  by  the  Board  of  Directors 
of  the  A  AAA,  the  "Suggestions" 
follow: 

*  *  * 

We  believe  that  the  interests  of 
newspaper  publishers  and  adver¬ 
tising  agencies  are  intimately  re¬ 
lated,  and  where  newspaper  ad¬ 
vertising  is  concerned,  we  believe 
their  basic  aim  should  be  the  same 
—to  make  the  advertising  as  pro¬ 
ductive  as  possible,  so  that  it  may 
continue  to  grow  and  to  serve  as 
a  prime  motivating  force  in  our 
dynamic  American  economy. 

The  advertising  agency  is  the 
creative  and  distribution  mechan- 


Recommended  by  the  Committee  on  Newspapers 
and  Approved  by  the  Board  of  Directors* 
AAAA 


tion  of  daily  and  Sunday  newspa¬ 
pers  in  the  U.  S.  and  Onada — a 
figure  in  excess  of  106,000,000 — is 
audited  by  the  ABC.  Also,  over 
700  weekly  newspaper  publishers 
are  members  of  the  Audit  Bureau 
of  Circulations. 

All  newspaper  publishers  who 
are  not  memibers  Ot  the  ABC  are 
urged  to  consider  the  advantages 
of  having  their  circulation  audited 
by  an  impartial  organization  rep¬ 
resenting  advertising  agencies  and 
advertisers  as  well  as  media. 

2.  Delineation  of  Newspaper 
Market  and  Circulation 
Areas 

Selection  of  newspapers  is  part 
of  the  over-all  marketing  problem, 
which  may  be  different  for  each 
ism  developed  by  the  publisher  in  product  and  each  campaign.  Fit- 
the  national  field.  It  converts  the  ting  the  newspaper  advertising 
piAlisher’s  white  space  into  adver-  campaign  to  the  advertiser’s  dis- 
tiing  influence,  which  is  what  the  trrbution  pattern  is  a  prime  factor 


advertiser  wants  to  buy. 

Since  advertising  agencies  work 
in  the  framework  created  by  the 
publishers,  they  must  look  to  pub¬ 
lishers  to  maintain  and  develop 
the  basic  structure  and  conditions 
under  which  national  advertising 
grows  and  prospers. 

Advertising  prospers  when  it 
produces  for  the  advertiser.  Then 
everybody  wins  —  advertiser,  pub 


in  the  success  of  newspaper  ad¬ 
vertising,  and  hence  one  of  the 
advertising  agency’s  most  impor¬ 
tant  jobs.  To  do  this  properly  re¬ 
quires  information  on  how  news¬ 
papers  are  serving  their  trading 
areas. 

Studies  of  trading  areas  have 
been  made  by  a  nunvber  of  organ¬ 
izations:  the  AAAA,  U.  S.  De- 


or  comparable  area  based  on  cen¬ 
sus  reports. 

We  believe  it  is  to  the  advan¬ 
tage  of  newspapers  in  selling  their 
coverage,  and  to  advertising  agen¬ 
cies  and  advertisers  in  planning 
campaigns,  to  be  able  to  work  con¬ 
sistently  with  one  or  more  of  the 
above  trading  area  concepts.  News¬ 
paper  advertising  will  be  advanced 
by  the  gain  in  efficiency  alone. 

3.  Standard  Market 
Information 

Aside  from  the  selection  of  pa¬ 
pers  which  properly  cover  given 
markets,  the  success  of  newspaper 
advertising  depends  on  proper  se¬ 
lection  of  the  markets  themselves. 

In  order  to  select  promising 
markets  for  an  advertiser’s  prod¬ 
ucts  (thus  preparing  the  way  for 
increased  use  of  newspaper  space), 
advertising  agencies  need  certain 
ba.sic  information  on  every  news¬ 
paper  market  area. 

We  urge  that  newspaper  market 
information  be  made  available  in 
the  form  of  the  standard  listings 
developed  by  the  Bureau  of  Ad¬ 
vertising  in  collaboration  with  the 
AAAA  Committee  on  Newspapers 
and  the  Research  Committee  of 
the  NAEA,  and  adopted  by  the 
Editor  &  Publisher  Market  Guide. 
We  urge  newspapers  to  supply 


partment  of  Commerce,  American  .  .  _ -- 

lisher  and  advertising  agency — and  Marketing  Association,  Audit  Bu-  market  information  to  the  best  of 
^  three  stand  to  profit  still  more  reau  of  Circulations,  and  Outdoor  their  ability  to  any  reputable  en- 
ffl  the  future  from  the  continued  Advertising,  Inc.  No  method  of  terprise  which  compiles  such  data 
Md  increased  use  of  advertising.  delineation  acceptable  to  all  has 
When  advertising  fails  to  pro-  yet  been  devised, 
duce,  all  three  lose  and  the  future  Perhaps  no  single  method  can 
Me  of  advertising  is  jeopardized,  or  should  be  attempted.  In  the 
We  offer  these  “Suggestions  for  absence  of  one  over-all  solution  of 


for  the  guidance  of  advertising 
agencies  and  advertisers. 

4.  Data  on  Newspaper 
Audiences 

Information  on  media  audiences 


me  Advancement  of  Newspaper  the  problem,  we  reconnnend  that  to  another  step  in  select 

Advertising’’  as  an  aid  to  both  one  or  more  of  the  following  areas  niedia  to  fit  the  advertiser’s 


1®l*'sP3per  publishers  and  adver-  be  used  for  each  daily  and  Sun- 
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Ming  agencies  in  developing  a  pro-  day  paper  separately: 
ouctive  and  increasing  volume  of  ABC  Zones 


(a)  ABC  City  Zone,  which  may 
include  Corporate  City  Area. 

(b)  ABC  Retail  Zone. 

(c)  Additional  counties  listed  in 
ABC  reports  showing  ratios  of  cir¬ 
culation  to  families. 


8*ncral  newspaper  advertising 
Section  A — Information 
!•  A.B.C.  Membership 
^  Audited  circulation  has  long 
a  cornerstone  of  advertising 
confidence.  Audited  information 
on  how  circulation  is  obtained, 
jeographical  distribution,  etc.,  is  lately.) 

-a  Virtually  essential  to  sound  media  Census  Areas 

And  proper  media  se-  (d)  “Urbanized  Area”  as  de- 
1??“*  “  ^  '^tal  factor  in  adver-  fin^  by  the  Bureau  of  the  Census, 
“*®g  success.'  which  in  some  cases  may  coincide 

Most  publishers  recognize  this  with  ABC  City  Zone,  or  may  in- 
are  members  of  the  Audit  Bu-  elude  it. 

of  Circulations.  As  a  result,  (e)  “Standard  Metropolitan 
over  95%  of  the  claimed  circula-  Area,*’  as  defined  by  the  Census, 


marketing  problem.  The  adver¬ 
tising  agency  and  advertiser  want 
to  know  that  their  message  is 
reaching  their  best  potential  cus¬ 
tomers  with  the  best  possible  ap¬ 
peal.  In  order  to  be  sure,  they 
should  have  the  customary  data 
on  the  socio-economic  character¬ 
istics  of  newspaper  readers,  par- 
(Daily  and  Sunday  editions  sepa-  ticularly  in  multiple  newspaper 

cities. 

Newspaper  audience  studies  are 
most  valuable  when  they  are  vali¬ 
dated  by  an  impartial  body  such 
as  the  AAAA  or  the  Advertising 
Research  Foundation  and  are  con* 
sequeatly  accepted  by  advertising 
agencies  and  advertisers,  and  when 
they  report  on  all  papers  in  the 


market  comparatively,  showing 
duplication  and  overlapping  of 
coverage  by  socio-economic  break¬ 
downs. 

In  presenting  information  on 
newspaper  readers  in  terms  of  age, 
income,  value  or  rental  value  of 
homes,  education,  occupation,  etc., 
we  recommend  the  use  of  the 
“^ndard  Breakdowns  for  Popu¬ 
lation  Data”  jointly  recommended 
by  the  AAAA,  ANA  (Association 
of  National  Advertisers)  and  AMA 
(American  Marketing  Associa¬ 
tion),  and  endorsed  by  media  as¬ 
sociations. 

The  “Standard  Breakdowns”  cor¬ 
respond  with  those  used  by  the 
Bureau  of  the  Census  and  thus  in¬ 
crease  the  comparability  of  media 
research  data. 

5.  Data  on  Newspaper 

Readership 

We  favor  the  programs  of  the 
Advertising  Research  Foundation, 
the  Bureau  of  Advertising 
(ANPA),  Inland  Press  and  vari¬ 
ous  state  associations  to  supply 
data  on  page  traffic  and  reading 
of  advertising  and  editorial  con¬ 
tent. 

Readership  findings  may  sug¬ 
gest  premium  positions,  or  special 
r.o.p.  position  requests  which  will 
greatly  influence  the  success  of  the 
advertising.  Readership  informa¬ 
tion  on  specific  copy  appeals  may 
result  in  expansion  of  the  cam¬ 
paign,  or  a  switch  to  a  more  pro¬ 
ductive  theme. 

6.  Commodity  Inventory 

Checking 

Reliable  information  as  to  com¬ 
modity  ownership,  goods  on  hand, 
and  consumer  sales  —  developed 
through  properly  conducted  pantry 
surveys,  store  inventories,  etc. — 
can  be  of  real  help  in  demonstrat¬ 
ing  the  effectiveness  of  advertising 
and  in  planning  and  creating  news, 
paper  campaigns. 

7.  Linage  Figures 

Linage  figures  as  reported  .  by 
Media  Records,  the  Bureau  of  Ad¬ 
vertising,  and  others,  are  often 
necessary  references  for  the  effec¬ 
tive  planning  of  newspaper  adver¬ 
tising. 

Linage  data  are  a  guide  to  ad¬ 
vertising  agencies  and  .advertisers 
in  measuring  competition  and  the 
degree  to  which  certain  products 
and  industries  are  being  promoted. 
They  may  also  be  of  help  in  de¬ 
ciding  which  individual  papers  will 
be  the  most  effective' media  for  a 
particular  campaign.  ' 

Linage  records  are  also  a  poWCT- 

(Continued  Qn  page  18)  - 
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continued  from  page  17 
ful  sales  tool  for  newspapers  when 
seeking  national  support  for  deal¬ 
ers’  advertising  or  dealer  tie-ins 
with  national  advertising. 

8.  Standard  Form  of 
Rate  Card 

The  Standard  Form  of  Rate 
Card  recommended  by  the  AAAA 
and  used  by  the  majority  of  pub¬ 
lishers,  provides  newspapers  with 
a  uniform,  orderly  pattern  in  which 
to  present  their  rates,  mechanical 
requirements,  terms  and  condi¬ 
tions. 

We  recommend  that  any  news¬ 
papers  which  do  not  issue  their 
rate  cards  in  the  standard  form 
consider  its  adoption  because:  (1) 
Similar  standard  forms  are  used 
by  all  other  types  of  publications, 
and  advertising  agencies  and  ad¬ 
vertisers  are  familiar  with  the  ar¬ 
rangement  scheme;  (2)  the  stand¬ 
ard  size  cards  are  easily  handled 
and  filed;  (3)  use  of  the  standard 
form  assures  that  all  information 
needed  by  buyers  will  be  provid¬ 
ed;  (4)  it  is  the  buyer’s  authoria- 
tative  source  for  rate  and  other  in¬ 
formation. 

Section  B— Operations 

9.  Adherence  to  Schedule 
and  Special  Instructions 

We  urge  that  newspaper  busi¬ 
ness  offices  give  careful  attention 
to  insertion  orders  when  received. 
The  schedule  of  insertion  dates  and 
a:ny  special  instructions  on  the  or¬ 
ders  are  generally  carefully  plan¬ 
ned  to  get  the  most  beneffi  from 
the  advertising.  Newspaper  me¬ 
chanical  departments,  as  well  as 
advertising  departments,  should 
follow  through  on  all  such  instruc¬ 
tions  if  the  advertising  is  to  be 
fully  effective. 

10.  Optional  Insertion  Dates 
and  Notification  of 
Omission  of  Insertions 

When  newspapers  need  latitude 
in  insertion  dates,  advertising  agen¬ 
cies  may  be  expected  to  give  all 
reasonable  cooperation  where  it  is 
at  all  possible. 

In  return,  newspapers  should 
give  agencies  advance  notice — cer¬ 
tainly  not  later  than  closing  time 
— when  insertions  are  to  run  on 
optional  dates,  or  are  to  be  omit¬ 
ted  entirely. 

11.  Placement  of  Advertisements 
Newsxwpers  should  place  adver¬ 
tisements  in  their  papers,  insofar 
as  possible,  so  as  to  afford  po¬ 
tentially  best  readership.  They 
should  avoid  adjacency  to  compet¬ 
itors’  copy  and  to  any  other  ad¬ 
vertising  which  may  detract  from 
effectiveness. 

12.  Checking  Services 
Checking  copies,  as  supplied  by 

publishers  direct  or  through  ad¬ 
vertising  checking  bureaus,  are 
necessary  to  check  billing,  posi¬ 
tion  and  reproduction.  They  should 
be  furnished  promptly,  since  many 
^vertisers  require  proof  of  inser¬ 
tion  before  paying  the  advertising 
agency’s  invoices. 

1'8 


13.  Standard  Billing  Practices 

Newspapers  should  adopt  the 

Standard  National  Advertising  In¬ 
voice  Form  sponsored  by  the 
INCFO  (Institute  of  Newspaper 
Controllers  and  Finance  Officers). 
Widespread  use  of  this  form  by 
newspapers  will  increase  the  effi¬ 
ciency  and  accuracy  with  which 
agencies  handle  bills. 

Section  C — Mechanical 
Requirements 

14.  Standardization  of 
Column  Width 

Newspapers  are  urged  to  adopt 
column  widths  which  will  accom¬ 
modate  advertising  material  sized 
in  accordance  with  recommenda¬ 
tions  of  the  .\NPA,  i.e.,  1% 
inches  for  a  single  column  or  for 
the  first  column,  and  1  15/16 
inches  for  each  additional  column. 

The  ANPA  standard  widths  for 
advertising  materials  were  devel¬ 
oped  with  the  cooperation  of  the 
AAAA  in  order  to  (1)  improve 
reproduction  by  making  extra  mat 
shrinkage  unnecessary,  and  (2) 
avoid  the  necessity  of  making  elec¬ 
tros  and  mats  in  different  sizes  for 
different  papers. 

1 5.  Standardization  of  Minimum 
Depth  Requirements 

Minimum  depth  requirements 
should  be  standardized,  in  order 
to  make  the  placing  of  national 
advertising  as  effortless  and  un¬ 
complicated  as  possible.  Newspa¬ 
pers  which  have  minimum  depth 
requirements  at  variance  with  gen¬ 
eral  practice  require  special  han¬ 
dling  and  extra  art  and  mechan¬ 
ical  costs. 

It  is  conceivable  that  a  news¬ 
paper  might  be  omitted  from  a 
schedule  because  an  advertiser  did 
not  think  it  worth  while  to  pay  for 
different  size  materials  to  fit  un¬ 
usual  minimum  depth  require¬ 
ments. 

16.  Requirements  for  ROP 
Color  Advertising 

Many  papers  which  have  the 
same  minimum  linage  require¬ 
ment  for  r.o.p.  color,  have  entirely 
different  plate  size  requirements. 

Standard  requirements  as  to 
plate  sizes  for  r.o.p.  color  adver¬ 
tising  should  contribute  to  in¬ 
creased  use  of  extra  colors. 
Section  D— Rate  and  Circulation 
Policies 

17.  Definition  of  Retail  {Local) 
and  General  {National) 
Advertising 

Wherever  there  is  a  differential 
in  rate  between  retail  and  general 
advertising,  it  is  essential  that  the 
publisher  define  clearly  in  his  rate 
cards  what  is  retail  advertising, 
and  when  the  general  rate  applies. 

18.  Differential  Between  Retail 
{Local)  and  General 
{National)  Rates 

Continuing  studies  show  that  for 
498  daily  and  Sunday  newspapers, 
the  spread  between  retail  and  gen¬ 
eral  rates  continues  to  widen  de¬ 
spite  the  recognized  dangers  in 
such  differentials. 


19.  Cooperative  Advertising 

Wide  rate  differentials  lead  some 

local  advertisers  to  abuses  in  con¬ 
nection  with  cooperative  advertis¬ 
ing,  abuses  such  as  double  billing, 
undisclosed  minimum  rates,  brok¬ 
erage  and  wholesaling  of  newspa¬ 
per  space,  etc. 

Properly  used,  cooperative  ad¬ 
vertising  has  its  place  in  our  dis¬ 
tribution  system.  But  when  co¬ 
operative  advertising  is  abused,  ad¬ 
vertising  funds  are  diverted  away 
from  advertising  purposes;  adver¬ 
tising  effectiveness  suffers  and  ad¬ 
vertising  efficiency  is  lowered,  re¬ 
sulting  in  loss  of  revenue  to  news¬ 
papers,  advertisers  and  advertis¬ 
ing  agencies  alike. 

20.  Circulation  Income 

When  increased  costs  necessitate 
greater  revenue,  we  recommend — 
with  a  view  to  maintaining  adver¬ 
tising  rates  that  will  promote 
greater  use  of  newspapers  by  na¬ 
tional  advertisers  —  that  attention 
be  given  to  increasing  net  income 
from  circulation. 

Section  E — ^Terms 

21.  The  Customary  2% 

Cash  Discount 

The  customary  2%  cash  dis¬ 
count  is  important  to  media,  ad¬ 
vertising  agencies  and  advertisers. 
It  protects  the  advertising  industry 
against  collection  expenses  and 
credit  losses  which,  if  incurred, 
would  surely  be  reflected  in  in¬ 
creased  advertising  rates. 

The  2%  cash  discount  is  allowed 
by  media,  passed  along  by  adver¬ 
tising  agencies,  and  deducted  by 
the  advertiser  when  he  earns  it  by 
paying  promptly.  It  gives  the  ad¬ 
vertiser’s  accounting  department 
an  automatic  incentive  to  clear  and 
pay  advertising  bills  promptly.  It 
enables  the  agency  to  collect 
promptly,  or  be  warned.  In  turn, 
it  enables  agencies  to  pay  pub¬ 
lishers  promptly,  in  far  less  time 
than  in  ordinary  mercantile  trans¬ 
actions. 

If  the  newspaper  publisher  al¬ 
lows  for  cash  discount  in  setting 
his  rate,  he  suffers  no  loss  of  reve¬ 
nue.  And  advertisers’  estimates 
are  customarily  made  with  allow¬ 
ance  for  cash  discount,  so  that  ap¬ 
propriations  are  not  affected. 
(Standard  Rate  and  Data  Service 
shows  millines  after  deduction  of 
cash  discount.) 

The  2%  cash  discount  has  been 
endorsed  in  an  official  resolution 
by  the  AAAA  Board  of  Directors, 
is  endorsed  by  the  Association  of 
National  Advertisers  and  is  al¬ 
lowed  by  more  than  95  per  cent 
of  all  daily  and  Sunday  newspa¬ 
pers  in  the  U.  S.,  along  with  over¬ 
whelming  majorities  of  other  me¬ 
dia. 

Only  about  70  newspaper  pub¬ 
lishers  still  do  not  allow  it.  They 
are  getting  a  “free  ride,”  enjoy¬ 
ing  prompt  payment  because  of 
the  discounts  allowed  by  the  ma¬ 
jority.  We  urge  them  to  join 
with  their  fellow  publishers,  and 
to  adopt  the  payment  stimulus  and 
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credit  safeguard  of  the  2%  ca  ■ 
discount  with  their  next  rate  cari 

22.  Payment  Dates 

Since  the  AAAA  Standard  Oriir- 
Blanks  make  the  advertising  agecc^  1 
solely  liable  for  payment  to  m 
dia,  the  agency  must  collect  fra 
its  clients  in  order  to  pay  medi- 
It  is  not  a  function  of  aJvertisiji 
agencies  to  finance  their  cliens  " 
advertising.  To  do  so  would  it 
quire  large  sums  of  capital  ax 
would  keep  out  of  the  agen,-' 
business  many  able  people  wii 
modest  capital  who  might  otiir 
wise  contribute  to  the  service  ui 
development  of  advertising. 

Accordingly,  payment  data 
should  allow  the  advertising  agtiq 
reasonable  time  to  collect  fm 
clients,  in  conjunction  with  tht 
payment  stimulus  of  the  custom’ 
ary  2%  cash  discount.  OrdimrCt 
the  discount  date  should  not  bt 
sooner  than  the  15th  of  the  moiii 
following  date  of  insertion.  (Also 
see  Section  B,  Para.  4,  “Checkiii 
Services.”  Where  tear  sheets  itt 
forwarded  via  representatives  « 
checking  services,  it  may  be  necm 
sary  to  lengthen  the  payment  [»• 
riod  accordingly.) 

23.  Rate  Protection 

We  have  frequently  pointed  od 
the  disadvantages  to  media  d 
short  periods  of  rate  protection. 

Less-than-one-year’s  rate  protec¬ 
tion  discourages  the  planning  of 
annual  campaigns.  It  causes  muj 
advertisers  to  set  up  reserves  for 
rate  increases,  which  often  are  not 
used  and  represent  a  loss  of  rew- 
nue  to  publishers.  Where  no  ^ 
serves  are  set  up  and  rates  are  in¬ 
creased,  cancellations  usually  oc¬ 
cur. 

Twelve  months’  rate  protection, 
formerly  the  standard  of  the  indus¬ 
try,  enabled  the  publisher  to  fot^ 
cast  his  volume  in  advance 
take  steps  to  maintain  it. 

We  recommend  standardiwi 
on  two  effective  dates  for  tit 
changes — January  1st  and  July  W 
— with  notice  90  days  in  advance 
of  earliest  closing  date  on  supple¬ 
ments,  color  pages,  etc. 

New  rates  should  be  effecti« 
for  all  advertisers  at  the  same  time, 
to  avoid  discrimination  in  accord¬ 
ance  with  conditions  of  the  AAM 
Standard  Order  Blank  for 
lications. 

Rate  protection  should  be  clear¬ 
ly  stated  in  rate  cards,  rate  »• 
nouncements,  and  information  fur¬ 
nished  to  Standard  Rate  and  Data 
Service. 

24.  Forced  Combinations 

Aside  from  legal  consideratioi^ 

selling  individual  newspapers  # 
forced  combination  has  always,  i# 
our  opinion,  been  detrimental 
newspapers  as  a  national 
rising  niedium  because  it  interf^ 
with  what  should  be  a  prime  **■ 
vantage  of  the  newspaper  mediott 
i.e.,  its  flexibility  of  use.  . 

Especially,  to  require  natios* 
advertisers  to  use  combination  pf 
{Continued  on  page  20) 
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make  good  conversation  for  brand  names 


'’Mmmmmmm!  What’s  in  this!”  A  typical  remark  over  tea  and  sand¬ 
wiches.  And  so  the  word  goes  round . . .  this  kind  of  cheese,  that  brand 

of  sausage,  so-and-so’s  bread,  a  special  relish  spread.  Yours  could  be 
the  brand  mentioned  SPECIFICALLY  if  you  meet  Cleveland’s  women 

where  they  find  their  recipes  and  their  food  chat... in  the  Cleveland 
Plain  Dealer.  The  PD’s  home  economist  Helen  Robertson,  has  long 

been  responsible  for  brightening  menus  in  Cleveland  as  well  as  the 
26  adjacent  counties  where  the  Plain  Dealer  is  the  "local”  paper.  So 

get  into  the  conversation ...  push  your  brand  in  the  Plain  Dealer  soon! 


HOW  MUCH  OF  THIS  BUSINESS  ARE  YOU  GEHING? 

(  Cleveland)  26  Adjacent 

Cuyahoga  Cj.  County  Area* 

Food  Sales . $487,941,000  $376,096,000 

*Akr»ii,  CmhI0»,  YtamfUoum  met  imclmdtd.  Figures  —  Sales  Mumagememt  Survey,  May,  1953 


PLAIN  DEALER 


Cleveland's  Home  Newspaper 

Cretmcr  &  Woodward,  lae.. 

New  York,  Chicago,  Detroit,  San  Franeiaco,  Loe  Angelea,  Atlanta 
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pers  which  local  advertisers  may 
use  individually  is  discriminatory 
and  puts  the  national  advertiser 
at  a  disadvantage. 

Section  F — Agency  Recognition 
25.  Supporting  the  Competent 
Channels  of  Advertising 

Newspaper  publishers  need  ad¬ 
vertising  agencies  who  can  make 
newspaper  advertising  succeed  and 
grow,  and  who  will  develop  future 
advertisers  for  tomorrow. 

We  believe  it  is  essential  that 
each  publisher  should  check  care¬ 
fully  the  advertising  agencies  to 
whom  he  allows  commissions,  as 
to  whether  they  can  create — and 
will  continue  to  create — successful 
advertising. 

We  endorse  the  following  prin¬ 
ciples  for  sound  advertising  agen¬ 
cy  recognition,  as  developed  over 
the  years  by  publishers  themselves: 

(a)  The  agency  should  be  a 
bona  fide  advertising  agency;  i.e., 
free  from  control  by  an  advertiser, 
in  order  that  it  may  not  be  preju¬ 
diced  or  restricted  in  its  service  to 
all  clients;  free  from  control  by  a 
medium  owner,  in  order  that  it 
may  give  unbiased  advice  to  ad¬ 
vertisers. 

(b)  It  should  not  rebate  any 
commissions  it  receives  from  in¬ 
dividual  media  owners  in  violation 
of  their  individual  rate  cards.  11 


should  devote  all  commissions  to 
the  service  and  development  of 
advertising,  as  the  individual  me¬ 
dia  owners  desire. 

(c)  It  should  possess  adequate 
personnel  of  experience  and 
ability  to  serve  general  advertisers. 
(What  are  the  agency’s  experience 
anl  facilities  under  the  various 
functions  of  agency  service?  What 
is  the  background  of  agency  prin¬ 
cipals?  Who  are  the  agency’s 
present  clients?  What  clients  have 
been  recently  lost?) 

(d)  It  should  have  the  financial 
capacity  to  meet  the  obligations 
incurred  to  media  owners.  (Does 
the  agency  collect  promptly  from 
clients,  pay  media  promptly  and 
have  enough  capital  on  hand  to 
meet  emergencies?  A  notarized 
balance  sheet  may  be  asked  from 
the  agency.) 

We  believe  that  each  publisher 
should  review  his  own  recognition 
requirements  regularly,  to  see  that 
they  meet  his  basic  needs  and  are 
thoroughly  understood  by  his  peo¬ 
ple.  This  will  be  to  the  publish¬ 
er’s  best  interest  and  the  best  in¬ 
terests  of  all  newspaper  advertis¬ 
ing. 

■ 

Dairy  Foods  Section 

Chicago  —  The  advantages  of 
using  milk  and  milk  products  in 
terms  of  health,  nutrition,  flavor, 
and  freshness  will  be  featured  in 
a  special  dairy  section  of  the  Chi¬ 
cago  Tribune  scheduled  for  publi¬ 
cation  of  July  8. 


NEW  JERSEY'S 

2|th  largest 

MARKET 
BASKET 

Retail  Food 
Soles  in  1952 

$142,495,000 

.  .  .  and  a  new  HIOH  food  lineage 
record  for  the  Elizabeth  Dally  Journal 
...  UP  14% 
ia68.%51  lines 
food  advertlBing,  1953 

761  Market  Area  Food  Oulleb-^^ 

45  Supermarkets — 11  Chain — 7  Independents  I 

and  698  Grocery  and  Delicatessen  Stores  I 
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Source:  1053  Survey  of  Buyinr  Power 
Advrrtisine  Linage  Service 

Do  a  selling  job  for  the  dealer  and  win  consumer  acceptance  for  your 
product  .  .  .  advertise  in  the  newspaper  that’s  the  local  favorite  of 
both  ...  the 
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Retailers  Should  Invite 


Newspapers* 

Boston  —  Blame  for  the  fact 
that  “there  is  still  a  great  deal  that 
can  be  done  to  improve  relations 
between  newspapers  and  those  who 
advertise  in  them”  was  laid  on  the 
counter  of  retailers  this  week  by 
Max  Hess,  Jr.,  president  of  Hess 
Brothers  department  store,  Allen¬ 
town,  Pa. 

Mr.  Hess,  lead-off  speaker  at  the 
Summer  meeting  of  the  Newspaper 
Advertising  Executives  Association 
here,  said,  “If  there  is  anything 
wrong  in  the  way  we  do  business 
it  is  lagely  the  fault  of  the  retailer. 

“It  is  his  fault,  I  say,  because 
he  has  not  done  the  one  thing 
which  could  improve  his  relations 
with  advertising  men.  He  has  not 
invited  them  into  his  store  to 
study  his  problems.” 

The  department  store  president, 
who  annually  spends  98  cents  of 
every  advertising  dollar  in  news¬ 
paper  space  (E&P,  Sept.  22,  ’51, 
page  16)  hit  home  with  this  state¬ 
ment: 

“If  you  people  who  sell  us  space 
would  become  part  of  our  organi¬ 
zation  for  even  a  week  or  two,  you 
would  see  our  intimate  problems 
very  clearly.  You  would  see  our 
whole  economic  picture  from  a 
new  angle.  And  as  a  result,  we 
would  all  be  able  to  work  to¬ 
gether  with  greater  intelligence.” 

Noting  that  a  policy  of  this  sort 
“is  bound  to  come  into  existence 
sooner  or  later”  because  it  is  “the 
only  way  to  achieve  real  coopera¬ 
tion  and  understanding  between 
us,”  Mr.  Hess  predicted  that  within 
the  near  future  leading  newspapers 
will  accept  the  invitation  of  re¬ 
tailers  to  send  liaison  men  to  study 
department  store  problems. 

Some  Problems 

Mr.  Hess  touched  on  a  number 
of  the  problems  to  which  he  re¬ 
ferred.  Among  them  was  the  slo¬ 
gan,  “All  business  is  local.  News¬ 
papers  know  local  business  best.” 
Pointing  out  that  he  agreed  with 
the  slogan  but  took  exception  to 
the  term  “local,”  Mr.  Hess  asked 
his  audience: 

“Are  we  still  talking  in  horse- 
and-buggy  terms?  Is  a  department 
store’s  shopping  area  limited  to  a 
radius  of  five  to  six  miles  from  its 
door?  No.  We  live  in  an  age  when 
people  think  nothing  of  hopping 
into  their  cars  and  driving  50  miles 
or  more  over  our  smooth  super 
highways.  So  we  have  to  define 
‘local’  in  a  new  way.” 

Mr.  Hess  said  that  as  far  as  the 
retailer  is  concerned,  “local”  can 
now  mean  an  area  as  big  as  the 
State  of  Rhode  Island;  that  in 
order  to  reach  all  its  potential  cus¬ 
tomers  today’s  enterprising  store 
may  have  to  advertise  in  as  many 


Counsel 

as  20  or  30  different  comm':: 
ties. 

“That  means  one  of  two  thine 
Either  the  store  must  advertise: 
20  or  30  separate  papers.  Or  J 
so-called  ‘local’  paper  must  M 
ways  of  expanding  its  coverag'  I 
Mr.  Hess  declared. 

Cites  Own  Store 

The  department  store  execus: 
cited  how  his  own  store  raas  j 
doubts  among  retailers  as  to  Ha  ! 
Brothers’  sanity  when  it  ran  M 
page  ads  in  New  York  and  Phi  , 
delphia  newspapers — 55  and  1  ! 
miles  distant  respectively  fm 
Allentown. 

“Let  me  tell  you  the  real  rean 
for  those  ads,”  he  said.  “Milta 
of  people  live  between  Allentoe 
and  those  two  cities.  They  live! 
scores  of  communities.  WhenthR 
get  into  their  cars  to  go  shopn 
they  can  head  in  either  direcM 
— toward  a  metropolis  or  towri 
Allentown.  Well,  we  wanted  ira 
to  come  to  Allentown. 

“We  knew  that  hundreds  of 
thousands  of  these  families  |e 
either  a  New  York  or  a  Philadel¬ 
phia  paper  in  addition  to  the: 
hometowr  paper.  So  the  Ne* 
York  and  Philadelphia  papen 
seemed  the  most  direct  and  the 
most  economical  way  of  reachin! 
them.  This  was  the  reason  for  w 
craziness. 

Such  Ads  Paid 

“We  have  watched  our  sales 
figures  and  we  know  such  adver¬ 
tising  paid,”  Mr.  Hess  went  on. 
“That  is  why  I  can  with  coafr 
dence  make  this  second  predictk»: 
Newspaper  advertising  of  the  h- 
ture  will  and  must  be  far  more 
widespread  than  ever  before." 

Mr.  Hess  concluded  his  address 
by  leaving  with  his  audi^  ‘ 
four^int  program  he  said  hed 
adopt  “if  I  were  a  director  of 
newspaper  advertising: 

“1)  I’d  assign  a  man  to  sttdy 
department  store  operations  at’ 
side  the  store. 

“2)  I’d  stress  the  fact  that 
is  the  time  for  retailers  not  merely 
to  advertise  more  but — more  often. 

“3)  I’d  do  my  utmost  to 
crease  the  geographic  coverage  ot 
my  paper. 

“4)  I’d  get  together  with  re 
tailers  in  a  determined  effort  to 
focus  on  weak  business  days  with 
a  view  to  their  elimination.” 

■ 

Crosley  TV  Boosted  ^ 

Newspaper  campaigns  in  I-" 
key  cities  will  be  used  by  CrosW 
Division  of  the  Avco  ManufaC' 
turing  Co.  as  part  of  the  pro^ 
tion  for  the  company’s  1954  1® 
of  television  receivers.  Video  *1* 
will  be  used. 
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^ - ADDS  TO  ADVERTISING  IMPACT  IN 

DELAWARE  VALLEY,  U.S.A 

THE  GREATER  PHILADELPHIA  MARKET 


THi 

f  actor 


Delaware  Valley  runs  ’way  ahead  in  big  sales  opportunities  created 
by  the  first  four  factors.  ll/4  billion  dollar  industrial  expansion  piles  up 
purchasing  power  for  1V4  million  families.  In  tomorrow’s  Delaware 
Valley,  the  all-important  “5th  Dimension’’— the  Growth  Factor— is 
bound  to  bring  you  bigger  sales  results  from  advertising.  To  cover  the 
Delaware  Valley  you  need  THE  PHILADELPHIA  INQUIRER.  1 


Now  in  it»  20th 
Consocvtivo  Yoar 
of  Total  AdvortUing 
Loodofship 
in  Philadolphio  I 


Constructively  Serving  the  World’s  Greatest  Industrial  Area 


Ixcluava  AdvorHang  Ropresontativos;  ROBERT  T.  DEVLIN,  JR.,  342  Madison  Ave.,  N.Y.C.,  Murray  Hill  2-5838i  EDWARD  J.  LYNCH,  20  N.  Wacker 
Driva,  Chicago,  Andover  3-6270;  GEORGE  S.  DIX,  Penobscot  Bldg.,  Detroit,  Woodward  5-7260.  West  Coast  Representatives;  FITZPATRICK 
8  CHAMBERLIN,  155  Montgomery  Street,  San  FranciKO,  Garfield  1-7946  •  1127  Wilshire  Boulevard,  Loe  Angeles,  Michigan  0259 


i 


I 


The  Advertiser  and  The  Newspaper 

sponse  has  been  so  enthusiastic 
ii^Ciy lOn  IrC[p6rS  fiom  a  wide  number  of  sources 
Q  1  1  77  1  that  we  may  be  forced  to  consider 

O001:C  TO  lliXpCinCl  continuing  over  a  longer  period.” 

■  H  Chief  purposes  of  the  series,  ac- 

QllQppiUg'  /lJ0C[  cording  to  Mr.  Dierker,  are  (1)  to 
Dayton,  O.-A  long-range  ef-  bring  shoppers  into  Dayton  from 
fort  to  broaden  the  horizon  of  the  ^  wider  area,  and  (2)  to  keep 
Dayton  retail  trading  area  has  Dayton  shoppers  at  home, 
been  launched  by  the  city’s  news-  The  plan  won  the  immediate  ap- 
papers,  the  Davton  Daily  News  proval  of  the  Dayton  Retail  Mer- 
and  the  Journal  Herald.  chants  Association  and  orders 

The  campaign,  which  began  were  placed  by  retailers  for  re- 
early  this  year,  consists  of  five  prints  to  be  used  on  bulletin  boards 
column,  18-inch  ads,  appearing  in  stores.  Some  merchants  have 
every  two  weeks  in  both  papers,  set  up  special  locations  in  their 
A  minimum  of  26  ads  is  planned.  stores  on  which  the  messages  are 
“We  really  don’t  know  how  long  regularly  posted, 
the  messages  will  run,”  Edward  F.  In  addition  to  these  reprints,  the 
Dierker,  advertising  director,  newspapers  also  mail  copies  of  the 
stated.  “We  originally  announced  ads  to  agencies  and  advertisers 
that  the  series  would  appear  throughout  the  nation,  according 
throughout  the  year,  but  the  re-  to  the  words  of  Promotion  Direc- 


1,310,000 

IOWA  PEOPLE 

read  •  .  .  The 

Des  Moines  Sunday 
Register 

980,000  Read  no  ofher  Sunday  newspaper  .  .  . 

...  as  reported  by  the  Advertising  Research  Founda¬ 
tion  in  its  first  statewide  audience  study  of  14  Sunday 
newspapers  circulating  in  Iowa. 


For  complete  facts  on  where  these 
people  live,  what  they  earn,  what  they 
own,  see  "A  Study  of  The  Des  Moines 
Sunday  Register  Audience  in  Iowa.” 
For  details  on  how  to  get  your  copy, 
write  Advertising  Research  Founda¬ 
tion,  Inc.,  11  West  42nd  St.,  New 
York  36,  N.  Y. 


tor  Charles  Earnhart.  ,  Real  Estate  Editor 

Each  ad  carries  a  symbol  show-  ....  m.  . 

ing  the  various  roads  which  lead  Wins  IMew  Ueanship 
into  Dayton.  At  the  heart  of  the  Los  Angeles — A  second  a«i 
symbol  is  the  phrase:  “You  can  granted  here  acclaims  Charfes 
buy  it  in  Dayton.”  Cohan  of  the  Los  Angeles  iJ 

To  give  proper  attention  to  serv-  as  dean  of  South-  S 

ice  establishments,  one  ad  was  ®  r  n  California  s 

headed:  “You  Can  Do  More  than  real  estate  edi-  ■ 


Shop  in  Dayton.”  The  copy  con-  lors.  He  has  held 


tinned:  “Here,  for  your  enjoy¬ 
ment  and  relaxation,  you’ll  find 


real  estate 
with  the 


modem  theaters  with  big-time  Times  since  1928, 


stage  shows  and  first-run  movies; 
fine  restaurants,  featuring  good 
music  and  your  favorite  food. 
Here,  also,  you’ll  find  a  wide  va¬ 
riety  of  services — everything  from 
artificial  limbs  to  world-wide  trav¬ 
el  service  and  from  home  plan- 


Mr.  Cohan  was 
designated  “Dean 
of  Building  and 
Real  Estate  Edi¬ 
tors  of  Southern 
California”  in  a 
plaque  awarded 


ning  and  decorating  to  optical  during  the  conference  of  the  B: ; 
service.”  ing  Contractors  Associatiot  i 

Another  message  was  devoted  California  in  June.  Previc.; 
to  nationally  -  advertised  brands  Mr.  Cohan  had  been  named  "fti 
and  was  headed:  “Yes,  Sir!  A  of  California  Real  Estate  Ed  r 
Name  Can  be  Mighty  Important.”  by  the  California  Real  Estate* 
The  copy  concluded:  “For  a  guar-  sociation. 
antee  of  your  money’s  worth  every  ■ 

time,  you  can’t  beat  the  combina-  13.. Ul 
tion  of  buying  a  brand  with  a  repu-  P 

tation  in  a  store  with  a  reputation.  All  PlaCGO  UndGr  PB 
Shop  in  Dayton,  where  you’ll  find  Toledo  —  Owens-Illinois  G  2 
both.”  Co.  has  consolidated  all  its  p-> 

Copy  is  limited  to  150  words,  is  licity  operations  into  a  single 
written  in  informal  style,  and  leans  within  the  Public  Relations  !> 
heavily  on  the  “you”  approach,  partment. 


partment. 

In  the  new  organization,  l  l 

Washington  Post  •'^ph  M.  McGarry,  as  press 

manager,  will  supervise  '.; 
Homemaking  Editor  preparation  and  release  of  all? 

Washington— Elinor  Lee,  home  Hcity  and  will  be  immediately 
economist  and  star  of  WTOP’s  sponsible  for  the  corporsw;' 
Home  Service  Daily”,  will  be-  press  relations.  He  will  r^rt 
come  Food  and  Homemaking  e.  D.  Dodd,  public  relations  i 
Editor  of  the  Washington  Post  on  rector. 

July  6.  She  will  succeed  Miss  Kerineth  A.  Hamel,  as  prod 
Lucia  Brown,  who  has  resigned  to  publicity  manager,  will  super 
become  associate  home  editor  of  product  publicity, 
the  Progressive  Farmer  magazine  Mr.  McGarry  was  once  a  r 
in  Birmingham,  Ala.  porter  and  Washington  corrcrpjr' 

A  native  of  West  Virginia,  Mrs.  ent  for  the  Philadelphia 
Lee  majored  in  home  economics  at  Bulletin.  Mr.  Hamel  was  a  rep:' 
Beaver  College,  Jenkintown,  Pa.  er  on  the  Toledo  Blade  and  on  :h 
She  has  had  a  wide  range  of  ex-  Toledo  News-Bee. 
perience  as  a  dietician,  high  school  ■ 

teacher  of  home  economics,  public  tt  a  j  H" 

relations  counselor,  home  service  Hunter  and  WllSOD  P- 
director  and  sales  promotion  spe-  NeW  Newspaper  H19II 
cialist.  She  has  had  a  daily  radio  Qn  behalf  of  the  Hunler-Wi:'." 
I^ogram  for  15  years,  and  for  Division,  Frankfort  Distillers  Cor? 

three  years  maintained,  in  addition,  j,as  launched  the  largest  nev>r 
a  daily  television  program.  per  ad  campaign  in  the  history « 

Mrs.  Lee  is  in  private  life  Mrs.  brands.  Hunter  willu«(; 

Weymer  I^e  wife  of  the  deputy  newspapers  in  40  key  cities,  inc  --- 
sheriff  of  Fairfax  County,  and  the  jjjg  blegro  and  Polish 
mother  of  a  daughter,  Kitty  Sue,  newspapers.  Current  outlay  reprH 


Mr.  McGarry  was  once  a 
porter  and  Washington  corrc;?ct: 
ent  for  the  Philadelphia  E'f!'; 


a  student  at  William  and  Mary.  sejjts  a  300  per  cent  increase  i 
"  linage  volume  compared  with  a 

New  Weekly  Shopper  erases  of  the  recent  past. 

Tri  'Mn«4Vi  TrAl1«nnAAi4  The  Wilson  brand,  niark- 

Hollywood  principally  in  the  East,  wi^l 

xi^ek  600-  and  800-line  ads-paid  fi 

North  Hollywood  Publishing  Co  by  a  doubled  appropriation, 
has  begun  publishing  the  North  ,, 

Hollywood  Star  and  Valley  Plaza  _  ^  .  i__ 

Shopping  News,  weekly  publica-  Benent  lOI  Crippl®*  ^ 


tions.  Christy  G.  Turner  is  pub¬ 
lisher.  Other  officers  are  Roy  E 


Philadelphla  —  More  thM 
000  persons  attended  “lonfc 


The  Des  Moines  Sunday  Register 

...  on  "A"  sehtdale  Newspaper  fe  on  "A-1"  marfcef 


West,  real  estate  broker,  and  Dave  Night”  at  Connie  Mack 
Robbins,  building  contractor.  June  16,  a  benefit  sponsorro 
Mr.  Turner,  a  University  of  the  Philadelphia  Daily 
Missouri  graduate  (Class  ’34),  Proceeds  went  to  the 
said  it  is  planned  to  put  the  Star  Club’s  camp  for  crippled  chilm® 
on  a  paid  circulation  basis.  ■ 
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PUBLISHER  lor  June 


Whether  your  Detroit  budget  calls  for  one 
ad  or  a  campaign,  the  ONE  WAY  to  sell 
Detroit  economically  is  through  THE 
NEWS.  Proof  of  the  soundness  of  this 
approach  lies  in  the  fact  that  THE  NEWS 
carries  practically  as  much  total  linage  as 
both  other  Detroit  papers  combined! 


I 


i 
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i 
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Sanford,  Fla., 
Has  2nd  Doily 
In  P,M.  Field 


Tape  Service  | 
Solves  Problem  | 
OfNewsReleosi 

Preparation  of  tape  for  T;j 
typesetter  use  solved  a  news 
lease  problem  for  a  group 
Michigan  dailies  recently. 

A  study  sponsored  by  the  Mi: 
igan  Economic  Envelopment  Ca 
mission,  prepared  by  the  Ebau 
Services,  evaluating  the  econoc 
resources  of  Upper  Michigan, 
summarized  in  seven  daily  rebs-: 
of  approximately  one  and  ov 
half  newspaper  columns  ead 
These  releases  were  scheduled  lot 
publication  in  each  of  the  xve 
daily  newspapers  in  the  Uppe 
Michigan  Peninsula. 

Jack  Rice,  publisher  of  fit 
Houghton  Mining  Gazette,  n 
confronted  with  the  problem  i 
distributing  these  releases  in  fit 
most  economical  manner.  First  bt 
had  the  idea  of  having  one  of  fit 
dailies  print  a  tabloid.  This  h 
volved  making  about  80,000  ss- 
tions  and  distributing  them. 

He  presented  the  problem  to 
Tapeco  (Tape  Production  Ooipo:- 
ation)  in  New  York,  which  is  Bi- 
gaged  in  the  production  of  multip'.i 
tapes  for  daily  newspaper  feature 
distributed  by  mail.  As  six  out  of 
the  seven  newspapers  involved 
were  TTS-equipped,  Tapeco  agreed 
to  prepare  tapes  for  these  ne»s- 


a  weekly  semi-weekly 

for  entered  the  after-  V ‘ 

noon  Sunday  here  on  3IE 

June 

The  the  San- 

is  Doward 
with  Edwin  Moss 
purchased  weekly 

from  Bernard  ^ 

Guthrie.  Mr.  Jones  was  M  1 

on  the  editorial  and  business  staffs  j 

of  the  Elizabeth  City  (N.  C.) 

Daily  Advance  and  since  1951  has  J  TJ~  , 

been  manager  of  the  Sanford  V^L  -  1 

Mr.  Williams,  publisher  of  the  ^ 

Elizabeth  City  paper,  is  a  former 

vicepresident  of  the  United  Press  "M 

Associations.  w  ^T''  ^ 

The  Daily  Builder  gives  Semi-  !  |  '~1  - 

nole  County  its  first  Sunday  news-  ^  ^ ..,  >-  . 

paper  and  Sanford  two  afternoon 

dailies — one  of  the  few  cities  un-  '\ 

der  25,000  population  with  com-  "V ^ 

peting  newspapers.  i’ 

The  Builder  moved  into  a  new 

mo«h,"a“o"a7i  “t.»' 

since  that  Ume  new  equipment  has  !?  u'giSIlK'i^'SiT 

been  added  includine  a  Diinlex  ®^.  ^  Petersburg,  Fla.,  as  a  highlight  of  the  AFA  convention  enter- 
T?ih"  ,3  ^  Duplex  tauunent^  Scheherazade  (center)  was  played  hy  Mrs.  Amy  Bravo, 

lu^iar  press.  classified  advertising  acconnt  executive,  the  St  Petersburg  Independent, 

.  ot  t"®  Builder  and  president  of  the  Women’s  Ad  Cluh.  Mrs.  Dorothy  Carroll  (left), 

IS  A1  Erxleben,  who  formerly  was  display  advertising  account  executive,  the  St  Petersburg  Times,  played 

ClI«/4  r»xr  T7rll4/^M^  J-k.f  A  _l_!  1 _ _J _ CV_a__a_ _ a  mw  ww  •  m 


papers  at  their  regular  rates  of  51 
cents  per  column  of  190  lines. 

Copy  was  received  at  Tapeco’s 
plant  at  9:45  P.M.  Friday,  Iuk 


Robinson  to  Retire; 

Bringer  Goes  to  Duluth 

Duluth,  Minn. — Paul  J.  Rob¬ 
inson,  Duluth  Herald  and  News- 
Tribune  classified  advertising  man¬ 
ager  for  43  years,  will  officially  Tapeco’s  patented  rubout  elimii» 
retire  Aug.  1,  according  to  B.  H, 

Bidder,  Jr.,  publisher. 


licate  tapes  without  errors  inl 
also  without  rubouts  (due  » 

tor  switch)  were  in  the  mails  bj 
Sunday  noon,  June  22.  Airmail 
Succeeding  Mr.  Robinson  will  service  brought  these  tapes  to  tht 
be  Harry  Binger,  who  recently  was  newspapers  on  Monday,  June  23, 
classified  advertising  manager  of  ready  for  their  linecasting  nii- 
the  New  Orleans  (La.)  Item.  Mr.  chines  and  in  ample  time  for  tk 
Binger  will  assume  his  new  posi-  first  scheduled  publication  date 
tion  June  29.  Saturday,  June  27. 

Mr.  Binger  formerly  was  asso-  Total  cost  to  each  of  the  new 
dated  with  the  classified  advertis-  papers  for  the  1 1  columns  of  tape 
ing  departments  of  the  Dayton  was  $5.50  plus  a  postage  chaige 
(Ohio)  Journal  Herald  and  the  of  90  cents. 

St.  Louis  (Mo.)  Star  Times.  ■ 

Mr.  Robinson  saw  his  depart-  151 

ment  on  the  Duluth  Herald  grow  ^  rOinOtlOn  r'lCUl  3©i 
from  two  persons  back  in  1910,  to  por  Canned  Salmon 
the  present  crew  of  11.  He  pio-  ^  ngwly  formed  industry  asso- 

neered  with  descriptive  want  ad  ciation  called  Canned  Salmon,  InCq 
^°Py’  will  conduct  a  consumer  and  trade 

■  promotion,  through  Dudley,  An- 

Photo-Offset  Paper  American  use 

_  _  ,  ,  “  of  the  tinned  delicacy.  . 

In  Colorado  Plans  already  are  under  way  MO 

Denver — The  Central  City  the  first  campaign  on  summeri^ 
Tommy-Knawker,  a  new  weekly  uses  of  salmon  will  be 
photo-offset  paper  published  by  this  month  with  the  theme,  “TW 
Claude  Powe,  former  Denver  free-  Summer  It’s  Salmon.”  , 

lance  photographer,  has  made  its  The  educational  campaign  aim 
first  appearance.  Tommy-Knawk-  trade  promotion  activity  will  1*  * 
ers,  Mr.  Powe  explained,  were  the  a  continuing  basis  and  will  re^ 
elves  brou^t  to  Gilpin  County  by  sent  canner  operations  in  Ala» 
Welsh  and  Cornish  miners  in  the  the  Puget  Sound  area  and  the  Co- 
’80s.  lumbia  River. 
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A  fat  volume  could  be  written  about  this  unique  Connecticut 
Market,  with  emphasis  on  industrial  strength,  economic  sta¬ 
bility  and  isolation  from  any  other  areas  that  might  influence 
its  newspaper  readers,  but  we’ll  confine  it  in  two  stories. 

Together — they  make  important  reading,  because  both  are 
soundly  authenticated  by  Media  Records’  12  Connecticut  Mar¬ 
kets  Study  and  hard,  cold  facts.  The  Day’s  part  is  obvious  for 
it  is  the  logical  “Best  Seller”  for  the  market. 


—  NEW  LONDON,  CONNECTICUT 

Representatives:  GILMAN,  NICOLL  &  RUTHMAN 
New  York  Chicago  Boston  Philadelphia 
San  Francisco  Los  Angeles 


Rochester 


has  the 


Highest  Per  Capita 


value  of  production 


Of  Any  City 


its  size  or  larger 


THERE’S  PLUS  BUSINESS  FOR  YOU  IN  ROCHESTER,  N.  Y., 
where  the  average  spendahle  income  per  household  in  the 
metropolitan  area  is  S6,336 — MORE  THAN  20*^©  ABOVE  the 
national  average. 


ROCHESTER  TIMES-UNION 


Bmorrat 


(Cnintttidr 


GANNETT  NEWSPAPERS 


REPRESESTED  nationally  by  J.P.  McKinney  and  son  New  York  •  Chicago  •  San  Francisco 
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The  Advertiser  and  The  Newspaper 

Business  on  *Main  Street* 
If  You  Plan  Store  Ads 

By  M.  E.  York 

Advertising  Director.  Rapid  City  (S.  D.)  Daily  Journal 


Naturally,  the  problem  is  great¬ 
est  with  downtown  stores.  “Free 
rides”  should  be  discouraged  with 
a  more  personalized,  aggressive 
advertising  promotion  by  the 
downtown  businesses.  Additional 
research  is  sorely  needed  by  many 
of  these  businesses  to  maintain 
their  proper  share  of  business. 
The  power  of  point-of-sale  adver¬ 
tising  through  newspapers  will 


Shopping  centers  are  here  to 
stay  despite  anything  the  calamity 
howlers  can  do  or  say  about  it. 
And  business  is  still  being  conduc¬ 
ted  on  “Main  Street,”  especially 
in  the  smaller  cities  where  decen¬ 
tralization  has  hit  with  a  thud. 

The  appearance  of  decentralized 
business  districts  has  posed  a  prob¬ 
lem  in  the  smaller  population 
areas,  but  in  all  instances  the 
downtown  businesses  are  still  do¬ 
ing  the  bulk  of  the  business,  and 
will  continue  to  do  so  as  long  as 
they  remain  aggressive  business¬ 
men  and  wise  users  of  newspaper 
advertising  space. 

“Exploding”  populations,  even 
in  the  nation’s  smaller  cities  have 
made  outlying  shopping  centers 
necessary.  Almost  every  city  has 
been  and  is  still  faced  with  prob¬ 
lems  of  rapid  expansion.  Down¬ 
town  space  everywhere  is  at  a 
pren^jum  and  lack  of  area  in  which 
to  build  has  forced  business  to  de¬ 
centralize  to  locations  where  it 
can  best  serve  “exploded”  popu¬ 
lations.  But  the  fact  remains. 


‘  Main  Street”  is  still  in  business  in 
a  big  way! 

Recent  E&P  stories  have  told 
about  the  development  of  news¬ 
paper  policies  in  line  with  de¬ 
centralized  shopping  which  will 
allow  them  “to  go  beyond  Main 
Street”  for  advertising  linage.  A 
newspaper  is  in  business  to  serve 
it'’  community,  especially  within 
the  legal  bounds  of  the  city.  Why, 
then,  should  a  newspaper  have  to 
“revise”  its  policy  trend  to  allow 
it  to  seek  additional  linage  in  de¬ 
centralized  districts?  A  newspaper 
which  earnestly  serves  its  com¬ 
munity  should  not  have  to  revise 
its  policies.  Instead,  it  must  ex¬ 
pand  its  sales  activities  in  order 
to  be  better  equipped  to  take  care 
of  this  additional  business. 

To  be  sure,  some  suburban  busi¬ 
nesses  are  going  to  hitch  many 
free  rides  with  downtown  adver¬ 
tising.  That’s  nothing  new!  Many 
small  downtown  businesses  have 
been  hitching  rides  with  their  big 
brother  businesses  for  many  years, 
and  we’ll  always  have  hitchhikers! 


SURE,  V/E'RE  GETTING  SMARTER! 


But  you’ve  erot  to  it  wae  a  lot  of  fun — on  the  Fourth, 

nobod.v  seeme<l  to  worry  about  the  fifth ! ) 

And  you  can't  deny  that  in 


Series  of  Ads  in  E&p| 
Receive  NAAN  Award 

Williamson  -  Dickie  Manufaaci 
ing  Co.  has  been  presented  »;• 
the  Award  of  Excellence  in  t- 
1953  Creative  Competition  of  tiJ 
National  Advertising  Agency  Ntf 
work  for  its  campaign  of  ioL' 
grated  advertising  and  merchd 
dising  which  appeared  in  the  page! 


make  itself  felt  throughout  any  of  EorroR  &  Publisher. 


downtown  section  of  any  city. 

It  is  the  newspaper’s  business  to 
make  available  all  its  resources  in 
an  effort  to  improve  the  pulling 
power  of  its  advertising  columns. 
“Exploding”  populations  have  thus 
far  enabled  shopping  centers  to 
get  along  with  a  minimum  adver¬ 
tising  budget;  another  example  of 
“hitch-hiking.” 

Must  Maintain  Budgets 

Business  decline  in  downtown 
areas  should  not  result  in  give¬ 
away  contests  and  seasonal  promo¬ 
tions.  If  the  shopping  centers 
should  suddenly  spring  to  life  and 
advertise  as  the  downtown  areas 
do,  then  the  latter  would  be  faced 
with  a  serious  problem,  one  that 
would  be  hard  to  lick.  The  prob¬ 
lem  as  it  stands  today  is  not  im¬ 
possible.  There  is  a  need  for  the 


(In  those  days. 
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Presentation  of  the  award  *“-1 
made  at  the  22nd  annual  Manage! 
ment  Conference  of  the  NA.v| 
held  at  Colorado  Springs,  Cdo. 

The  Washington  (D.  C.)  to 
was  given  Honorable  Meotia 
Award  for  its  campaign  of  service 
advertising  in  non  -  merchandisiij 
business  publications  which  also 
appeared  in  E&P. 

Award  certificates  were  presen:  I 
ed  to  Evans  &  Associates,  Fi 
Worth,  Tex.,  and  Henry  J.  Kaui  ' 
man  &  Associates,  Washinglot  I 
D.  C.,  ad  agencies  for  Williamsoc ' 
Dickie  and  the  Star,  respectiveh 
■ 

4-D  Promotion 
Spotlights  Pie 

San  Francisco — ^Frosty  fnii: 
pie,  featuring  pineapple,  will  be  ] 
introduced  in  a  $1,000,000  adve: 


power  of  newspaper  advertising  to  _  _ 
make  itself  felt  in  downtown  dis-  tising  pr^otion  during  July  im 
tricts  and  that  power  can  only  ma-  August,  it  was  announced  at  of- 
terialize  through  an  alert  advertis¬ 
ing  research  and  sales  staff. 

In  most  shopping  centers  the 
advertising  linage  carried  by  the 


fices  of  J.  Walter  Thompson  hot 
June  25. 

A  four-dimension  program  is  ffl- 
dicated,  with  four  media  sharing 


center  itself  would  not  be  ade-  this  joint  promotion  effort  of  foor 


quate  advertising  for  one  down¬ 
town  business!  This  means  that 
the  metropolitan  stores  must  main¬ 
tain  their  current  newspajjer  bud¬ 
get.  Quality  of  advertising  must 
be  increased  and  buyer  appeal  na¬ 
turally  will  follow.  Only  the  news¬ 
paper  is  equipped  to  bring  pros¬ 
pective  buyers  the  type  of  news 
they  rank  above  all  others — local 


food  processors — Pineapple  Grw- 
ers  As.sociation,  General  Milk 
Inc.,  Carnation  Milk  and  Wessoi 
Oil. 

Sunday  newspaper  supplemenC. 
magazineci,  television  a^  radio 
share  the  budget,  JWT  offices  t^ 
ported.  In  addition  to  This  WeA 
and  Parade,  newspaper  copy  wiH 
appear  in  the  New  York  Mow 


news,  and  newspaper  advertising  is  Los  Angeles  Examiner,  P/i/Wei- 


phia  Inquirer,  Chicago  Tribiau. 
Louisville  Courier-Journal,  Denw 
Post  and  Atlanta  Journal-Conttt- 
tution. 


216-Page  Edition 


wintors  wore  colder,  summers  were  warmer,  swimminer  holes  were  deeper,  school¬ 
teachers  were  stricter.  Kiris  were  prettier — oh.  the  list  could  ko  on  an<i  on. 

So.  just  let’s  say  it’s  nice  to  look  back  to 

THE  GOOD  OLD  DAYS 

once  a  week.  ‘‘We  arc  such  stuff  as  dreams  are  made  on."  said  the  Bard,  and 
never  has  there  been  a  feature  to  equal  the  “Remember  when?”  qualities  of 

THE  GOOD  OLD  DAYS 

Available  in  Ve  page  tabloid  in  color  and  3  and  4  eolunmsi  black  and  white. 


United  Feature  Syndicate 

220  East  42nd  Street  New  York  17,  N.  Y. 


local  news! 

National  advertisers  are  becom¬ 
ing  better  newspaper  users  year 
after  year  as  the  newspaper  con¬ 
tinues  to  lead  all  other  media. 

Newspaper  advertising  is  cheap!  _ 

How  many  newspaper  advertisers  */»! 

know  the  low  cost  per  1,000  read-  xOr  L^ity  L^©nt©nniCIl 
ers  reached?  How  many  newspa-  Lawrence,  Mass. — A  216^lage 
per  advertising  executives  know  edition  of  the  Eagle-Tribune  was 
how  little  an  advertiser  pays  to  published  here  last  weekend  in  ob- 
reach  each  thousand  readers  servance  of  this  city’s  Centennial 
through  his  own  newspaper?  The  issue  took  four  months  to 

Our  advice  to  admen  in  areas  prepare.  At  least  70  gver  cent  of 
faced  with  decentralization  of  re-  the  edition  was  advertising,  which 
tail  business  is  simply  this:  Spend  was  sold  by  members  of  the  reg- 
MORE  TIME  planning  your  cli¬ 
ent’s  advertising;  help  him  choose 
the  right  item  at  the  right  price 
at  the  right  time.  It’s  a  simple 
formula  and  if  followed,  the  down¬ 
town  merchants  need  have  no 
worry  about  inroads  a  neighbor¬ 
hood  shopping  center  might  make  London  (Ont.)  Free  Press  on 
on  business  volume.  2  contained  64  pages  in  standan) 

There  is  room  for  both  because  size  and  a  40-page  tabloid  fomu- 
there  is  a  demand  for  both!  Busi-  supplement,  all  on  newsprint.  ■ 
ness  is  still  on  “Main  Street”  and  considerable  amount  of  editoni 
business  will  be  good  on  “Main  and  advertising  content  was  pnni’ 
Street”  for  those  who  go  after  it!  ed  in  color. 
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ular  staff.  Current  card  rates  wwc 
used,  said  John  P.  S.  Doherty,  ad¬ 
vertising  manager. 

■ 

Coronation  Edition 

A  Coronation  Edition  of 
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PHILADELPHIA  CITY  ZONE 

THE  EVENING  BULLETIN 

IS  THE  DAILY  NEWSPAPER  WITH 

THE  LARGEST  CIRCULATION 


3  BUI.i:S-EYES  IN  1  TARGET 


PHILADELPHIA  8-COUNTY 
METROPOLITAN  AREA 

THE  EVENING  BULLETIN 
IS  THE  DAILY  NEWSPAPER  WITH 
THE  LARGEST  CIRCULATION 


GREATER 

PHILADELPHIA 


MARKET 


'‘»COUNT'< 


PHILADELPHIA  14-COUNTY 
TRADING  AREA 

THE  EVENING  BULLETIN 
IS  THE  DAILY  NEWSPAPER  WITH 
THE  LARGEST  CIRCULATION 


'Delaware  Valley,"  "The  Workshop  of 
the  World,"  "The  New  Eastern  Industrial 
Metropolis". . .  no  matter  what  you  call  it, 
one  fact  is  always  the  same: 

In  fhe  Greater  Philadelphia  Market 
The  Evening  Bulletin  is  the  daily 
newspaper  with  the  largest  circulation 


In  Philadelphia  nearly  everybody  reads  The  Bulletin 
THE  EVENING  BULLETIN  i  Advtrlising  Offices:  Philadelphia,  Filbert  t  Jui 


AdrtrUsing  Offices:  Philadelphia,  Filbert  t  Juniper  Sts.;  New  Yerh,  285  Hadison  Ave.; 
Ckieaqo,  520  Ncrth  Michigan  Avenue.  Rtprastntativtt,  Sawyer  Ferguson  Walker 
Company  in  Detroit  •  Atlanta  •  Los  Angeles  •  San  Francisco 
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^  EVERYTHING  IN 
BALTIMORE 
REVOLVES 
AROUND 
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HORHING  EVENING  SUND&Y 


The  Advertiser  and  The  Newspaper 

Store  of  Market,  Media 
Data  Offered  in  Booklet 


One  of  the  broadest  research 
and  selling  services  ever  made 
available  to  advertisers  and  ad¬ 
vertising  agencies  is  outlined  in 
“Advertising  and  Marketing  Ser¬ 
vices  from  America’s  Newspapers,” 
a  new  booklet  just  published  by 
the  Bureau  of  Advertising,  ANPA. 

Mailed  to  advertisers  and  agen¬ 
cies  last  week,  the  booklet  was 
packaged  with  a  desk-easel  piece 
on  which  was  mounted  a  genuine 
(but  harmless)  piece  of  uranium 
ore.  A  message  from  Harold  S. 
Barnes,  director  of  the  Bureau,  in 
a  simulated  newspaper  clipping  re¬ 
produced  in  the  mailing  piece, 
reads:  “Like  this  little  bit  of  urani¬ 
um  ore,  the  attached  little  booklet 
is  loaded!” 

Free  of  Charge 

Keyed  to  the  theme,  “To  Help 
Make  Your  Advertising  Dollar 
More  Productive,”  the  directory 
lists  and  describes  the  Bureau’s 
sales  counseling  services,  its  mar¬ 
ket  and  media  information,  and 
informational  materials  developed 
by  newspapers  in  every  part  of  the 
country — all  of  which  are  avail¬ 
able  without  charge  to  agencies 
and  advertisers  from  the  newspa¬ 
pers  or  the  Bureau. 

Research  services  offered  by  the 
Bureau  are  listed  in  the  booklet 
under  four  main  headings:  market¬ 
ing  and  advertising  branded  prod¬ 
ucts;  media  and  market  data; 
newspaper  readership  data,  and  re¬ 
search  library  services. 

Within  these  major  categories 
are  listed  scores  of  studies  on  re¬ 
tail  distribution  of  branded  prod¬ 
ucts,  consumer  buying  preferen¬ 
ces,  retail  sales  data,  regional  vari¬ 
ations  in  consumption,  expendi¬ 
tures  of  national  advertisers  in 
newspapers,  space  costs  for  news¬ 
paper  campaigns,  comparative 
magazine  and  newspaper  coverage 
market  by  market,  extensive  analy¬ 
ses  of  newspaper  ad  readership, 
etc. 

Another  section  of  the  booklet 
lists  presentations  available 
through  the  Bureau  and  its  mem¬ 
ber  newspapers  to  help  the  adver¬ 
tiser  merchandise  his  newspaper 
campaign  either  to  his  sales  force 
or  to  the  trade.  Among  these  are 
included  a  number  of  presenta¬ 
tions  prepared  by  the  Bureau  for 
use  by  individual  newspapers  in 
their  markets.  Some  of  the  pre¬ 
sentations  are  general  in  nature, 
others  cover  such  specific  adver¬ 
tising  classifications  as  insurance, 
soft  drinks  and  automobiles. 

Also  listed  are  case  histories  de¬ 
scribing  briefly  and  graphically  the 
background,  methods  and  results 
of  effective  newspaper  advertising 
campaigns. 


Analyses  of  the  marketing  and 
advertising  of  branded  products  in 
such  classifications  as  groceries, 
drugs  and  appliances,  as  listed  in 
the  booklet,  provide  “a  bank  of 
information,”  the  Bureau  says,  on 
competitive  brand  standing  in  vari¬ 
ous  markets  as  well  as  local,  re¬ 
gional  and  seasonal  variations  in 
retail  distribution,  retail  sales  and 
family  preferences. 

One  of  the  much-used  Bureau 
services  listed  is  its  extensive  file 
of  rated  national  ads.  The  file  pro¬ 
vides  important  clues  to  copy  and 
layout  techniques  which  command 
better  than  average  readership. 
The  data  are  based  on  the  Con¬ 
tinuing  Study  of  Newspaper  Read¬ 
ing,  which  during  12  years  of  con¬ 
tinuous  research,  developed  read¬ 
ership  ratings  of  the  entire  con¬ 
tents  of  142  newspaper  issues. 

In  addition,  a  number  of  analy¬ 
ses  in  glass  slide,  stripfilm  and 
booklet  form  based  on  the  Con¬ 
tinuing  Study,  have  been  produced 
to  help  creative  copy  and  layout 
planners. 

Emphasizes  Retail  Services 

The  booklet  places  strong  em¬ 
phasis  on  the  Bureau’s  retail  ad¬ 
vertising  services,  all  of  which  are 
made  available  to  advertisers  via 
the  retail  departments  of  member 
newspapers.  These  services  center 
around  research  showing  the  de¬ 
sirability  of  synchronizing  retail 
advertising  of  specific  products  in 
specific  markets  with  the  known 
seasonal  consumer  buying  pattern 
of  each  market  area. 

Another  section  of  the  booklet 
describes  Bureau  presentations — 
in  slide  and  desk-easel  form — for 
use  by  member  newspapers  on  be¬ 
half  of  manufacturers  who  want 
to  sell  the  power  of  their  local 
newspaper  campaigns  to  their 
salesmen  as  well  as  their  dealers, 
wholesalers  and  distributors. 

An  important  special  depart¬ 
ment  of  the  Bureau  is  devoted  to 
the  advertising  and  selling  prob¬ 
lems  of  chainstore  organizations, 
the  booklet  points  out. 

Copies  of  “Advertising  and 
Marketing  Services  from  Ameri¬ 
ca’s  Newspapers”  are  available 
fiom  any  of  the  Bureau’s  three 
offices — 570  Lexington  Ave.,  New 
York  22;  360  North  Michigan 
Ave.,  Chicago  1;  or  240  Montgom¬ 
ery  St.,  San  Francisco  4. 

■ 

FC&B  Names  Dodge 

Sherwood  Dodge  has  been  ap¬ 
pointed  vicepresident  in  charge  of 
marketing  for  Foote,  Cone  &  field¬ 
ing.  His  duties  will  include  super¬ 
vision  of  all  media,  research  and 
merchandising  activities  in  the 
agency’s  New  York  office. 


Product  Needs 
A  'Character' 
To  Boost  Sales 

Kansas  City,  Mo.  —  Prodt; 
advertising  to  be  succesful  m^ 
create  a  character  or  a  personal!!. 
Pierre  Martineau,  acting  managr  ^ 
of  research  for  the  Chicago  Jr:- . 
une,  told  the  annual  conventio-  I 
of  the  American  Home  Economia 
Associaiton  here  June  21. 

“Unless  we  know  what  a  prod¬ 
uct  is  and  favorably,”  he  said,  V 
just  don’t  fit  it  into  our  framework 
o*"  motivations.  And  this  is  just  a 
true  of  the  whole  province  of  com¬ 
munication.  We  don’t  influeiict 
people  until  we  develop  a  favor¬ 
able  attitude  toward  our  ideas." 

Mr.  Mallineau  said  the  succest 
of  a  store  or  a  product  depend! 
on  what  people  think  of  it,  and 
whether  it  fits  into  their  motiva¬ 
tional  framework. 

“We  think  we  can  give  hettc 
advertising  counsel  if  we  kno* 
more  about  behavior,  if  we  explore 
those  often  absolutely  irrational 
attitudes  that  govern  shopping."  he 
said. 

Buying  Resistance 

The  buying  resistance  to  n«» 
things — frozen  orange  juice,  froz¬ 
en  foods,  canned  poult^ — always 
comes  from  the  housewives  of  the 
Common  Man  level,  Mr.  Martin- 
eau  added. 

‘The  wife  of  the  white  collar 
worker  and  the  skilled  factory 
hand,  the  truck  driver  and  ^ 
shopkeeper  is  very  conservative 
about  trying  anything  new,"  he 
said.  “Because  she  is  fundaincn- 
tally  unsure  of  herself,  she  isn’t 
anxious  to  learn  new  skills.  Psy¬ 
chologically,  she  is  quite  different 
from  the  wives  of  lawyers  and  doc¬ 
tors  and  professors  and  executive. 
She  is  a  very  different  person  in 
her  buying  from  the  career  woman 
with  her  independence  and  free¬ 
dom.” 

Mr.  Martineau  said  it  is  ei- 
tremely  important  for  advertising 
to  endow  a  product  with  some 
character. 

“We  can’t  act  toward  a  prodiid 
until  we  know  what  it  is  supposed 
to  be,”  he  explained.  “The  three 
top-selling  brands  of  cigarettes 
have  the  sharpest,  clearest  person¬ 
ality  for  the  pubUc  consciousness 
I  may  not  smoke  these  brands,  but 
I  know  what  kind  of  cigarette 
they  are  and  the  people  who 
smoke  them. 

“You  can’t  get  this  from  peopk 
consciously,  but  in  psychological 
tests  people  readily  reveal  an 
awareness  of  these  brand  person¬ 
alities.  Camel  is  the  man’s  ciga¬ 
rette,  especially  the  working  man. 
Lucky  is  much  like  it,  also  for 
men,  although  not  quite  “  "ly 
so  for  working  men.  ChesterfieM 
is  for  either  man  or  woman,  rather 
mild.  And  Pall  Mall  is  rising  to¬ 
ward  the  top  in  sales  as  people  ^ 
becoming  surer  of  its  character. 
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Enthusiasm! 


^EHIC4N1VeEKLY 

Enthusiasm* 

The  American  Weekly  gives  your  advertising  double-barreled  power  . . . 
scattershot  covering  action  to  blanket  all  major  markets. 
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rifle-bullet  impact  for  telling  penetration  of  these  same  key  areas. 


*  Enthusiasm  is  interest  raised  to  the  buying  pitch! 
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./^erc/fand/s/m 
•  SERVICES 


Oiir  Trade  Mark  symbol. 
“Ocie”  Dollar — “O”  as  in  Oil 
and  “Cie"  tor  City,  an  appro- 
priats  character  for  a  very 
flollar-rich  market,  wishes  to 
emphasize  what  has  become 
one  of  the  most  important 
phases  of  national  adrertisin^r . 
— the  collaboration  by  the! 
newsnaper  itself.  I 


Our  Merchandisiiwr  Services 
Include  SOLICITING  TIE-INS. 
Window  Ihsplays  in  our  down¬ 
town  office,  to  catch  the  inter¬ 
ested  eye  of  thousands  passinf;. 


Mailings  to  the  Trade.  A 
continuous  flow  of  constructive 
material,  sent  out  while  the 
advertisinsr  news  is  “hot"  and 
the  Retailer  lookinsr  for  sup¬ 
port. 


Personal  calls  on  Retailers. 
Our  advertisiner  staff  is  alert 
to  the  importance  of  these 
calls.  National  advertisings  re¬ 
ceives  an  extra  impetus. 


•  Distribution  Surveys  are  of  spe¬ 
cial  usefulness  to  the  national 
advertiser  and  are  kept  up-to-date. 
Thus,  you  will  see.  in  addition  to 
a  great  market,  a  high-per  capita- 
market,  these  newspapers  offer 
an  Intimate  interest  in  the  cam¬ 
paign  when  and  after,  it  appears. 
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MORNING  ‘EVENING 


The  Advertiser  and  The  Newspaper 

Salute  to  N,Y.  Retailers 
Was  Newspaper*s  Idea 


A  Chain  of  events  set  off  by 
the  World-Telegram  and  Sun  as 
far  back  as  February  reached  a 
climax  from  June  8  to  13  in  what 
was  generally  hailed  as  the  big¬ 
gest  week  yet  in  commemoration 
of  New  York  City's  300th  Anni¬ 
versary. 

The  events  that  marked  “Retail 
Week”,  as  Mayor  Impellitteri  pro¬ 
claimed  this  special  period  of  cele¬ 
bration,  saw  leading  business,  in¬ 
dustry  and  civic  groups  join  forces 
in  a  week-long  tribute  to  the 
progress  and  leadership  of  New 
York  as  the  business  capital  of 
the  world. 

From  the  opening  ribbon-cutting 
ceremonies  on  Monday,  June  8,  to 
the  review  of  the  “Golden  Mile” 
of  world-famous  shopping  centers 
— covered  in  an  hour-long  telecast 
and  broadcast;  from  the  gala  dis¬ 
plays  in  department  store  and  spe¬ 
cialty  shop  windows  and  interiors, 
all  dressed  in  keeping  with  the 
historic  theme,  the  festivities  that 
marked  “Retail  Week”  were  spear¬ 
headed  by  the  World-Telegram  and 
Sun. 

Growth  of  an  Idea 

Behind  the  success  of  “Retail 
Week”  in  New  York  lies  the  dra¬ 
matic  .story  of  the  insistent  growth 
of  an  idea. 

It  all  started  earlier  this  year 
when  plans  for  observing  New 
York’s  Tercentenary  were  initiated. 
The  conviction  persisted  at  the 
World-Telegram  and  Sun  that  no 
celebration  of  New  York’s  300 
years  of  progress  would  be  com¬ 
plete  without  a  special  tribute  to 
the  role  played  by  retailing  as 
the  backbone  of  all  business  in 
New  York. 

When  the  plan  was  presented  to 
New  York  stores  and  the  offer 
made  of  the  World-Telegram  and 
Sun’s  facilities  to  implement  it, 
they  were  enthusiastically  received. 
The  World-Telegram  and  Sun  was 
soon  joined  by  the  Mayor’s  Com¬ 
mittee  for  New  York  City’s  300th 
Anniversary  Celebration  in  invit¬ 
ing  interested  groups  to  partici¬ 
pate. 

The  week’s  events  were  launched 
by  the  World-Telegram  and  Sun’s 
300th  Anniversary  Issue  on  June  8, 
a  64-page  paper  carrying  95,000 
lines  of  advertising.  Aji  additional 
100  columns  of  advertising  were 
omitted  from  this  issue,  since 
stepping  up  the  number  of  pages 
would  have  slowed  down  produc¬ 
tion  and  distribution  of  the  day’s 
six  editions  at  a  time  when  reader 
interest  was  at  a  peak. 

Star  Writer  Did  Job 

The  W-T&S  Anniversary  Issue’s 
special  section  devoted  to  New 
York  City’s  history  and  progress 
,  I  in  all  its  important  phases  was  a 


’  Holiday  Safety  T, 

y’  /?<*/■/»  rVorc  Message  in  DaiHelJ 

•  *  » O  jjje  Advertising  Council  is  aiiB 

9  W  W  >ni  ^^0  newspapers  to  ca.-l 

front-page  holiday  safety  messad 
Qjj  Qj.  about  June  30  because ‘■||j 
000,000  more  cars  are  expected  cfl 
notable  success.  It  was  the  prod-  the  highway  this  July  4th  weekeS 
uct  of  months  of  planning,  research  than  last.”  H 

and  organizing,  under  the  guid-  Two  one -column,  three-incll 
ance  of  Lee  B.  Wood,  executive  messages,  prepared  as  a  pub'^ 
editor,  and  was  edited  by  Murray  service  by  Young  &  Rubicam,  kfl 
Davis,  star  W-T&S  staff  writer.  (Chicago)  were  offered  by  tin 
In  the  weeks  that  followed.  Council  as  part  of  the  Newspape 
World-Telegram  and  Sun  repre-  Cooperation  Plan  whereby  pani 
sentatives  worked  incessantly  in  cipating  dailies  have  been  publii 
calling  on  business  organizations  ing  small-space  public  service  ap 
to  join  in  the  program  of  events.  peals  in  prominent  editorial  pos¬ 
it  soon  became  evident  that  not  tions  on  a  bi-weekly  basis  siK 
only  retailers,  but  many  repre-  February,  1952. 
sentatives  from  industry,  finance, 

utilities,  communications,  trans-  New  York  with  eight  pages  of  ad 
portation,  hotels  and  other  fields  vertising  in  the  W-T&S. 
were  also  eager  to  take  part  m  Birthday  cake  presentei 

the  week-long  celebration.  Uiok-  Hotel  Roosevelt  at  the  Sate 
mg  back  at  the  event,  Lawrence  Executives  weekly  luncheon. 

W.  Merahn,  promotion  director  300^^  Anniversary  fm 

of  the  Scripps-Howard  newspaper,  Holland”  and  Mr.  Smith,  of  the 

,u  1  'JOOth  Anniversary  Committee 

The  enthusiasm  and  c^pera-  .  ^^e  Fourth  National  Stoee 

ion  with  which  New  York’s  Re-  .Modernization  Show  at  Madism 
tail  Week  was  met  points  up  the 

sprawling  and  ^Wednesday,  June  10:  Spec- 
sophisticate  metropolis  IS  capable  Air  Force  show  put  « 

of  CIVIC  pride^sp^ially  when  an  .j,  ■  ^  Flying  Box- 

^1.  S' i?T  cars  for  downtown  and  midtor 

weffare  like  the  World-Telegram  New  York’s  busy,  noonday  crowds 
and  Sun  adopts  a  community  en-  Candle-lighting  of  giant  birth- 
deavor  as  a  personal  mission.”  Wanimaker’s,  it 

Calendar  of  Events  which  the  Mayor.  Mr.  Smith, 

The  calendar  of  events  for  “Re-  “Miss  300th  Anniversary  from 


tail  Week”  ran  as  follows: 


Holland”  and  other  notables  were 


Monday,  June  8:  Opening  cere-  present, 
monies  at  9  A.M.  Mayor  Vincent  Thursday,  June  11:  On  Thurv 
R.  Impellitteri  cut  the  longest  day  evening,  wihen  New  York 
ceremonial  ribbon  in  the  world,  shopping  traffic  was  at  its  densest, 
extending  from  the  top  of  the  Em-  New  York’s  “Golden  Mile”  was 
pire  State  Building  to  the  South  reviewed  by  civic  and  business  no- 
East  corner  of  34th  Street  and  tables,  as  well  as  celebrities  froo 
Fifth  Avenue.  stage,  screen,  radio,  television  ^ 

Prominent  retailers  and  civic  and  journalism.  The  prcKession,  which 
business  leaders,  along  with  “Miss  included  the  oldest  Fifth  Avenne 
3()0th  Anniversary”  and  “Miss  bus  in  New  York,  painted  goM- 
3()0th  Anniversary  from  Holland”,  moved  across  34th  Street,  up  Fifth 
were  present  for  the  opening  cere-  Avenue,  and  across  57th  Street- 
monies.  New  York’s  world-famous 

At  this  ceremony,  hundreds  of  Mile”  of  department  stores  and 
brightly  colored  balloons  were  re-  specialty  shops — to  inspect  the 
leased,  many  of  which  carried  gift  store  fronts  and  window  displays-  1 
certificates  redeemable  in  New  Many  store  windows  were 
York  stores.  changed  in  the  latter  part  of  ^ 

Mayor  Impellitteri  and  the  chief  week  to  illustrate  the  “changing 
executives  of  75  New  Jersey  com-  .scene  in  New  York”.  New  York 
munitles  marked  “Retail  Week”  stores  went  all-out  to  outdo  one 
as  guests  of  the  Committee  for  another  in  the  originality  and  au- 
the  Celebration  of  New  York’s  thenticity  of  their  displays. 

JOOth  Anniversary,  headed  by  Lee  The  “Golden  Mile”  tour  was 
Thompson  Smith.  New  Jersey  telecast  over  WABC-TV  fro® 
residents  were  invited  to  visit  and  9:00  to  10:00  P.M.,  and  many  w 
enjoy  the  special  events  of  the  the  important  personages  who 
week  in  New  York.  helped  make  the  evening’s  events 

Publication  of  the  World-Tele-  successful  were  interviewed  on 
gram  and  Sun’s  64-page  300th  An-  television.  The  evening’s  festiwhtt 
niversary  Issue  which  included  a  were  capped  off  with  a  cocktail 
special  section  paying  tribute  to  party  at  the  Brass  Rail. 

New  York’s  growth  and  history.  Friday,  June  12:  Mayor  1®* 
Coverage  of  opening  ceremonies  pellitteri.  Superintendent  Williaffl 
recorded  by  WABC-TV  for  pres-  Jansen  and  other  City  and 
entation  during  evening  hours.  of  Education  officials  inspwtw 
Tuesday,  June  9:  Grand  Union  the  300th  Anniversary  Exhibit  ® 
stores  extend  birthday  greeting  to  the  Strauss  Junior  High  School 
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yet. . .  NAIF  our  dollars  DO  grow  on  trees 


Sources: 

Sales  Management 

Audit  Bureai 


(payers 


75,467  DAILY 


Less  than  4%  duplication 


In  Santa  Clara  County,  agriculture  balances  industry.  Nearly  half  our 
income  literally  "grows  on  trees"  .  .  .  This  balanced  economy  is  a 
healthy  one  for  marketers  of  goods  and  services. 


SAN  JOSE  CONSUMER  ANALYSIS 
AVAILABLE  NOW! 

Get  the  sales  picture  of  the  San  Jose  Market  by 
examining  the  1953  Consumer  Analysis.  An  up-to- 
the-minute  service  for  progressive  sales  and  adver¬ 
tising  executives.  Ask  for  our  "Market  Growth"  Bookj 
too!  / 


THIS 


UP 


NO 


IS 


Matropontm*  Saa  Jose  is  Califoraia^s 
Fastest  Crowing  market! 


*AII  of  Santa  Clara  County 


^6y000y000  R.  H.  Macy  Store  Comes  On  Heels 
Of  Ford's  ^100,000,000  Sen  Jose  Project! 


Right  on  top  of  the  news  that  Ford  will  build  its 
$100,000,000.00  western  headquarters  in  San  Jose, 
comes  word  that  R.  H.  Macy  Co.  has  bought  a  40- 
acre  tract  for  a  $6,000,000.00  retail  development, 
scale  model  of  which  is  shown  at  right. 


Here  is  an  already  lush  market  of  355,000  people 
with  a  per  family  income  of  $5665  —  and  the  pot  is 
being  sweetened  almost  daily! 


You  can  reach  all  but  a  small  fraction  with  one 
medium  —  the  San  Jose  Mercury  and  NewsI 


I 


525,000  News 
Items  Entered 
In  Times  Index 

The  summaries  of  more  than 
525.000  news  items,  arranged  al¬ 
phabetically  by  subjects,  persons 
and  organizations,  appear  in  the 
1952  edition  of  The  New  York 
Times  Index  which  has  just  been 
published.  The  volume,  compiled 
under  the  direction  of  Joseph  C. 

Gephart,  editor,  contains  1,295 
pages,  and  the  book  is  printed  on 
rag  paper. 

The  Index  has  classified  the 
news  under  3,500  subject  head¬ 
ings,  950  geographical  headings, 

5,000  association  and  institution 
names,  5,000  company  names  and 
more  than  25,000  personal  names. 

In  addition,  there  are  20,000 
other  names  in  special  listings,  such 
as  deaths,  book  reviews,  longevity 
and  sermons. 

More  space  is  devoted  to  the 
Presidential  campaign  than  to  any 
other  subject  with  the  exception 
of  the  heading  United  States. 

Forty-five  pages  are  required  to 
tell  the  story  of  the  campaign, 
while  74  are  used  for  the  United  to  the  “A&P  Stores.  See  Great 
States.  Thirty-nine  pages  are  given  Atlantic  Pacific  Tea  Company  of 
to  the  Korean  War.  America,”  while  the  tag-ender  is 

Former  President  Truman  has  “Zydok,  John.  See  U.  S.-Intemal 
seven  pages.  President  Eisenhower  Security,  deportation.” 
four  and  Senator  Joseph  R.  Me-  In  addition  to  the  annual  In- 


ELEVEN,  TWELVE — Jerry  Gray  (right),  founder  and  senior  part¬ 
ner  of  Gray  &  Rogers,  Philadelphia  advertising  and  public  relations 
agency,  welcomes  the  agency’s  newest  members  of  the  partner  corps. 
The  new  partners  are  David  B.  Arnold,  media  director,  and  Thelma 
Beresin,  public  relations  director.  Their  appointments  raise  the  num¬ 
ber  of  partners  to  an  even  dozen. 


SHAW]^EE 

The  INDUSTRIAL 
Center 
of 

OKLAHOMA 
Jonco  Aircraft  Co, 

700  Employees 
$4,800,000.00  Annual  Payroll 

Sylvania  Electric 
Products,  Inc. 

965  Employees 

$2,600,000.00  Annual  Payroll 

Tinker  Field 

1450  Employees 
$4,500,000.00  Annual  Payroll 


Shawnee,  Oklahoma 

Income  per  Household 

$3,599.00* 


Consumer  Spendable 
Income 


Pottawatomie  County 

Income  per  Household 

$3,150.00* 


Consumer  Spendable 
Income 


•  Source  of  Information: 
Consumer  Markets  In¬ 
come  Data  Supplement. 

A  Friendly  City  of  Over 
26,000  Reaidents,  the 
Majority  of  Whom  Own 
Their  Homea  and  Lead  an 
Active  Part  in  the 
Development  and  Future 
of  Shawnee 


In  the  ^ 

Tri-Connty 
Area 

Over  50,000 
Read  the 

Shawnae 

News-Star 

every  day 

“A  Stauffer 
Publication" 

Represented  Nationally  by  Burke,  Knipers  &  Mahoney,  Inc. 

Chicago  New  York  Dallas  Ohlahaia  City  Saa  Fraadieo  Atlaata 


Home  of 

Fntnre 
Jim  Thorpe 
Memorial 


1 


vital  statistics;  these  are  the  10  their  chances.  Perhaps  they  will 
who  see  their  role  as  a  great  call-  make  newspapermen.  Perhaps  we 
ing;  these  are  the  10  who  have  a  are  wrong  in  our  preliminary  judg- 
deep  respect  for  the  printed  word  ments. 

and  who  love  newspapering  “I  may  be  unjust,  but  it  some- 
deeply.  times  .seems  to  me  these  90  have 

a  high  proportion  of  show-offs. 

1?"^'  —  —  •  ^  These  are  the  boys  who  like  to 

I  ^  pretend  that  since  they  are  in  the 

i  ^  ^  newspaper  business,  they  know  all 

the  answers.  They  give  off  to 
friends  and  acquaintances  more 
confidential  inside  information  on 
the  news  of  their  cities,  states  and 
the  nation  than  they  ever  turn  into 
their  offices — or  learn  in  their 
offices. 

“It  is  the  10  per  cent  who 
struggle  through  the  crank  calls 
every  newspaper  gets.  These  10 
keep  their  tempers  and  their  pa¬ 
tience.  They  try  to  be  unfailingly 
polite  on  the  telephone,  they  try 
to  help  the  caller  whether  it  be 
an  old,  crotchety  lady,  or  a  school- 
age  youngster  looking  for  help  on 
his  lessons. 

Always  Editing 

“What  few  reporters  realize  is 
that  they  are  actually  editors. 

“They  confuse  the  title  with  a 
function. 

“A  reporter  is  always  an  editor. 

He  is  editing  when  he  decides  blotter  will  no  longer  be  open 
what  facts  to  place  into  his  stories,  the  press  here  and  has  so  notif 
He  is  editing  when  he  writes  his  a  staff  member  of  the  Lake  ( 
lead.  Fundamentally,  he  is  al-  neva  Regional  News.  The  cl 


little  more  about  the  operation  of 
government  and  the  pressures  oo 
public  officials  than  a  high  scbooi 
cheerleader.  That  is  why  they  foil 
to  ask  the  questions  that  prodiitf 
the  essential  truth  of  an  issue 
which  may  prove  to  be  cruciaJ  to 
their  communities.  Since  they  do 
not  know  what  the  fundamenuL' 
are,  they  do  not  know  what  ques¬ 
tions  to  ask. 

“How  many  of  you,  I  wonder, 
regularly  read  books  on  the  soo- 


manufacturers  of 


HIGH  SPEED 

PRESSES 

HIGH  SPEED 

FOLDERS 

MATRIX 

MACHINES 

WtlTER  scon  S  CO.  INC 

Plainfield,  New  Jersey  5-53-5 


TODAY’S  PICTURE  5 
WITH 

TODAY’S  NEWS  TdOAV 


UNITED  PRESS 


CHAS.  T.  MAIN,  INC 


COMPLETE  SERVICES 


NEWSPAPER  AND  PRINTING  PLANTS 

Layouts,  Designs,  Specifications  and  Supervision 
of  Construction 

Walter  E.  Wines  Consultant 

80  Federal  Street  317  South  Tryon  Street 

Boston.  Moss.  Charlotte,  N.  C. 


EE 


^^How^s  Business?^^ 


When  Mac  Hutchens  writes  his  weekly 
column  UNDER  THE  SURFACE  for  the 
Globe-Democrat  it’s  strictly  business.  Because 
that’s  Mac’s  beat— the  business  world  and  its 
problems— not  just  the  how,  but  who,  what, 
and  where  as  well. 


Whatever  Mac  writes  finds  favor  with  all  levels  of 
the  business  community — from  the  corporation  executive 
to  the  business-minded  housewife. 


The  reason,  we  think,  is  his  ability  to  write  interestingly 
and  authoritatively  on  a  wide  field  of  subjects.  Subjects 
that  cover  everything  from  real  thought-twisters  like  the 
Gold  Standard  to  such  down-to-earth  problems  as  the 
importance  of  life  insurance  for  new  fathers. 


theyM 
produci 
n  isRK 
acial  to 
thty  do 
imeotal' 
at  qoes- 


For  instance,  not  so  long  ago,  Mac  gave  some  advice  to 
widows  on  how  to  handle  the  immediate  problems  of  their 
estates.  Individual  requests  for  copies  of  the  column  poured 
in.  Business  magazines  carried  the  article  and  several  insur¬ 
ance  companies  placed  a  copy  with  each  of  their  “life”  policies. 
Tens  of  thousands  of  reprints  were  made  and  requests  are  still 
being  received. 

This  is  truly  a  significant  and  impressive  response  from 
newspaper-reading  St.  Louis  to  Mac  Hutchens. 
Or  to  put  it  another  way,  it’s  proof,  beyond  a 
doubt,  that  his  column  UNDER  THE  SURFACE 
brings  TO  the  surface  an  amazingly  alert  and 
broad  following.  Another  example  of  what 
we  mean  when  we  say  . . . 


wonder, 
he  sod- 
indeco- 
V  auiy 
igaziiie 
tn,  Nit- 
Businas 
IT  of  tbe 
riodicals 
Id  have 


Wide  awake  St.  Louis  reads  the  morning  Globe 
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CLASSIFIED  CLINIC 


Some  Experts  View 
Help  Wanted  Future 


By  Daniel  L  Lionel 
CAM.  Brooklyn  (N.  Y.)  Eagle 


Probably  one  of  the  most  per¬ 
plexing  problems  brought  to  the 
recent  ANCAM  Convention  was 
the  question  of  the  fate  of  Em¬ 
ployment  Advertising.  Bulking 
large  on  virtually  every  newspa¬ 
per,  “Help  Wanted”  accounts  for 
as  much  as  50%  of  the  total  Clas¬ 
sified  volume  on  some  major  met¬ 
ropolitan  newspapers,  consequent¬ 
ly  it  is  safe  to  say  that  in  the  pe¬ 
riod  ahead,  as  “Help  Wanted” 
goes,  so  goes  Classified. 

Assigned  to  evaluate  this  tick¬ 
lish  subject  was  C.  M.  Carroll, 
CAM,  New  York  Times,  who  for 
a  number  of  years  has  headed 
ANCAM’s  standing  “Help  Want¬ 
ed”  Committee.  Mr.  Carroll  was 
leader  of  a  panel  on  the  subject  of 
“The  Future  of  Help  Wanted,”  in 
which  he  enlisted  the  aid  of 
Charles  Horn,  Los  Angeles  (Calif.) 
Examiner-,  H.  D.  Bendinger,  Mil¬ 
waukee  (Wis.)  Journal,  Walter 
Lehmann,  San  Antonio  (Tex.) 
Express-News,  and  this  writer.  The 
panel  members  sent  question¬ 
naires  to  top  personnel  people  in 
their  particular  areas  and  at  the 


We 

‘Really' 

Mean 

msw. 


•  When  Burgess  Mats  reach  the 
user,  they  still  retain  ’’seasoning  room”  consistency. 
Why . . .  because  each  bundle  of  mats  is  wrapped  in 
waxed  kraft  paper— reinforced  by  special  paper  made 
of  two  sheets  of  kraft  paper  with  a  layer  of  asphalt 
between.  Every  opening  is  carefully  sealed  with  gummed 
tape.  Thus  packed,  Burgess  Mats 
neither  lose  or  take  on  moisture. 

'Hie  result— Burgess  Mats  reach 
you  Factory  Fresh. 


BUR«ESS  CELIULOSE  COMPANY 

Monufactufsrt  anS  Oitiribufert 
of  Burgati  Chrom*  and  Tono-Tax  Mat* 
Fraasort,  IHInol* 


Eisenhower  in  talking  about  his  de-  A  further  indication  that  Fed-^ 
fense  plans  is  that  he  favors  level-  eral  budget  slicing  has  not  deaiy 


convention  reported  on  the  re¬ 
sults  of  their  surveys.  Mr.  Carroll 
is  now  tabulating  the  four  indi¬ 
vidual  studies  and  will  soon  make 
public  the  general  result. 

Guarded  Optimism 

In  his  introductory  remarks  at 
the  convention,  Mr.  Carroll  at¬ 
tempted  to  view  the  national  Em¬ 
ployment  Advertising  picture  as  a 
whole,  and  he  expressed  a  guarded 
optimism  about  its  future. 

Considering  first  the  proposed 
1954  defense  budget  slash  of  $5Vi 
billion,  he  said: 

“While  I  do  not  have  a  break¬ 
down  to  show  how  this  cut  will  af¬ 
fect  the  production  of  new  arma¬ 
ment,  it  is  obvious  that  defense 
manufacturing  in  various  fields  will 
be  curtailed  and  that  the  number 
of  workers  required  will  be  less. 
The  net  result,  as  far  as  Help 
Wanted  linage  is  concerned,  may 
be  rather  spotty  for  some  time  to 
come,  depending  upon  the  kind  of 
manufacturing  which  predomi¬ 
nates  in  a  given  area.  Etae  point 
stressed  right  along  by  President 


Classified  the  expected  body  bio* 
i j  revealed  in  a  study  just  issued  bj 
E.  K.  Davis  and  Bros.,  Philadi 
phia  advertising  agency.  In  a  sur¬ 
vey  covering  “174  Major  Lab« 
Market  Areas,”  it  is  revealed  tk 
fewer  newspapers,  by  a  substantial 
margin,  are  reporting  losses  in  Em¬ 
ployment  advertising  for  the  firs 
four  months  of  this  year  than  for 
a  like  period  in  1952. 

Number  of  Cities  Losing  in 
Help  Ads 

19S2  Ti.  1951 


44 

41 

59 

65 


1953  n.  lie 

29 

27 
15 

28 


ing  off  production  for  a  long  term 
pull,  rather  than  striving  for  a  high 
peak  and  then  taking  a  sharp  drop 
all  at  once. 

“This  could  mean  that  defense 
production — and  Help  Wanted 
linage  along  with  it — will  reach  a 
lower  level  and  stay  there.  From 
our  own  selfish  viewpoint  as  Clas¬ 
sified  Managers,  1  should  think  this 
would  be  preferable  to  hitting  a 
peak  which  we  know  can  never  be 
maintained  and  then  having  the 
liottom  drop  out.  Some  of  us  can 
remember  what  happened  to  Help 
Wanted  volume  in  the  early  thir¬ 
ties  following  a  boom  period.  I 
hope  we  never  have  to  go  through 
another  such  experience.” 

The  Potential 

After  indicating  that  defense 
production,  in  one  form  or  an¬ 
other,  will  be  with  us  for  some 
years  to  come,  Mr.  Carroll  turned 
his  attention  to  the  prospects  for 
civilian  production  and  the  Em¬ 
ployment  Advertising  potential  in 
this  category.  He  said: 

“For  years,  our  economy  has 
been  closely  tied  up  with  war,  or 
the  threat  of  war.  It  has  been  a 
dual  economy  based  upon  the  pro¬ 
duction  of  both  defense  material 
and  consumer  goods.  In  many 
fields,  the  emphasis  on  defense 
production,  plus  a  shortage  of  raw 
materials,  has  meant  that  the  avail¬ 
able  supply  was  far  behind  con¬ 
sumer  ^mands.  It  is  hardly  nec¬ 
essary  to  remind  you  about  the 
‘under  the  table’  bonuses  some 
people  were  paying  to  get  what 
they  wanted.  And  that  was  not 
very  long  ago.  But  now  things  are 
different.  We  are  back  in  a  buy¬ 
ers’  market,  and  the  public  knows 
it. 

“Even  though  we  may  be  ap¬ 
proaching  a  period  of  over-produc¬ 
tion  in  some  fields,  there  is  plenty 
of  opportunity  to  sell  more  things 
to  more  people.  Our  present  high 
I'ving  standards  are  what  has  made 
America,  and  there  is  lots  of  room 
to  raise  these  standards  to  an  even 
higher  level,  through  intelligent, 
hard-hitting  salesnumahip. 

‘Then,  too,  there  are  new  hori¬ 
zons  before  us.  As  competition  for 
the  consumer  dollar  gets  keener, 
there  will  be  all  sorts  of  new  prod¬ 
ucts  and  processes.  Many  of  them 
have  been  hdd  back  until  now,  be¬ 
cause  of  uncertain  world  condi¬ 
tions,  and  are  bound  to  develop  at 
a  high  rate  once  they  really  get 
started.  Take  color  television,  3 

dimensional  movi^  and  iiltra4dgh  - 

frequency  television  stahons,  to  as  -part  of  a  public  relatioas  iw 
name  just  a  few.  Is  there  any  Tea-  for  the  indnstry  by  the  Asioeistw 
son  why  Help  Wanted  advertising  Fur  Mannfact^rs,  Inc. 
should  not  play  an  important  part  the  first  steps  in  the  PR  job.  ^ 
in  assisting  American  industry  to  kh  was  preceded  by  For  Bmn*- 
gear  itself  to  this  changing  econ¬ 
omy,  just  as  it  has  helped  in  the 
recruitment  of  workers  for  defense 

production?  Shouldn’t  we,  as  Clas-  _ ,  — „  - - - 

sified  Managers,  be  thinking  in  ut^  to  retailers,  contains  paaq*' 
that  direetkm,  rather  than  worry-  lets,  feature  stories,  and  su|l*f 
ing  about  linage  we  are  some  day  tions  for  tie-ins  with  local  proffl®' 
bound  to  lose  anyway?”  tion  plans  invrdving  all  media. 
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Here  is  a  summary  of  how  G«- 
ald  G.  Griffin,  head  of  B.  K.  Davis, 
which  specializes  in  Employmei: 
Advertising,  views  the  future: 

“1.  It  isn’t  desirable  for  govern¬ 
ment  or  business  to  halt  or  reverse 
its  course  quickly  when  its  activi¬ 
ties  are  in  what  might  normally  be 
considered  as  high  gear.  This  is 
particularly  true  of  a  new  admin¬ 
istration  which  represents  a  parts 
which  has  not  been  in  control  of 
the  government  for  20  years. 

“2.  Current  facts  on  industrial 
production,  stretching-out  of  gov¬ 
ernment  defense  orders,  higher  in¬ 
ventories  and  shorter  delivery  dates 
are  indicative  of  a  leveling-off  in 
most  all  lines  of  business,  with  a 
possibility  of  this  condition  being 
reflected  later  in  Help  Wanted 
Engineers  and  Female  office  help 
may  be  an  exception. 

“3.  An  increase  of  26,000,000  in 
our  population  since  1940,  plus  a 
conservatively  estimated  growth  in 
population  from  today’s  158,000,- 
000  to  193,000,000  by  1975  pro¬ 
vides  challenging  problems  for 
business  and  industry  that  should 
keep  employment  at  a  satisfactory 
economic  level  for  years  to  come, 

“4.  As  long  as  there  is  a  Russia 
there  will  be,  of  necessity,  a  con¬ 
tinuing  need  for  many  men  and 
women  in  the  various  branches  of 
government  and  the  armed  ser¬ 
vices,  both  at  home  and  abro^: 
the  uncertainty  of  war  wiU,  in  it¬ 
self,  require  a  constant  supply  of 
defense  items  for  use  by  our 
emment  as  well  as  our  allies.' 

■ 

Fur  Monulaciurers 
Oiler  Promotion  Kit 

Five  hundred  fur  industry  pro¬ 
motion  kits  are  going  to  newsp^ 
fa^km  editors  and  radio  and  te» 
stadkM  around  the  comb? 


ment  Week,  sponsored  in  coiqunc- 
tion  with  Women’s  Wear  Dalh\ 
The  “Fun  As  Gifts” 
kit,  which  is  also  being  diitr^ 
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The  Cleveland  Press 


HOW  TO  TURN 

Grocery  Shopping  into  Greater  Profits 


These  are  dollar-stretching  days  — 

Cleveland  housewives  stretch  their  food  dollars  by 
shopping  the  ads  in  the  Press  —  the  paper  that  is  their 
best  shopping  aid  with  the  greatest  number  of  food  listings. 


They  know  that  the  Press  is  preferred  by  all  grocery 
store  advertisers  —  independents  and  chain  groups  alike. 
Alert  food  product  advertisers  choose  the  Press,  too. 


Because  the  Press  gives  them  greater  shopping  opportunity 
\  ...  more  abundantly  ...  7  out  of  10  Cleveland 

\  housewives  read  the  Press.  This  means 

I  greater  profits  for  advertisers. 


MARKET  INFORMATION 
FOR  ADVERTISERS: 


CLEVELAND  HOME  INVENTORY 

—  a  2%  cross-section  of  buying 
habits  and  food  products  in  the 
home.  CLEVELAND  CONSUMER 
PANEL  —  500  typical  Cuyahoga 
County  families  reporting  food 
purchases  manthly. 

GROCERY  DISTRIBUTION  STUDY 

—  annual  commodity  check  of 
independents  and  chain  stores. 
CUYAHOGA  COUNTY  LIST  OF 
FOOD  OUTLETS  .  .  . 


The  leader  in  this  $458,874,000  Food  Market 


serving  312,730  famiies  every  day 


S.F.  Dailies  Win 
Commendation 
On  Two  Counts 

San  Francisco— The  four  daily 
newspapers  of  this  city  won  com¬ 
mendations  on  both  “racket-bust¬ 
ing”  and  civil  defense  counts  this 
month.  Additionally,  the  dailies 
were  praised  for  setting  an  example 
in  perfecting  their  own  disaster 
plans. 

Newspapers  elsewhere  are  fol¬ 
lowing  the  San  Francisco  dailies’ 
example  in  setting  up  disaster 
plans  in  that  the  local  press 
has  set  the  pace  nationally,  report¬ 
ed  Admiral  A.  G.  Cook,  U.S.N. 
retired  and  director,  San  Francisco 
Disaster  Council. 

Admiral  Cook  reported  16,000 
volunteers  in  Civil  Defense,  which 
he  described  as  “about  half  of  the 
hard  core  being  built  up  for  a 
major  emergency.  There  have  been 
increases  in  volunteers  each  month 
since  August,  1950. 

“This  healthy  and  steady  de¬ 
velopment,”  he  said,  “is  due  in  no 
small  measure  to  the  intelligent 
and  continual  support  of  our  news¬ 
papers. 

“Also,  I  notice  that  other  cities’ 
newspapers  are  following  San 
Francisco’s  dailies,  all  four  of 
which  have  their  emergency  plans 
not  only  within  their  plants  but  in 


Cline-Westinffhouse 

DBIVE  EQUIPMENT 

Unit  and  Group  Press  Drives 
Controls . . .  Reels . . .  Tensions 
Speed  Pasters 

...provide  real  production  economy  in 
leading  newspaper  pressrooms  all  over 
America  and  throughout  the  world. 

CUne  Electric 

MANUFACTURING  COMPANY 
3405  W.  47th  St.,  Chicago  32 
Sun  Francisco  8  •  New  York  17 


AT  RODEO  and  Barbecue  of 
National  Press  Club,  Fort  Hunt, 
Va.  on  June  13,  a  Texas  hat  for 
President  Eisenhower  is  presented 
by  Ernie  Kehr  of  the  New  York 
Herald  Tribune  (in  Indian  attire) 
to  club  president  Ted  Koop  of 
CBS.  More  than  3,000  attended. 


regard  to  production  and  distribu- 
tion.” 

Publishing  the  list  of  Civil  De¬ 
fense  classes  weekly,  Admiral 
Cook  said,  was  termed  an  “out¬ 
standing  cooperation”  and  an¬ 
other  San  Francisco  first. 

On  the  “racket”  front,  coopera¬ 
tion  of  publishers  and  advertising 
executives  was  important  in  break¬ 
ing  up  an  invasion  of  fly-by-night 
salesmen  in  the  home  moderniza¬ 
tion  field,  the  Better  Business  Bu¬ 
reau  said.  In  a  siunmarization  of 
this  campaign,  the  BBB  displayed 
a  double-spread  reproduction  of 
newspaper  headlines  and  stories. 


mTwspaPER  NEWSSi 


•  Anstr  alia 

*  Hi*  only  journal  giving  tha 
now*  of  advartisart,  advartii- 
big  agonft,  publishing,  print¬ 
ing  and  commareial  radio  in 
Australia  and  Now  Zaaland. 

If  you  ara  planning  solas 
campaigns  or  ara  intarostad 
In  thasa  tarritorias  raad 

NEWSPAPER  NEWS 

IB  Haailtea  Stroaf 
Sydaoy,  Auatralio 

Published  Monthly, 

One  Year  Subscription  SS.SS 


LOCKWOOD  GREENE 


ENGINEERS- ARCHITECTS 

10  ROCKEFELLER  PLAZA  40  CENTRAL  ST.  MONTGOMERY  BLOG. 
NEW  YORK  20  BOSTON  9  SPARTANBURG  S.C. 
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AMERICA  KEEPS  MOVING 


POPULATION 


,gd.._tha»'sthe«x-' 
jSis  marke*,  America' 
haven't  stopped  eit 
half.million  people  he 

bring  the  cortentcoun 
a/it-sgoodtorememl 

,  is  the  heart  ot  the  n 

vou  market-wide 


'■They  came,  they  I 
the  growth  of  the 
Phenomenal  leaps  in  p 
,he  last  census,  appp™ 

in  los  Angeles  t-r 

V/hen  you're  selling  in 

County  including 
The  los  Angeles  T 


EMPLOYMENT 


The  number  of  people  with  jobs  has  jumped  25%  since  the  1950  census. 
This  brings  the  gainfully  employed  group  in  the  metropolitan 

area  to  a  record  high  of  2,117,800.  There's  a  broad  base  to  this 
employment  picture — the  Los  Angeles  market  ranks  with  the 
leaders  nationally  in  value  of  manufactured  goods  in  many 
categories  but  it  ranks  still  higher  in  the  number  of  plants.  There  isn't  apt 
to  be  any  slack  due  to  one-industry  or  one-plant  curtailment. 


LOS  ANGELES  IS  AMERICA'S  MARKET 
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INCOME 

Considering  civilian  residents  only  (and  the  Los  Angeles  market 
has  quite  a  military  establishment  as  a  plus)  income  in  1952  was 
estimated  at  914  billion  dollars  or  an  increase  of  22.9% 
over  the  1950  figure.  This  increase  is  piled  on  top  of  a  226% 

rise  in  the  1940-1950  decade.  The  Los  Angeles  County 
market  is  a  unique  combination  of  urban  and  rural  pursuits: 
the  industrial  and  commercial  incomes  are  augmented  by  the  largest 
gross  cash  farm  income  of  any  county  in  the  United  States. 


DWELLING  UNITS 

In  1940,  the  U.  S.  Census  reported  961,531  dwelling  units  in 
Los  Angeles  County.  This  figure  increased  a  fiat  50%  to  1,442,691  in 
the  1950  census.  The  number  of  dwelling  units  was  1,645,678  at  the  close  of 
1952 — up  another  14.1%.  Rate  of  increase  of  the  Los  Angeles  Times' 
home-delivered  circulation  has  been  commensurate.  The  Times  has  the 
largest  home-delivered  circulation  of  any  newspaper  in  the  West  with 
more  than  75%  of  daily  Times  readers  taking  the  paper  at  home. 


RETAIL  SALES 

The  Los  Angeles  market  is  third  in  the  nation  in  retail  sales.  The  1952 
total  of  $5,683,608,000  was  surpassed  only  by  New  York  City's 
5  counties  and  Cook  County,  Illinois.  This  Los  Angeles  figure  represents 
a  26%  increase  over  the  1948  total.  On  a  per  capita  basis,  retail 
sales  for  Los  Angeles  County  were  approximately  $1300 — 

almost  25%  above  the  '.ation's  average.  Los  Angeles 
County  has  23%  of  the  total  retail  sales  in  the  1 1  western  states. 


H 


I 


THE  TIMES  IS  LOS  ANGELES'  NEWSPAPER 
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HtVUSPAPW  »H  WAtWtAS 


First  By  Far 

CIRCULATION 


The  Los  Angeles  Times 
has  the  largest  daily,  Sunday  and  home-delivered 
circulation  of  any  newspaper  west  of  Chicago.  Now, 
The  Times  has  more  than  400,000  circulation 
week-days  and  almost  800,000  Sundays.  More 
than  3  out  of  4  daily  Times  readers  have  the 
newspaper  delivered  to  their  homes. 


ADVERTISING 


In  its  field,  the  Los  Angeles 
Times  is  first  by  far  in  advertising  —  the  leader  in 
Total  Advertising,  Display  Advertising,  Retail 
Advertising,  Department  Store  Advertising,  General 
Advertising,  Classified  Advertising  .  .  .  first  in  90 
out  of  113  classifications  listed  by  Media  Records. 


REPRESINTCP  P.Y  dCRfSMER  AND  WOODWARD,  NEW  YORK,  CHICAGO.  DETROIT,  ATLANTA  AND  SAN  FRANCISCO 


CCWTROLIERS  INSTITUTE 

13  Steps  Are  Outlined 
For  Financial  Reports 


Montreal — ^Newspapers  gener¬ 
ally  lag  behind  other  business 
groups  in  the  preparation  and  pre¬ 
sentation  of  annual  financial  state¬ 
ments,  speakers  on  that  subject 
agreed  at  the  National  Spring 
Meeting  of  the  Institute  of  News¬ 
paper  Controllers  and  Finance  Of¬ 
ficers  here  June  17-19. 

One  exception  to  the  rule  is  the 
annual  report  of  the  Milwaukee 
(Wis.)  Journal,  which  includes 
coverage  of  employe  benefits,  ex¬ 
penses,  wages  and  dividends.  A 
graphic  presentation  of  the  Jour¬ 
nal’s  report  was  given  by  that  pa¬ 
per’s  secretary  and  assistant  treas¬ 
urer,  Peter  King.  He  stressed  the 
importance  of  including  informa¬ 
tion  in  annual  reports  of  interest 
to  employes  and  shareholders 
alike,  and  urged  the  Institute  dele¬ 
gates  to  prepare  easily  understand¬ 
able  reports. 

Terms  Explained 

Mr.  King  noted  that  more  than 
80  per  cent  of  the  Journal’s  income 
was  spent  on  newsprint  and  labor 
costs.  He  explained  that  facts  like 
these  were  played  up  in  the  report 
because  55  per  cent  of  the  paper’s 
shares  are  held  by  employes.  To 
belp  employes  and  other  share¬ 
holders  to  better  understand  the 
problems  faced  in  the  publishing 
field,  the  1953  report  will  include 
an  innovation — a  glossary  of  finan¬ 
cial  terms. 

The  Milwaukee  newspaper,  Mr. 
King  reported,  uses  slides  and  il¬ 
lustrated  charts  at  shareholders’ 
meetings  to  supplement  the  printed 
version  of  the  report. 

J.  A.  Wilson,  senior  partner  in 
the  Montreal  accounting  firm, 
George  A.  Touche  &  Co.,  who  took 
part  in  the  symposium,  said  that 
many  financial  statements  fall 
sliort  of  the  mark  because  “they 
are  aimed  in  the  general  direction 


H.  Stanley  Sainthill,  auditor,  Tor- 
OTto  Star,  and  Harold  Ferguson, 
business  manager,  Newsday,  Long 
Island. 
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of  everyone  without  dealing  with 
the  requirements  of  anybody.” 

“In  preparing  such  reports  it  is 
important  to  keep  in  mind  the  use 
for  which  they  are  intended  and 
the  ability  of  the  reader  to  under¬ 
stand  them,”  the  speaker  declared. 
“Certainly,  the  gap  between  a  re¬ 
port  prepared  exclusively  for  a 
banker  and  one  produced  exclu¬ 
sively  for  factory  employes  would 
be  very  wide  indeed.” 

Steps  Recommended 

Mr.  Wilson  advised  these  steps; 

1.  Prepare  the  report  in  the  light 
of  the  particular  circumstances  of 
the  company  and  the  people  inter¬ 
ested  in  it. 

2.  Ascertain  what  group  or 
groups  of  persons  the  report 
should  be  designed  to  reach. 

3.  Consider  how  best  to  satisfy 
each  group — whether  by  one  re¬ 
port  or  several  integrated  reports. 

4.  Find  out  the  level  at  which 
the  report  or  reports  must  be  writ¬ 
ten  from  the  point  of  view  of  read¬ 
ability  and  comprehension. 

5.  Learn  how  to  use  to  the  best 
advantage  existing  facilities  for  dis¬ 
tributing  information. 

6.  Consider  the  cost  involved 
and  determine  a  reasonable  budget 
in  relation  to  the  benefits  to  be  ob¬ 
tained  from  the  report. 

7.  Avoid  complicated  statements 
of  financial  facts. 

8.  Do  not  “dress  up”  a  report  as 
a  means  of  camouflaging  failure  to 
provide  adequate  financial  infor¬ 
mation. 

9.  Don’t  overdo  the  art  work, 
because  its  value  is  limited. 

10.  Inquire  to  what  extent  cer¬ 
tain  information  would  be  better 
disseminated  by  separate  mailing 
of  special  letters  or  advertising  ma¬ 
terial,  aimed  in  the  proper  direc¬ 
tion  of  the  specific  groups  inter¬ 
ested. 

11.  Include  human  interest  items 
which  will  give  a  better  under¬ 
standing  of  the  company  and  its 
operations. 

12.  Do  not  neglect  employe  re¬ 
lations.  Keep  in  mind  particularly 
that  cr«ployes  like  to  see  some 
evidence  of  tneir  efforts  being  rec¬ 
ognized  by  management. 

13.  Remember  that  sharehold¬ 
ers,  employes  and  others  like  to 
know  something  about  the  direc¬ 
tors  and  officers  running  the  com¬ 
pany.  Consider  giving  additional 
detail,  such  as  pictures  and  biog¬ 
raphies. 

Newsprint  Picture 

Speaking  on  “Cost  and  Produc¬ 
tion  Factors  in  the  Newsprint  In¬ 
dustry,”  W.  E.  Soles,  vicepresident, 
Anglo^anadian  Paper  Mills,  em¬ 
phasized  the  close  balance  of  sup¬ 
ply  and  demand  of  newsprint. 

“The  difference  between  world 

jr  June  27,  1953 


AT  RECEPTION  of  the  Institute  of  Newspaper  Controllers  and  Fi¬ 
nance  Officers,  June  17,  at  Montreal:  left  to  right — John  G.  McCon¬ 
nell,  publisher  of  the  Montreal  Star;  T.  F.  Mowle,  controller.  Wall 
Street  Journal,  New  York;  C.  Arthur  Weis,  vicepresident  and  treasur¬ 
er,  St  Louis  Globe-Democrat,  who  is  president  of  INCFO,  and  George 
Ferguson,  editor  in  chief,  Montreal  Star. 


productive  capacity  and  demand 
seems  to  be  only  about  2%  of 
total  consumption,  but  this  small 
excess  is  now  on  the  side  of  pro¬ 
ductive  ability  instead  of  unfilled 
demand,”  he  related.  “World  sta¬ 
tistics  show  that  the  situation  is 
very  close  indeed  to  a  balance  and 
that  the  free  supply  situation  is  pre¬ 
carious.  These  statistics  suggest  an 
excess  of  annual  capacity  in  the 
world  of  roughly  200,000  tons, 
which  is  not  large  when  consid¬ 
ered  in  relation  to  the  free  world 
consumption  of  better  than  10,- 
000,000  tons.  The  excess  is  much 
less  than  the  average  annual  rate 
of  growth  of  annual  demand,  and 
it  is  even  less  than  the  annual  in¬ 
crease  of  consumption  outside 
North  America  in  recent  years. 
Obviously,  a  balance  as  close  as 
this  cannot  be  expected  to  last 
very  long. 

“It  is  important  to  note  that  in 
the  pulp  and  paper  industry,  news¬ 
print  will  have  to  compete  more 
and  more  with  tissue,  boxboard 
and  rayon,  not  only  for  the  wood, 
but  also  for  the  capital.  It  will 
have  to  be  as  profitable  to  turn 
wood  into  newsprint  as  it  is  to  turn 
it  into  other  products.” 

The  convention  concluded  with 
a  forum  on  “Accounting  and  Con- 


J.  P.  Dion,  secretary-treasurer.  La 
Presse,  Montreal,  and  R.  H.  Wills, 
treasurer,  Times-World  &  News, 
Roanoke,  Va.,  first  vicepresident 
of  the  Institute. 


trollership  Problems,”  presided 
over  by  Robert  P.  Hunter,  con¬ 
troller,  Birmingham  (Ala.)  News 
Age-Herald.  The  panel  members 
were:  J.  W.  Best,  Richmond  (Ind.) 
Palladium-Item;  Lyle  Erb,  Feder¬ 
ated  Publications,  Inc.,  Battle 
Creek,  Mich.;  George  W.  Mcln- 
erney,  Philadelphia  (Pa.)  Inquir¬ 
er;  F.  W.  Pollard,  Brantford  (Ont.) 
Expositor;  Melvin  M.  Sikes,  San 
Bernardino  (Calif.)  Sun  and  Tele¬ 
gram,  and  Ida  W.  Zoch,  Decatur 
Newspapers,  Decatur,  Ill. 

Camillien  Houde,  Mayor  of 
Montreal,  addressed  the  delegates 
at  a  luncheon  session  on  June  19. 
He  was  introduced  by  J.  P.  Dion, 
secretary-treasurer  of  La  Presse. 
Other  guests  from  the  Montreal 
newspaper  field  were:  Rene  De¬ 
cary  of  Le  Canada;  H.  Larkin, 
editor  of  the  Gazette;  Mark  Far¬ 
rell,  general  manager,  Montreal 
Standard  Publishing  Company; 
Craig  Ballantyne,  executive  edi¬ 
tor,  Weekend  Picture  Magazine; 
and  George  Ferguson,  editor-in- 
chief,  Montreal  Star. 

The  convention  register  listed 
118  INCFO  members. 

■ 

L.  A.  Times-Mirror 
Adds  12  Hoe  Units 

Los  Angeles  —  The  Times- 
Mirror  Company  is  augmenting 
pressroom  equipment  in  its  new 
plant  with  four  more  Hoe  Color- 
Convertible  press  units  and  a 
double-delivery  folder.  Eight  addi¬ 
tional  units  and  two  more  Hoe 
folders  are  to  be  installed  later 
this  year. 

When  the  installation  is  com¬ 
pleted,  the  Los  Angeles  Times  and 
the  Mirror  will  have  a  total  of  64 
Hoe  units  in  its  newspaper  press¬ 
room,  on  which  complete  ROP 
color-printing  facilities  are  avail¬ 
able.  This  will  make  it  the  largest 
newspaper  plant  west  of  Chicago, 

For  printing  comic  sections,  the 
Times  employs  a  26-cylinder  close- 
coupled  Hoe  Multi-Color  press, 
installed  in  the  postwar  pericnl.  In 
addition  to  this  equipment,  eight 
Hoe  units  are  used  in  the  Times 
Mirror  Press  plant  for  printing 
telephone  directories. 
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EXECUTIVE  ORDER 

PRESIDENT  EISENHOWER  has  displayed 

his  high  regard  for  the  people’s  right  to 
know  with  his  proposed  executive  order  deal¬ 
ing  with  defense  information.  The  order  is 
responsive  to  the  complaints  lodged  by  news¬ 
paper  editorial  groups  against  former  Presi¬ 
dent  Truman’s  all-inclusive  Order  10290. 

President  Eisenhower’s  proposal  is  unusual 
in  that  it  asks  for  study  and  comment  by  the 
press  and  government  officials  before  it  be¬ 
comes  effective.  Whether  press  criticisms  and 
suggestions  will  be  accepted  is  unknown — but, 
at  least,  the  opportunity  is  there. 

Four  main  points  of  criticism  of  Truman’s 
order  have  been  accepted  by  Eisenhower: 

1.  For  almost  two  years  under  the  Truman 
order,  every  bureau,  agency  and  department 
in  Washington  has  had  the  authority  to  classi¬ 
fy  matter  they  considered  to  involve  “security 
information.”  Under  the  Eisenhower  order, 
29  purely  civilian  agencies  not  dealing  with 
security  or  defense  matters  no  longer  have 
the  authority  to  classify  information. 

2.  The  previous  order  permitted  delegation 
of  authority  to  classify  information  to  sub¬ 
executives  in  all  agencies  and  bureaus.  It  was 
believed  that  much  information  of  a  non-de¬ 
fense  nature  was  being  withheld  from  the 
public  for  various  reasons.  Now,  in  16  non¬ 
military  bureaus  only  the  chief  executive  in 
each  instance  has  classification  authority.  No 
delegation  is  permitted. 

3.  Opportunity  for  abuse  of  the  order  has 
been  narrowed  through  more  explicit  defini¬ 
tions  of  security  classifications — “top  secret.” 
"secret”  and  “confidential” — and  elimination 
of  the  “restricted”  category. 

4.  The  new  order  calls  for  continuing  re¬ 
view  of  classified  information  for  the  purpose 
of  declassification  or  downgrading  material 
when  national  defense  conditions  permit  it. 
One  of  the  most  often  repeated  criticisms  of 
the  Truman  order  was  that  there  was  no  pro¬ 
vision  for  a  concurrent  review. 

Newspapermen  may  find  some  bugs  in  the 
Eisenhower  order  that  we  haven’t  spotted. 
If  so,  they  should  address  their  comments  to 
the  White  House.  We  are  inclined  to  agree 
with  Attorney  General  Brownell’s  statement 
that  the  order  will  protect  “every  requirement 
of  national  safety  and  at  the  same  time  will 
honor  the  basic  tenets  of  freedom  of  informa¬ 
tion  which  are  so  vitally  important  to  the 
preservation  of  our  form  of  government.” 


EDlTCiRIAL 


RESULTS  OF  SECRECY 

A  YEAR  ago.  Editor  &  Publisher  attacked 
a  ruling  by  the  Wisconsin  attorney  gen¬ 
eral  which  stated  that  newspaper  reporters 
have  no  right  to  inspect  the  records  of  police 
officers.  (E  &  P,  Sept.  6,  page  32.)  We  stated: 
“There  should  never  be  a  situation  in  this 
country  where  local  government  authorities 
have  the  power  of  censorship,  the  power  to 
withhold  or  release  information  at  their  own 
discretion  according  to  their  own  whim  or 
desire.” 

As  a  result  of  this  ruling  a  police  chief  in 
Lake  Geneva,  Wis.,  this  week  not  only  closed 
his  records  to  the  press  but  announced  that  he 
alone  would  decide  what  police  news  should 
be  published.  Nothing  should  be  more  dis¬ 
tasteful  to  the  people  of  this  country  than  to 
have  a  local  police  official  set  himself  up  as 
censor  to  decide  how  much  of  his  activities 
should  be  revealed  to  the  public. 


The  heart  of  the  prudent  getteth  knowledge; 
and  the  w-ise  seeketh  knowledge. — ^Proveibs, 
XVIII;  15. 


FREEDOM  TO  CRITICIZE 


WHERE  ELSE  but  in  America  will  you  see 
a  man  presenting  an  award  for  the  “best 
editorial”  to  the  editorial  which  had  roundly 
criticized  some  previous  action  of  his? 

Some  months  ago  President  C.  E.  Brehm 
of  the  University  of  Tennessee,  at  the  urging 
of  the  American  Legion  in  Knoxville,  can- 
called  a  campus  showing  of  some  old  Charlie 
Chaplin  movies  and  a  Russian-made  film 
about  Peter  the  Great.  The  Morristown 
(Tenn).  Sun  strongly  criticized  President 
Brehm  for  his  actions  saying  “a  university 
president’s  job  is  that  of  providing  a  strong 
campus — particularly  with  regard  to  ideas.” 

Last  week  the  Sun’s  editorial  won  the  Ten¬ 
nessee  Press  Association  contest  for  the  “best 
single  editorial.”  Judging  had  been  done  by 
the  University  of  Michigan  journalism  faculty. 
But  the  award  was  presented  by  President 
Brehm,  who  commented:  “Certainly,  no  one 
believes  more  in  freedom  of  the  press  than  I 
do.  The  right  of  an  individual  to  have  con¬ 
victions  and  the  right  to  express  them  have 
made  this  a  great  country.  This  is  the  corner¬ 
stone  of  an  enduring  democracy.” 

Congratulations,  Dr.  Brehm! 


MORE  COLOR 


WE  WANT  to  emphasize,  applaud  and  re¬ 
iterate  the  words  expressed  by  ANPA  Presi¬ 
dent  George  Biggers  urging  more  color  print¬ 
ing  in  newspapers. 

Mr.  Biggers  said:  “It  is  absolutely  neces¬ 
sary  that  advertisers  use  color  in  portraying 
their  merchandise  or  package  to  the  reader; 
or  to  attract  attention  to  their  copy  whether 
it  be  produce  or  a  service  advertising.  They 
must  improve  the  effectiveness  of  their  adver¬ 
tising  in  newspapers,  and  color  is  the  best 
possible  way  to  do  it.” 

In  addition  to  that,  it  seems  to  us  that  both 
editorial  and  advertising  color  in  newspapers 
is  a  “must”  for  purely  competitive  reasons — 
competition  with  other  media  for  both  the 
advertiser’s  dollar  and  the  reader’s  time.  We 
would  put  the  latter  first  in  importance.  If 
the  newspaper  captures  the  readers,  the  adver¬ 
tisers  will  fall  in  line. 

The  American  audience  has  been  educated 
to  expect  color  in  profusion  in  about  every¬ 
thing  he  sees.  Magazine  and  movie  color 
have  become  almost  commonplace.  TV  color 
is  on  the  horizon. 

Many  newspapers  print  excellent  advertis¬ 
ing  color.  But  only  a  handful  have  tried  ed¬ 
itorial  color  and  only  one  uses  it  daily.  It  has 
got  to  become  more  common. 


CRITICISM  OF  SELLING 

WE  GET  a  little  tired  of  advertising  agency 

executives  who  speak  to  newspaper  groups 
and  criticize  newspaper  space  selling  practices 
for  concentrating  too  much  on  con^ting 
with  each  other  instead  of  selling  newspi^ien 
as  a  medium.  The  speech  has  been  given  so 
often  it’s  outmoded — not  to  mention  slightly 
inaccurate.  William  H.  Howard,  vicepresident 
of  Young  &  Rubicam,  did  it  again  this  week 
in  Boston  before  the  New  England  Advertis¬ 
ing  Executives  Association. 

There  was  a  time  when  every  word  of  the 
criticism  was  true  and  justified.  But,  generally 
speaking,  it  ain’t  so  any  longer.  Naturally, 
newspapers  competing  in  the  same  market  do 
their  best  to  get  the  business  instead  of  seeing 
it  go  to  a  competitor.  Each  one  thinks  his  is 
the  best  medium  in  the  market  for  the  adver¬ 
tiser’s  message.  And  any  salesman  who  didn’t 
bend  every  effort  to  get  the  business  for  his 
paper  wouldn’t  be  worth  his  salt.  As  long  as 
we  have  competing  newspapers  that  competi¬ 
tion  will  remain.  We  don’t  see  how  it  can  be 
otherwise. 

But  newspapers  are  engaged  in  the  greatest 
cooperative  selling  movement  in  their  history, 
and  we  think  they  deserve  a  little  credit  for  it 
Newspaper  selling  is  not  all  competitive. 
There  are  at  least  four  organizations  in  the 
field  engaged  in  selling  the  newspaper  medium 
and  not  individual  newspapers. 

The  cooperative  effort  of  the  American 
Association  of  Newspaper  Representatives  is 
unique  and  deserves  some  applause  for  the 
far-sightedness  of  this  highly  competitive 
group.  The  National  Association  of  Adver¬ 
tising  Executives  and  the  National  Newspaper 
Promotion  Association  also  are  working  to¬ 
gether  for  the  common  good. 

The  place  where  most  newspapers  are 
banded  together  and  where  the  greatest  sell¬ 
ing  on  behalf  of  all  newspapers  is  being  done 
is  the  Bureau  of  Advertising.  About  1,000 
daily  newspapers  contribute  more  than  a  mil¬ 
lion  dollars  a  year  to  the  Bureau  *0  promote 
newspapers  above  other  media.  The  size  and 
scope  of  all  these  cooperative  activities  were 
unheard  of  IS  years  ago. 

If  agency  men  do  not  believe  newspapen 
are  selling  themselves  as  a  medium,  they 
should  get  a  copy  of  the  Bureau’s  new  book¬ 
let  “Advertising  and  Marketing  Services  from 
America’s  Newspapers”  which  lists  and  de¬ 
scribes  the  market  and  media  information 
available — all  of  which  is  free  of  charge  to 
advertisers  and  agencies. 

Newspapers  were  once  the  only  major  mass 
medium  in  this  country.  Magazines  gave 
them  little  competition.  In  a  little  over  20 
years,  two  new  competitors — radio  and  tele¬ 
vision — have  come  into  the  picture  and  maga¬ 
zines  have  come  to  be  a  major  threat.  We 
think  newspapers  deserve  some  praise  for  the 
changes  they  have  made  in  their  selling  prac¬ 
tices  in  this  period. 


ICMA  PROGRESS 

THE  International  Circulation  Managers  As¬ 
sociation  continues  its  long  service  to  the 
newspaper  community.  It  has  jnst  had  its 
54th  annual  convention.  The  appointment  of 
a  full-time  secretary-manager  operating  a  na¬ 
tional  headquarters  office  is  a  sign  of  the 
progress,  growth  and  increasing  importance 
of  the  organization  and  the  circulation  man¬ 
ager  in  the  operation  of  our  daily  newspapers. 
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Weekly  Newspapers  Association, 
PERSONAL  with  headquarters  at  Toronto. 

MENTION  _  ^  „***..  u 

— - Joanne  Fortier  has  joined  the 

A.  O.  Lindsay,  president  of  classified  advertising  staff  of  the 


Dick  Henry  has  joined  the  re-  Dan  Johnson  has  left  the  Min- 
porting  staff  of  the  Montgomery  neapolis  (Minn.)  Tribune  copy 
(Ala.)  Advertiser.  desk  to  become  news  editor  of  the 

*  *  *  Brookings  (S.  D.)  Register,  a 

Tom  Kemp,  news  reporter  for  semi-weekly. 


Ouincy  Newspapers,  Inc.,  publish-  Yakima  (Wash.)  Morning  Herald  J^e  Troy  (Ohio)  Daily  News,  will  .  j- 

eis  of  the  Quincy  (Ill.)  Herald-  and  the  Yakima  Daily  Republic  as  leave  for  the  Belgian  Congo  and  James  F.  Looby,  education  edi- 
Whig,  has  received  an  honorary  a  telephone  solicitor  and  counter  other  central  African  countries  in  tor  of  the  r/ar//ora  (Conn.)  Co«- 
doctor  of  laws  degree  from  Illinois  sales  girl.  September  to  be  personal  assist-  rant,  has  bwn  pven  a  spwial  ci- 


College. 

*  *  *  R.  L.  Brown, 

C.  N.  Harris,  editor  and  pub-  who  has  served 

Usher  of  the  Madison  County  in  various  capaci- 
(Miss.)  Herald  at  Canton,  has  ties  in  the  busi- 
announced  his  retirement.  He  ness  office  and 
founded  the  paper  in  1906.  administration  of 

*  *  *  the  Montreal 

A.  Matt  Werner,  publisher  of  (P.  Q.)  Star  and 

the  Sheboygan  (Wis.)  Press,  has  recently  has  been 
been  re-elected  president  of  the  assistant  general 
University  of  Wisconsin  Board  of  manager,  has 
Regents.  been  named  gen¬ 

eral  manager. 


George  F.  Booth,  publisher  of 
the  Worcester  (Mass.)  Telegram- 


ant  to  Jim  Monesmith,  white  tation  by  Mary’s  Young  Christo- 
hunter  and  African  guide.  phers  of  St.  John’s  Church,  Middle- 

*  ♦  ♦  town,  Conn.,  for  his  youth  work. 

Hal  Mo-Len,  formerly  general  *  ♦  ♦ 

assignment  reporter  for  the  Yaki-  Mrs.  Jeanne  Reed  is  new  gen- 
ma  (Wash.)  Daily  Republic,  has  eral  assignment  reporter  for  the 
been  named  Valley  editor  for  the  Ashland  (Ore.)  Daily  Tidings. 
Yakima  Morning  Herald.  He  re-  *  ♦  * 


places  Fulton  Travis,  who  re-  Jacqueline  Larkin,  June  grad- 
signed.  uate  of  the  University  of  Wiscon- 

*  ♦  *  sin  school  of  journalism,  has  joined 

Mrs.  Martha  Sweetser,  direc-  the  staff  of  the  Minneapolis 
tor  of  the  Mattatuck  Junior  Mu-  (Minn.)  Tribune.  She  will  start 
seum,  has  joined  the  society  de-  work  on  the  city  side  late  this 


♦  •  ♦  *  Brown  partment  of  the  Waterbury  month. 

Donna  Pastrouich  has  been  (Conn.)  Republican  and  Ameri- 


Evening  Gazette,  has  been  named  named  advertising  manager  of  the  can. 

chairman  of  the  Central  Massa-  Myrtle  Creek  (Ore.)  Mail.  She  *  ♦  * 

chusetts  Disaster  Relief  Commit-  was  with  that  newspaper  before  Woodruff  Clark,  former  as- 


tee  to  handle  funds  for  the  relief  returning  to  the  University  of  sistant  city  editor  of  the  Cincin-  ^ffterican. 


Mrs.  Helen  Joller  has  left  the 
society  department  of  the  Water¬ 
bury  (Conn.)  Republican  and 


of  the  area’s  tornado  victims. 

*  *  * 

Fred  J.  Workman,  editor  of  the 
Moose  Jaw  (Sask.)  Times-Herald, 
has  been  elected  president  of  the 
Saskatchewan  Board  of  Trade. 


Oregon  to  complete  her  course  in  nati  (Ohio)  Times-Star  and  later 
journalism.  back  on  his  old  courthouse  beat. 


In  the  Editorial  Rooms 


back  on  his  old  courthouse  beat,  David  Whitaker  former  city 
has  taken  a  six-month  leave  of  editor  of  the  Park  City  News, 
absence  to  try  his  hand  at  operat-  Green,  Ky  is  now  on 

ing  a  commercial  printing  plant,  ‘he  sports  staff  of  the  Louisville 
,  (Ky.)  Courier-Journal. 


Eugene  Jepson  Cadou,  Jr.,  a  John  O’Donnell,  chief  of  the 


Thomas  B.  Tighe,  former  man-  member  of  the  staff  of  the  In-  York  Daily  News  Washing-  William  Judd,  former  staff 

ager  of  radio  station  WJLK  and  dianapolis  (Ind.)  Star  since  1946,  bureau,  and  his  daughter,  member  and  now  a  graduate  stu- 

veteran  newspaperman,  is  now  has  been  appointed  sports  editor,  sailed  June  20  on  the  liner  University,  is  a  Sum- 

executive  editor  of  the  Asbury  succeeding  Robert  W,  Strana-  Saturn’ia  for  Barcelona  Spain  ^placement  reporter  for  the 


Park  (N,  J.)  Press. 


HAN,  who  has  entered  the  public 
relations  field.  Mr.  Cadou’s  father 


Waterbury  (Conn.)  Republican. 


Neil  H.  Swanson,  executive  is  Indiana  bureau  manager  for  Larry  Kettlehake  has  joined 

International  News  Service.  ‘he  Spring- 

/.  reived  t^  honorary  degree  *  *  ,  ,  staff  writer  on  the  Sun  Francisco  (Ohio)  Sun. 

doctor  of  letters  at  the  Univer-  Charles  Truax  has  transferred  (Calif.)  Examiner  and  Salt  Lake  *  *  * 

y  of  Maryland.  from  the  copy  desk  to  the  city  (Utah)  Tribune,  has  been  Jim  Hopkins,  assistant  city  edi- 

desk  reporting  staff  of  the  Louis-  ju  charge  of  the  News’  edi-  lor  of  the  Minneapolis  (Minn.) 

Coimer-Journal  \o  k-  i^rial  page.  Warren  Swenson,  Tribune,  has  been  made  an  assis- 

Jn  me  cusmess  bide  place  Robert  C^umpler,  who  has  rewrite,  has  been  named  news  ‘“t  news  editor.  Earl  Wingard, 


editor  of  the  Baltimore  (Md.)  the  International  News  Service. 

Sun,  received  the  honorary  degree  *  ♦  *  ^ 

<rf  doctor  of  letters  at  the  Univer-  Charles  Truax  has  transferred  (Calif 
sity  of  Maryland.  from  the  copy  desk  to  the  city  ( 

desk  reporting  staff  of  the  Louis-  pja^ed 
_  .  n.  1  (Ky-)  Courier-Journal  to  re-  torial 

On  the  Business  Side  place  Robert  Crumpler,  who  has  rp,write 
~  ~  '  7"  joined  the  publicity  department  of  editor 

Ray  j.  Taylor,  classified  ad-  jbe  General  Electric  Co.’s  appli- 

vertising  manager  of  the  Beaver  ance  division  in  Louisville.  - 

Valley  (Pa.)  Times,  has  been  ap-  *  *  * 

pointed  busings  jnanager.  Maureen  McKernan,  veteran 

*  *  newspaperwoman  on  Midwest  and 

Francis  CL  Wolff,  longtime  Eastern  papers,  has  been  appointed  I 
advertising  official  with  the  Am-  women’s  news  editor  of  West- 

sterdam  (N.  Y.)  Evening  Re-  Chester  County  (N.  Y.)  Publishers,  Wt 

carder,  has  been  named  advertising  jnc.  She  succeeds  the  late  Mrs. 
director  of  the  Tallahassee  (Fla.)  Jane  Deeter  Rippin. 

Democrat,  and  L.  R.  DeMille,  of  *  *  * 

^Humboldt  Standard  and  Times  Ruppert,  who  has  served  \\ 

at  Eureka,  Cain.,  has  been  named  ^s  a  reporter,  photographer,  wire 


(Continued  on  page  46) 


iRAViL  LOG 

By  Wade  Franklin 


Circulation  director  for  the  Demo-  editor  and  city  editor  for  the 
*  Yakima  (Wash.)  Daily  Republic] 

and  Yakima  Morning  Herald,  has 
Kenneth  R.  Cross  has  resigned  been  named  managing  editor  of 
from  the  advertising  staff  of  the  the  Herald.  He  succeeds  Bonnie 

^ngview  (Wash.)  Daily  News  to  Wiley,  who  resigned  to  enter  the 

join  the  staff  of  the  Honolulu  University  of  Oregon  school  of 
(T.  H.)  Daily  Times.  Prior  to  go-  journalism  to  woric  for  a  master’s 
to  Washington  he  was  adver-  degree, 
tising  manager  of  the  McMinn-  ♦  *  ♦ 

vWe  (Ore.)  Telephone-Register.  Jack  Gould,  radio  and  tele- 
*  *  *  vision  editor  of  the  New  York 

William  Hancocks,  advertising  Times,  sailed  for  Europe  June  20. 
manager  of  the  Sarnia  (Ont.)  Ob-  *  *  * 

server,  has  been  named  general  Jackie  Sutherland,  fornterly 
mmager  of  the  Moose  Jaw  (Sask.)  with  the  Charleston  (S.  C.)  Eve- 
Times-Herald,  succeeding  WiL-  ning  Post,  has  become  education 
i^m  Telfer,  who  jesigned  to  reporter  for  the  Waterbury 
oecorne  manager  of  the  Canadian  (Conn.)  American. 
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Most  of  your  readers  vacation  for  at  least  two  weeks 
—and  spend  the  other  50  dreaming,  planning  and 
looking  forward  to  it.  Thats  the  smash  appeal  of 
Travel  Log!  Wade  Franklin,  the  Travel  Editor  Who 
Travels,  roves  America— then  tells  the  average  fam¬ 
ily  with  the  average  budget  where,  when,  how  to 
vacation  to  have  the  most  fun.  Readers  and  travel 
advertisers  go  for  Travel  Log  in  a  big  way.  So  will 
you.  Wire  for  proofs  NOW! 
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Tribune  reporter,  replaces  him  as 
assistant  city  editor. 

*  *  * 

Tom  W.  Gerber,  Rhode  Island 
bureau  manager  for  United  Press, 
has  resigned  to  join  the  staff  of 
the  Boston  (Mass.)  Traveler,  with 
James  A.  Baar,  formerly  with  the 
Albany  (N.  Y.)  bureau  of  the 
U.P.,  succeeding  him  in  Provi¬ 
dence. 

«  * 

A.  J.  Schumacher  of  the  news 
staff  of  the  Stoughton  (Wis.)  Daily 
Courier-Hub  has  resigned  to  join 
the  Janesville  (Wis.)  Daily  Ga¬ 
zette. 

*  ♦  * 

Edward  J.  Chapin  has  left  the 
Topeka  (Kan.)  Daily  Capitol  edi¬ 
torial  staff  and  is  doing  a  “Voice 
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of  the  People”  column  and  feature 
writing  for  the  Cincinnati  (Ohio) 
Times-Star. 

o  *  * 

Max  Kohnop,  Sunday  editor  of 
the  Dayton  (Ohio)  Daily  News, 
has  been  elected  “man  of  the  year” 
for  the  Order  of  B’nai  B’rith  for 
District  Grand  Lodge  No.  2,  com¬ 
prising  the  states  of  Ohio,  In¬ 
diana,  Kentucky,  Missouri,  Colo¬ 
rado,  Wyoming  and  New  Mexico. 

*00 

Pauline  Gustafson,  a  ’53  grad¬ 
uate  of  Clark  University,  has 
joined  the  women’s  staff  of  the 
Worcester  (Mass.)  Telegram. 

0*0 

Richard  H.  Lee,  who  formerly 
worked  for  the  Wall  Street  Jour¬ 
nal’s  Midwest  edition  in  Chicago, 
has  joined  the  editorial  staff  of 
the  Madison  (Wis.)  Capital  Times. 

0  0* 

Richard  S.  Davis,  a  feature 
writer  for  the  Milwaukee  (Wis.) 
Journal  for  the  past  34  years,  has 
been  awarded  an  honorary  degree 
of  doctor  of  humane  letters  by 
Lawrence  College  for  “his  out¬ 
standing  contribution  to  Midwest¬ 
ern  culture,  versatility  in  report¬ 
ing  and  perception  in  the  arts.” 


THE  FOURTH  ESTATE  ...  By  Trent 


Where  They  Are  Now 

Miss  Wauhillau  La  Hay,  for¬ 
merly  on  the  staff  of  the  Chicago 
(Ill.)  Sun  and  other  newspapers 
and  more  recently  director  of 
radio-TV  clients’  publicity  for 
N.  W.  Ayer  &  Son,  becomes  di¬ 
rector  of  the  women’s  service  divi¬ 
sion  of  the  Kenyon  &  Eckhardt 
advertising  agency  Aug.  3. 

V  ♦  ♦ 

Don  MacIver  has  resigned  as 
business  and  financial  editor  of  the 
Dallas  (Tex.)  Morning  News  to 
become  assistant 
director  of  public 
relations  for  the 
MS  ssou  ri-<Kansas- 
Texas  Railroad. 


Tom  Ward, 
former  AP  re¬ 
porter,  has  been 
elected  a  director 
of  the  Chicago 
Junior  Associa¬ 
tion  of  C  o  m  - 
merce.  He  is  now 
with  the  public  relations  depart¬ 
ment  of  U.  S.  Steel  Corp. 
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Daniel  W.  Gottlieb,  former 
Hartford  (Conn.)  Courant  report¬ 
er,  recently  received  a  master  of 
arts  degree  from  the  School  of 
Advanced  International  Studies, 
Washington,  D.  C. 

0  0  0 

Anthony  Harrigan,  former 
staff  member  of  the  Charleston 
(S.  C.)  News  and  Courier  and 
editor  of  the  forthcoming  book 
“The  Editor  and  the  Republic,” 
has  joined  the  staff  of  the  Nor¬ 
folk  (Va.)  Museum  to  take  charge 
of  liaison  work  with  the  armed 
forces. 


William  J.  Peel,  formerly  with 
the  New  York  News,  has  joined 
Advertising  Agency  magazine  as 
advertising  representative. 

0*0 

Dan  Russel  has  resigned  as 
reporter-photographer  for  The 
New  Mexican  in  Santa  Fe  to  take 
a  job  with  a  Santa  Fe  camera 
shop. 

0  0* 

Donald  R.  Larson,  formerly  of 
the  Great  Falls  (Mont.)  Tribune- 
Leader,  is  new  manager  of  infor¬ 
mation  services  for  the  general 
extension  division  of  the  Oregon 
state  system  of  higher  education, 
with  headquarters  in  Portland.  He 
will  also  teach  several  journalism 
classes. 

0  0* 

June  Johnson,  school  page  edi¬ 
tor  for  the  Waterbury  (Conn.) 
American,  has  left  the  paper  to 
take  an  advertising  job  in  New 
York. 

0*0 

Bob  Feist,  general  reporter,  has 
left  the  staff  of  the  Billings 
(Mont.)  Gazette  for  a  job  with 
the  North  Atlantic  Construction 
Co.  at  Thule,  Greenland. 

0  0  0 

John  A.  Andrews,  formerly  on 
the  advertising  staff.  New  Britain 
(Conn.)  Herald,  has  been  named 
sales  development  manager,  elec¬ 
tric  hoasewares  division,  Landers, 
Frary  &  Clark,  New  Britain. 

*  *  * 

Robert  H.  McCullough,  for¬ 
mer  news  and  advertising  man 
with  the  Seaside  (Ore.)  Signal, 

has  been  named  production  man¬ 

ager  for  Don  Allen  &  Associates, 
Portland  advertising  agency. 

o  o  * 

Mrs.  Calla  Hay  Scott,  long¬ 
time  society  editor  of  the  New 
Mexican  in  Santa  Fe  until  her 
resignation  early  this  year,  now 
broadcasts  a  program  of  local 
events  for  Radio  Station  KVSE. 


Angelo  J.  DeMio,  at  one  time 
State  Capitol  correspondent  in 
Hartford  for  the  New  Haven 
(Conn.)  Evening  Register,  has 
^en  named  director  of  public  re¬ 
lations  for  the  Berlin  Turnpike 
(Conn.)  Businessmen’s  Associa¬ 
tion. 

0  0  0 

William  Siegrist,  formerly 
with  the  New  York  Herald  Trib¬ 
une,  Port  Chester  (N.  Y.)  Daily 
Item  and  Brooklyn  (N.  Y.)  Eagle, 
is  now  employed  in  the  public 
relations  department  of  Arizona 
Public  Service  Co.,  Phoenix. 

0  0  0 

Jason  W.  Kellahin,  onetime 
editor  of  the  old  Roswell  (N.  M.) 
Dispatch  and  a  former  Associated 
Press  staff  member,  has  been  ap¬ 
pointed  to  the  New  Mexico  State 
Police  Board  by  Gov.  Edwin  L 
Mechem.  Mr.  Kellahin  received 
his  law  degree  two  years  ago  and 
is  now  engaged  in  the  practice  of 
law  in  Santa  Fe. 

0  0  0 

John  Crocket,  formerly  on  the 
editorial  staff,  Hartford  (Conn.) 
Times,  is  now  public  affairs  assis¬ 
tant  at  the  Milan  Consulate. 

0*0 

Lloyd  Stackhouse,  Sunday  edi¬ 
tor  of  the  Seattle  (Wash.)  Post- 
Intelligencer,  has  resigned  to  take 
a  position  as  account  executive 
with  Bozell  and  Jacobs,  advertis¬ 
ing  agency,  in  Seattle. 

0  0  0 

Walter  B.  Doyle,  former  re¬ 
porter  for  the  Hartford  (Conn.) 
Courant,  is  now  an  information 
officer  with  MSA  in  Rome. 

0*0 

C.  B.  Mayshark,  formerly  pr«- 
ident  of  Mayshark-Keyes  Advertis¬ 
ing  Agency  in  New  York  and  at 
one  time  an  advertising  staffer  on 
the  New  Mexican  in  Santa  Fe,  has 
been  named  New  Mexico  State 
Tourist  Bureau  director. 

(Continued  on  page  49) 


EDITOR  &  PUBLISHER  for  June  27,  1953 


46 


what  do  you  mean,  summer  slump? 


Any  old-timer  could  tell  you  what  it 
meant !  I  low  hot  weather  pulled  dowm 
health  and  efficiency  and  filled  steel- 
plant  dispensaries  with  heat  cases. 

But  now  the  hot-weather  drag  on 
the  steelworker’s  health  and  his  out¬ 
put  is  becoming  a  thing  of  the  past, 
thanks  to  a  broad  attack  on  the  prob¬ 
lem,  in  which  steel-plant  engineers, 
medical  staffs,  and  technicians  in  in¬ 
dustrial  hygiene  and  safety  all  are 
contributing. 

They  are  making  the  air  in  steel 
plants  purer  and  more  comfortable  by 
removing  dust  and  fumes.  They  are 


e.xperimenting  with  pilot  installations 
of  heat-deflecting  barriers  and  air-con¬ 
ditioning  in  crane  cabs.  And  this 
summer  thousands  of  Bethlehem  em¬ 
ployees,  when  their  day's  work  is  done, 
can  enjoy  the  comfort  of  a  warm 
shower  before  leaving  the  plant. 

Our  medical  staff  gives  employees 
useful  pointers  on  how  to  keep  fit  in 
hot  weather,  including  use  of  the  old 
reliable  “heat  tablet.”  Introduced  by 
Bethlehem  many  years  ago,  the  heat 


tablet  has  helped  to  lower  the  inci¬ 
dence  of  heat  prostration  among  steel¬ 
workers  to  the  point  where  it  is  the 
same  or  even  lower  than  the  average 
for  all  people. 

Improved  production  methods  have 
also  helped  conquer  the  summer 
slump.  Now,  with  much  of  the  heavy 
work  of  steelmaking  handled  by  ma¬ 
chines,  many  jobs  are  more  comfortable 
and  easier,  not  only  in  summer,  but 
throughout  the  year. 


BETHLEHEM  STEEL 
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Gannett  Co.  Answers 
Minority  Stock  Suit 

Portland,  Me.  —  Guy  Gannett  suspicion  that  the  transfers  were 
Publishing  Co.  attorneys  who  will  not  in  good  faith, 
oppose  a  minority  stockholders’  The  motion  points  out  five  al- 
suit  on  the  grounds  that  it  was  not  leged  transfers  of  the  minority 
brought  in  good  faith,  is  vexatious  stock  between  August  16,  1948, 
and  not  remedial  in  character,  and  Noven»ber  15,  1952,  none  of 
have  filed  a  motion  to  take  the  which  were  supported  by  federal 
testimony  of  those  who  from  time  revenue  stamps  as  required  by 
to  time  have  alleged  and  denied  law. 
ownership  in  the  minority  stock  Court  as  Club 

of  Guy  Gannett  Publishing  Co.  Consequently,  the  motion 


D  company  publishes  the  charges,  the  plaintiffs  against  the 
Port/a/id  Press  Herald,  Portland  company  are  attempting  to  use  the 
Evening  Express.  Portland  Sun.  ^^urt  as  a  club  to  force  the  de- 
day  Telegram,  Augusta  fendants  to  buy  their  peace. 

Kennebec  Journal  and  Wa^er-  -rk.. 


ville  (Me.)  Sentinel. 


The  motion  claims  that  Marsh, 
Ingersoll  and  Fred  R.  Lord,  of 


The  motion  questions  validity  Augusta,  one-time  official  of  the 
of  numeroiw  transactions  which  company  and  owner  of  the  minor- 
the  minority  stock  was  alkg^ly  j,ave  tried  to  force  Guy 

transferred  betw^n  some  of  those  p  Gannett,  the  Gannett  Company, 
who  complained  that  he  com-  its  officers  to  buy  the  stock  by 
pany  was  mismanaged.  It  attacks  threat  of  legal  action.  It  states 
the  motives  for  the  transactions  as  ^^at  they  even  tried  to  get  others 
a  scheme  to  force  the  company  or 

Its  officers  to  buy  the  stock  back  Gannett  to  buy  back 

at  an  exorbitant  price.  stock,  which  he  had  originally 

Testimony  Sought  given  to  Lord.  Marsh  and  Inger- 

To  establish  these  charges,  it  soli,  the  motion  alleges,  sought  to 
asks  court  permission  to  ques-  enlist  the  aid  of  former  Gov- 
tion  the  principals  in  the  alleged  ernor  Horace  Hildreth,  and  Robert 
stock  transfers,  Charles  E.  Marsh  Braun,  prominent  Maine  indus- 
and  Claudia  E.  Haines  of  New  trialist.  Both  refused  to  participate 
York  City,  and  Ralph  M.  Ingersoll  in  the  scheme,  the  company  law- 
of  Castleton,  Va.  TTie  motion  will  yers  asserted, 
be  heard  by  Superior  Court  Jus-  Some  excerpts  from  the  com- 
tice  Donald  W.  Webber  at  a  date  pany’s  “^Motion  for  Chancery  Com- 
to  be  set.  missions  to  Take  Testimony,”  filed 

Mr.  Ingersoll  and  the  R.  J.  Com-  June  17  in  the  Supreme  Judicial 
pany,  Inc.,  of  which  he  was  presi-  Court  in  Equity  of  Maine,  follow: 
dent,  sought  the  accounting  in  an  “The  above  transactions  show 
action  filed  last  October.  He  de-  that  in  this  shadow  boxing  between 
dared  himself  stockholder  of  rec-  Marsh  and  Ingersoll,  the  title  to 
ord  of  7,637  of  the  25,262  shares  this  stock  has  been  juggled  around 
of  company  stock  outstanding.  He  between  them  at  least  six  times, 
said  he  acquired  these  shares  May  two  of  which  since  this  litigation 
1,  1949,  for  $525,000,  The  suit  began,  and  from  August  16,  1948, 
alleged  the  R.  J.  Company,  Inc.,  to  date,  a  period  of  nearly  five 
was  the  owner  of  an  equit^le  in-  years,  the  only  progress  made  has 
terest  in  these  shares.  been  from  Marsh’s  secretary  to 

The  Ingersoll  suit  charged  that  Marsh’s  corporation,  with  at  least 
no  dividends  had  been  paid  dur-  two  of  the  four  notes  allegedly 
ing  1949,  1950  and  1951,  that  given  on  May  15,  1949,  long  in 
officials  had  diverted  company  default. 

funds  to  themselves,  and  asked  for  “In  addition  to  cajolery,  to  try- 
the  accounting.  ing  to  get  others  to  front  for  them 

The  motion  further  points  out  as  owners,  and  to  pretending  to 
that  the  alleged  owners  of  the  bid  against  each  other  for  the 
minority  stock  have  complimented  stock,  in  an  effort  to  stimulate  a 
Guy  Gannett  Publishing  Co.  on  its  greater  interest  on  the  part  of 
magnificent  management,  and  ex-  Mr.  Gannett  in  the  acquisition  of 
pressed  ibeir  wbole-bearted  ap-  the  same.  Marsh  and  Ingersoll, 
proval  to  the  deferment  of  divi-  alternately  carrying  the  ball,  by 
dends  until  the  debts  of  the  com-  flattery,  threats  and  promises  did 
pany  were  paid.  their  bwt  to  disorganize,  and  dis- 

In  its  motion,  the  company  de-  nipt  the  Company’s  organization 
nies  Mr.  Ingersoll’s  ownership  by  trying  to  drive  a  wedge  between 
claim  and  declares  that  he  never  Mr.  Gannett  and  his  two  princtiMd 
individually  acquired  the  stock  at  officers,  StUbbs  and  Williams,  and 
any  time  or  price.  It  contends  that  then  between  Stubbs  and  Williams 
the  nature  of  the  many  transac-  themselves,  under  the  policy  of 
tions  in  which  the  minority  stock  divide  and  conquer.  As  early  as 
was  allegedly  transferred  about,  Septenaber,  1948,  at  their  first  in- 
and  the  many  contradictory  state-  terview.  Marsh  told  StidAis  and 
meats  of  the  parties  involved  not  Williams  that  Mr.  Gannett  was  a 
only  puts  owner^ip  of  the  stodt  white  knight  riding  a  white  horse 
in  doiriit  but  creates  a  reasonable  all  over  Maine,  when  he  should 


have  been  attending  to  business, 
and  promised  them  that  if  they 
would  play  along  with  him  they 
could  each  be  earning  at  least 
$50,000  a  year. 

“Ingersoll  followed  this  up  in 
the  Spring  of  1951,  wdten  flattery 
and  praise  appeared  to  be  getting 
him  nowhere,  by  sterner  methods. 
The  veneer  of  diplomacy  was 
wearing  thin,  and  the  mailed  fist 
was  beginning  to  show  beneath 
the  velvet  glove.  He  came  to  Port¬ 
land  rwitih  his  attorneys,  Mudd 
and  Gatter,  and  tried  the  strong 
arm  method.  These  attorneys  told 
Williams  and  others  that  Ingersoll 
was  tired  of  being  pushed  around, 
and  was  getting  nowhere,  and  that 
he  had  had  no  opportunity  to  study 
the  Company’s  books,  which  as 
a  matter  of  fact  up  to  that  time 
he  had  not  requested.  These  attor¬ 
neys  wanted  to  know  what  the 
Gannett  representatives  would  say 
if  they  should  threaten  to  send  in 
auditors  the  next  week  to  look 
over  the  books.  They  told  the 
Gannett  representatives  that  they 
would  have  to  come  to  terms,  or 
be  forced  into  Court,  Mr.  Gatter 
stating  that  these  things  were 
usually  settled  on  the  Court  House 
steps. 

Offer  to  Reimburse 
“On  June  21,  1951,  at  a  Boston 
conference  between  Ingersoll  and 
the  Gannett  representatives,  when 
the  latter  offered  to  reimburse  In¬ 
gersoll  and  Marsh  for  every  cent 
they  had  paid  for  the  said  stock 
and  had  bwome  obligated  to  pay 
according  to  the  latter’s  own  fig¬ 
ures,  including  the  stock  figured 
at  $5  a  share  more  than  they  now 
claim  to  have  agreed  to  pay  for  it, 
also  all  interest  paid,  attorneys’ 
and  brokerage  fees,  which  were 
very  substantial,  and  even  an  al¬ 
lege  salary  to  Fred  Lord  of  over 
$16,700  for  some  alleged  services 
entirely  unknown  to  defendants, 
amounting  to  the  grand  total  of 
$621,716.61,  the  said  Ingersoll,  his 
face  white  with  anger,  refused 
further  negotiation  and  stormed 
out  of  the  conference  room,  threat¬ 
ening  the  Gannett  representatives 
to  fight  them  for  the  next  ten 
years,  if  necessary,  take  them 
through  every  court  in  the  land, 
and  lick  them  in  the  end. 

“These  threats  having  failed,  it 
was  Marsh’s  turn  to  take  the  ball 
again.  On  December  1,  1951,  as¬ 
suming  the  role  of  peacemaker, 
he  telephoned  Williams,  saying 
that  he  had  examined  the  October 
financial  statements,  and  wanted  to 
congratulate  him  on  his  magnifi¬ 
cent  performance.  *  ♦  * 

‘The  above  facts  are  sufficient 
to  create  a  reasonable  suspicion 
that  the  above  transfers  of  stock, 
and  agreements  to  transfer,  were 
not  in  good  faith;  that  they  were 
made  as  part  of  a  ccmspiracy  be¬ 
tween  Lord,  Ingersoll  and  Marsh 
to  extort  an  exorbitant  and  un¬ 
conscionable  purdiase  price  for 
said  stock  from  the  defendants 
under  threat  of  equity  aetkm;  that 
IngHrsoll  and  Marsh  are  acting  as 


fronts  for  said  Lord  in  this  suit 
and  attempted  sale  of  said  stock  to 
the  defendants,  or  under  a  cham- 
pertous  agreement  with  him  for 
the  division  of  the  profits  of  sale 
between  them;  that  the  motives  of 
the  plaintiffs  in  both  the  original 
and  supplemental  bills  are  bad, 
and  that  they  do  not  come  into 
this  court  of  equity  with  clean 
hands;  that  they  are  attempting 
to  use  this  court  of  equity  as  a 
club  by  which  to  force  the  de¬ 
fendants  to  buy  their  peace;  that 
the  suit  is  entirely  vexatious  and 
not  remedial  in  character;  and 
that  the  said  Haines,  Ingersoll  and 
Marsh,  with  Lord,  are  the  prin¬ 
cipal  actors  in  these  transactions, 
and  know  all  the  details  thereof. 

“The  said  Haines,  Ingersoll  and 
Marsh  are  all  non-residents  of  the 
State,  and  defendants  are  power¬ 
less  to  secure  their  testimony 
without  the  aid  of  this  court.” 

■ 

Detroit  News  Names 
Harvey  Patton  as  ME 

Detroit,  Mich. — 'Harvey  Pat¬ 
ton,  38,  assistant  managing  editor 
of  the  Detroit  News,  yvas  named 
managing  editor 
this  week  to  be¬ 
come  one  of  the  * 
youngest  manag¬ 
ing  editors  on 
Metropolitan  dai¬ 
lies. 

Mr.  Patton, 
who  began  his 
newspaper  career 
as  a  News  copy- 
boy,  joined  the 

ago.  He  served  in  the  sports  depart¬ 
ment,  on  general  assignment,  at 
city  hall  and  in  the  Lansing  bu¬ 
reau.  He  was  appointed  assistant 
city  editor  last  year  and  mote 
recently  had  held  the  assistant 
ME  post. 

His  father,  the  late  Harvey 
Patton,  Sr.,  was  for  many 
a  police  reporter,  marine  editor 
and  member  of  the  exchange  desk 
on  the  News. 

■ 

Hawk-Eye  Gazette 
Changes  Personnel 

Burlington,  la.  —  Several 
changes  in  personnel  assignments 
on  the  Hawk-Eye  Gazette  were 
made  this  week  following  the  de¬ 
parture  of  Mrs.  Betty  Bice  Nar- 
ramore,  who  has  moved  to  Cleve¬ 
land  where  her  hu^and  is  in  pi** 
lie  relations  work. 

Mrs.  Narramore  had  been  with 
the  paper  for  17  years,  as  national 
advertising  manager  and  as  secre¬ 
tary  to  the  publisher,  Clarence  W. 
M<^y. 

Mary  Hynes  moved  from  circu¬ 
lation  to  the  secretarial  post,  Lob 
Neideruth  taking  over  the  job  a* 
assistant  to  Circulation  Manager 
Roy  Pelca. 

Advertising  Manager  Frank  Hill 
named  Russell  Thomas  as  assistaut 
to  handle  national  accounts. 
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continued  from  page  46 


WiTMER  Eberle,  Harrisburg, 
Pa.,  newspaperman,  has  been 
named  associate  editor  of  the  New 
Philatelist,  Detroit,  Mich.  He  also 

writes  a  monthly  stamp  column 

for  the  Collectors  Guide  of  Trail, 
B.  C. 

*  «  * 

Francis  W.  Hilton,  formerly 
with  the  Coos  Bay  (Ore.)  Times, 
Coquille  (Ore.)  Valley  Sentinel 
and  Myrtle  Point  (Ore.)  Herald, 
has  formed  “Rodeo  Associates,”  a 
firm  handling  special  newspaper 
rodeo  column,  “Out  of  the  Rodeo 
Chutes,”  with  headquarters  at  San¬ 
ta  Barbara,  Calif. 

*  «  * 

Donald  £.  Lynch,  former 
Washington,  D.  C.,  newspaper  cor¬ 
respondent  and  editor,  and  more 
recently  assistant  to  the  managing 
director  and  also  director  of  public 
relations  at  Life  Insurance  Agency 
Management  Association,  Hart¬ 
ford,  Conn.,  will  join  Mutual  Ben¬ 
efit  Life  Irisurance  Co.,  Newark, 
N  J.,  as  director  of  public  rela¬ 
tions,  Au^  1. 

«  *  * 

Granger  P.  Mitchell,  for 
many  years  editor  of  the  Fort 
Dodge  (la.)  Messenger,  has  re¬ 
signed  effective  July  1,  to  start  a 
public  relations  and  advertising 
agency  in  Ft.  Dodge. 

«  *  « 

Jerry  Kirby  has  joined  the  staff 
of  Beaumont  and  Hohman,  Inc., 
as  a  copy  writer  and  has  been  as¬ 
signed  to  the  Omaha  office.  He 
was  formerly  in  the  promotion  de¬ 
partment  of  the  Chicago  (Ill.) 
Tribune. 


In  the  Military  Service 


Pvt.  John  J.  Quigley,  former 
reporter  for  the  Lynn  (Mass.) 
Evening  Item,  is  now  on  the  staff 
of  the  Fort  Dix  (N.  J.)  Post. 

*  •  * 

Fred  Schneiter,  former  re¬ 
porter  for  the  Portland  (Ore.) 
Journal  and  the  Boise  (Idaho) 
Statesman,  is  now  a  private  with 
the  5th  AAA  Battalion  at  Han¬ 
ford,  Wash.  >Vhile  undergoing 
training  at  Camp  Roberts,  Calif., 
he  wrote  “Dog’s  Tale”,  a  humor¬ 
ous-informative  story  of  the  train¬ 
ing  grind,  which  Army  authori¬ 
ties  published  in  booklet  form. 

*  *  * 

Cpl.  Jay  D.  Springer,  for 
three  years  a  photographer  for 
the  Dover  (Ohio)  Daily  Reporter, 
IS  serving  in  Korea  with  the  40th 
Infantry  “Fireball”  Division  as 
photographer  for  the  578th  Engi¬ 
neer  Combat  Battalion. 

*  *  * 

Arthur  G.  McMahon,  city 
editor  of  the  Passaic  (N.  J.)  Her- 
^d-News,  left  June  13  on  a  U.  S. 
Navy  Reserve  cruise  to  England. 
™  is  a  lieutenant  commander 
with  the  U.  S.  Navy  Reserve. 


Hoyt  Quizzed 

continued  from  page  13 


departmentalization  is  not  as  prac¬ 
tical  for  an  evening  as  for  a  morn¬ 
ing  paper.  Once  1  stripped  the 
Portland  Oregonian  down — cutting 
out  cross-words,  bridge,  and  other 
"side  features,  even  most  all  finan¬ 
cial.  Today  1  believe  the  business 
of  getting  all  these  minority  read¬ 
ers  together  is  the  greatest  answer 
to  television  there  is. 

Bush:  What  about  the  mainte¬ 
nance  of  editorial  standards  by  the 
small  daily  or  weekly? 

Hoyt:  1  have  a  feeling  of  loss 
when  1  open  a  newspaper  and  find 
no  editorial  page.  As  a  friend 
once  said,  we  have  to  get  to  the 
Capillaries.  It  is  important  to  read 
the  small  dailies  of  your  territory. 
These  are  important  and  they  are 
tnore  important  if  they  campaign. 

Bush:  Is  objectivity  in  the  news 
columns  affected  when  a  newspa¬ 
per  conducts  frequent  campaigns? 

Hoyt:  In  Denver  I  recently  sug¬ 
gested  that  a  story  prepared  for  a 
campaign  was  just  fine — provided 
It  went  in  the  editorial  column. 
Campaigns  certainly  change  ob¬ 
jectivity.  If  the  boss  really  wants 
objectivity  he  can  get  it.  It  is 
the  administration  of  rules  that  de¬ 
cides  objectivity. 

Bush:  Should  an  editor  rely  on 
tesearch  or  fly  by  the  seat  of  his 
pants? 

Hoyt:  From  where  I  sit  the 
greatest  research  is  in  your  circula¬ 
tion  department.  If  circulation 
Slips,  it  may  be  corrected  easily  if 
every  one  in  your  plant  gets  in¬ 
terested  in  circulation.  We  showed 
that  in  Denver  recently  with  a  con¬ 
test,  awarding  big  prizes,  for  new 
Circulation.  It  was  won  by  a 
printer. 

Bush:  How  do  you  keep  a 
newspaper  solvent  and  still  meet 
the  sociological  needs  of  the  com¬ 
munity  you  serve? 

Ho^:  By  bringing  more  in  the 
front  door  than  escapes  out  the 
back. 

Bush:  How  do  you  make  your 
newspaper  vital  to  its  community? 

Hoyt:  Newspaper  readership 
'has  definitely  picked  up  in  the 
older  areas  with  TV,  surveys  show. 
If  you  make  the  paper  vital  you 
may  be  sure  of  readership. 

Bush:  How  do  you  handle  the 
teen-agers? 

Hoyt:  On  the  Post  we  don’t 
use  the  names  of  minors  in  the 
“normal  run  of  affairs.  If  they  are 
'involved  in  gangs,  beatings  and 
tar  thefts,  we  print  the  names. 
“My  personal  observation  is  that 
the  use  of  the  names  of  minors  in 
crimes  is  an  increasing  problem 
“and  part  of  the  acceptance  of  news¬ 
papers  lies  in  ability  to  meet  the 
problem.  In  Portland  during  war¬ 
time  a  half-dozen  girls  were  in¬ 
volved  in  a  joy  ride  and  none  of 
the  parents  phoned  would  come 
“into  the  police  station  to  pick  up 
the  girls. 

The  growing  idea  is  that  of 


holding  parents  more  responsible 
for  children’s  violations.  Each 
case  must  be  considered  on  its 
merits.  Not  printing  the  names 
“is  not  the  full  answer. 

Suppression  View 

Bush:  Are  the  United  States 
and  the  typical  community  in  more 
danger  from  news  suppression  by 
government  than  by  the  caprices 
of  publishers? 

Hoyt:  A  move  to  make  an 
evaluation  of  the  responsibilities 
of  the  press  in  the  last  general 
election  failed.  I  could  see  nothing 
wrong  with  it.  Some  practices  then 
were  highly  reprehensible.  The 
“newspaper  today  is  much  more 
“important  to  the  preservation  of 
democracy  and  of  the  peace  than 
any  other  media  at  any  other 
time.  How  the  U.  S.  looks  and 
what  it  means  to  the  citizen  is 
more  and  more  up  to  the  news¬ 
papers.  To  publish  the  same  news 
any  radio  station  would  have  to 
be  on  the  air  24  hours  daily. 
Then  the  radio  would  have  no 
right  for  re-entry  and  would  not 
fulfill  the  same  function.  The 
same  goes  for  TV. 

Three  Truman  Erron 

What  we  do  is  extremely  impor¬ 
tant.  If  we  can  present  the  news 
of  what’s  going  on  in  government 
and  in  private  affairs  that  will  be 
more  than  our  share.  For  ex¬ 
ample,  the  Democrats  were  tossed 
out  because  people  the  daily  press 
reached  came  to  the  conclusion 
we  had  a  government  not  in  accord 
with  economy.  Through  newspa¬ 
pers  the  people  became  aware  of 
Truman’s  three  great  mistakes. 
They  were: 

1 —  ^The  “red  herring”  reply  on 
the  report  un-American  activities 
had  bwome  important. 

2 —  ^The  “hogwash”  view  of  the 
report  the  RFC  affairs  were  caus- 
“ing  concern. 

3 —  When  told  of  IRB  irregular¬ 
ities,  Truman  said  if  there  be 
malefactors  they’ll  be  prosecuted. 

The  people  found  out  these 
things  through  the  newspapers  and 
the  newspapers’  iteration  and  re¬ 
iteration.  As  long  as  newspapers 
feel  the  responsibility  to  print 
facts  and  to  report  tlw  full  story 
of  the  day  then  Americans  will  be 
Informed  through  the  newspapers. 

Television,  as  with  radio,  will 
create  more  informed  and  intelli¬ 
gent  newspaper  readers  than  ever 
before.  As  long  as  newspapers 
are  doing  a  job  we  have  little  to 
fear. 


Tieup  with  Charity 

Cincinnati — ^The  Enquirer  and 
United  Cerebral  Palsy  are  coop¬ 
erating  on  a  newspaper  subscrip¬ 
tion  campaign. 

Fifteen  men  and  women  are 
telephoning  1 25,000  prospective 
subscribers.  Lou  Silbertson,  who 
recently  bought  a  block  of  En¬ 
quirer  stock,  heads  the  solicitors. 
Part  of  the  proceeds  go  to  the  lo¬ 
cal  cerebri  palsy  frad. 
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Marlow  Asks 
Defense  For 
AP  Staffers 

Stanford  University,  Calif. — 
Associated  Press  management  has 
been  neglectful  in  not  taking  a 
stand  refuting  critics  of  its  Wash¬ 
ington  staff,  in  the  opinion  of 
James  Marlow,  AP  capital  col¬ 
umnist. 

Personally,  Mr.  Marlow  believes 
Senator  Wayne  Morse  of  Oregon 
should  be  sued  for  slander  because 
of  his  television  attack  on  the  in¬ 
tegrity  of  AP's  Washington  staff¬ 
ers,  the  columnist  told  annual  ses¬ 
sions  of  the  AP  News  Executives 
Conference  here  June  17. 

The  Oregon  senator  has  “moved 
from  the  indictment  of  one  man  to 
the  indictment  of  the  entire  Wash¬ 
ington  AP  staff,”  Mr.  Marlow 
said.  He  defended  the  integrity  of 
all  members  of  the  staff. 

Most  attacks  on  the  reporting 
of  correspondents  stem,  in  Mr. 
Marlow’s  opinion,  “from  those 
who  want  the  news  slanted  their 
way.  If  the  news  is  not  so  slanted, 
they  are  against  us.” 

(At  AP  headquarters  in  New 
York  it  was  said  that  the  nature 
of  Senator  Morse’s  attack  ap¬ 
peared  entirely  obvious  and  tluit 
no  statement  was  deemed  neces¬ 
sary.) 

Immediate  endorsement  of  “the 
integrity  and  the  ability  of  the  en¬ 
tire  AP  staff”  came  from  Palmer 
Hoyt,  publisher  of  the  Denver 
(Colo.)  Post  and  an  AP  director. 
Mr.  Hoyt  pointed  to  “all-out”  ef¬ 
forts  to  keep  the  AP  at  top  levels 
of  performance,  adding: 

“There  is  no  doubt  about  the 
basic  integrity  or  the  basic  ability 
of  AP  staffers  whatsoever,  regard¬ 
less  of  the  Oregon  Senator.”  This 
is  vital  in  this  era  of  such  amazing 
scientific  progress  that  “only 
through  the  newspapers  can  a  man 
be  convinced  he  is  not  too  big  for 
his  britches,”  he  stressed. 

Carl  F.  White,  managing  editor, 
Santa  Monica  Outlook,  selected  for 
the  post  of  Collector  of  Customs 
at  Los  Angeles,  was  presented 
with  a  life  membership  in 
APNEC. 

Jack  Craemer,  San  Rafael  In¬ 
dependent  -  Journal,  was  elected 
chairman  to  succeed  Theodore 
Johnson,  Pomona  Progress-Bulle¬ 
tin.  Warner  Jenkins,  Alhambra 
Post- Advocate,  became  vice-chair¬ 
man  with  Ted  Durein,  Monterey 
Peninsula  Herald,  secretary-treas¬ 
urer. 

The  annual  AP  cooperation 
award  went  to  the  Bakersfield  Cali¬ 
fornian. 

The  freedom  of  information 
study  disclosed  action  by  the  State 
Capitol  correspondents  had  won  a 
change  in  legislative  rules  on  news 
photographs  at  hearings.  Cooper¬ 
ation  of  the  Sacramento  Bee  was 
credited  for  the  success  of  this 
move.  The  rule  change  came  after 
a  Bee  photographer  had  been 
thrown  out  of  a  hearing. 
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Neat  TV  Trick  Exposed: 
Rating  Programs  vs  Ads 

By  Carl  J.  Nelson 

Director.  Publication  Research  Service.  Chicago 


Newspaper 

TV  Cost 

Total  No. 

Cost  Per 

Per  1000 

Readers 

1000  Readers 

Viewers 

My  Hero . 

...  21,374,421 

$1.60 

$3  15 

Schlitz  Playhouse . 

...  19,164,062 

1.61 

3  60 

Martin  Kane . 

...  26,470,964 

1  67 

3.47 

Name’s  The  .Same . 

...  22,962,879 

1  62 

2.50 

Dennis  Dav . 

. .  .  22,594,474 

1 .65 

3  73 

Racket  Squad . 

. . .  2.5,171,818 

1.67 

3  75 

I  Married  Joan . 

. . .  26,207,987 

1  68 

3.69 

The  Doctor . 

. . .  21,851,802 

1.63 

3.31 

Suspense . 

...  18,880,741 

1.56 

2.94 

Any  methods  I  have  seen  or 
heard  about  in  computing  the  costs 


No.  Circulation  X  2.5  readers  per  copy  X  65%  (average  of  men's 
{Part  of  a  talk  given  before  the  women’s  median  percent  for  “All  I’ages”  readership  in  the  138 


and  making  comparisons  between  Newspaper  Advertising  Executives  Study  .Summary  of  The  Continuing  Study  of  Newspaper  Reading. 
TV  and  newspapers  are  totally  un-  Association  at  Boston  this  week.)  ^^own  in  the  138  Study  Sum-  per  1,000  than  newspapers. 


TV  and  newspapers  are  totally  un-  Association  at  Boston  this  week.) 
just  and  unfair  to  newspapeirs.  — 

In  the  following  comparison  of  stretching  their  imagination  to  ar- 


Of  course,  many  media  depart 


the  readership  of  television  pro- 


stretching  their  imagination  to  ar-  Here  we  have  an  entirely  differ-  ments  buy  sections  and  are  rathw 
rive  at  some  method  where  they  ent  picture  of  costs  per  thousand  adamant  about  it  on  an  “or  else" 


grams  with  those  of  newspapers,  show  the  cost  of  newspapers  will  newspaper  readers.  All  of  the  basis.  In  this  case  the  seotions 

it  seems  to  me  they  are  really  be  higher  than  that  of  television,  prices  for  newspaper  are  less  than  in  the  newspaper  become  “pro¬ 
half  the  TV  costs  except  for  My  grams.”  Using  average  reader^ 

C  osT  Pi  R  1  iioi  sAND  Co.MPARisox  Hcro  and  Suspense.  In  other  of  the  section  the  cost-per-thoo- 

words  8  out  of  10  shows  picked  sand  readers  is  much  less  this 

„  ,  ^  People  Cost  M/People  jjy  j-y  f^^agazine  cost  100%  more  those  quoted  previously. 

Racket  S<iuad .  12,124,000  $4.5,510  $3.75 

Newspapers .  10,262,357  42,072  4  10  Comp.vrison  —  Cost  Per  1000;  Base  —  Re.aders  in  the  Sectios 


Schlitz  Playhouse 


People 

12,124,000 

10,262,357 

Cost 

$4.5,510 

42,072 

Cost  Per 
M /People 
$3  75 

4  10 

15,523,000 

8,714,187 

48,895 

34,212 

3  15 

3  93 

13,023,000 

7,813,040 

46,930 

30,936 

3  60 

3  % 

13,112,000 

10,792,008 

45,510 

44,316 

3.47 

4  11 

12,720,000 

9,361,790 

31,797 

37,1.52 

2. 50 

3  97 

13,378,000 
9,21 1,.593 

49,840 

37,326 

3.73 

4  04 

16,781,000 

10,684,79.5 

61,902 

43,980 

3  69 

4  12 

13,080,000 

8,928,688 

43.2.53 

35,700 

3  31 

4  00 

10,934,000 
7,697, .5.33 

32,189 

29,4.36 

2  94 

3  .82 

Newspaper 

TV  Cost 

Total  No. 

Cost  Per 

Per  1000 

Readers 

1000  Readers 

Viewers 

31,897,213 

$1.07 

.$3.15 

28,598,677 

1.08 

3.60 

39,,502,823 

1.12 

3.47 

34,267,682 

1.08 

2. .50 

33,717,908 

1.10 

3  73 

37,564,098 

1.12 

3.75 

39,110,380 

1.12 

3.69 

32,609,612 

1.09 

3.31 

28,175,876 

1.04 

2.94 

The  nine  TV  programs  listed 
here  are  those  closest  to  the  aver¬ 
age  rated  half-hour  TV  program. 


mercials  against  ratings  for  enter¬ 
tainment  or  editorial  offerings  on 


The  costs  are  based  on  the  Nielsen 

rating  plus  an  ARB  rating  plus  Ad  ratings  are  comparable  with 


No.  Circulation  X  2.5  readers  per  copy  X  97%  (average  of  men's 
and  women’s  median  percent  for  “Any  for  Section  Exclusive  of  First 
Page”  in  the  138  Study  Summary  of  The  Continuing  Study'  of  New'S- 
paper  Reading. 

The  television  boys  certainly 

will  scream  at  these  comparisons  Adsit  NcunGd  PlGSldeilt 
but  they  can’t  deny  that  it  com-  qj  t  Association 
pares  entertainment  rating  with  .vt  t  ^  n  a  -  .-«» .t 

entertainment  rating-not  a  news-  Associatwn  « 

paper  commercial  rating  with  a  97th  annual  meeting  June  W 

TW  entertainment  rating.  ^  ^JiC  man^ 

I,  of  the  Passaic  Herald-News  since 

j  1  V  TJ  11  A’  1944,  to  succeed  Charles  M.  Ray 

PhlladGlphia  BullGtin  ^f  the  Cranford  Citizen  and  Chron 

OpGnS  Chicago  Office  fc/e,  as  president. 

Philadelphia — ^The  Philadelphia  The  new  vicepresidents  ace:  G 


costs  as  estimated  by  Television  commercial  ratings,  but  no  com-  Bulletin  this  week  announced  the  Howard  Sleeper,  Mt.  Holly  Her 

magazine.  The  newspaper  costs  parison  here  is  possible.  Media  opening  of  its  own  advertising  of-  John  E.  Kerney,  Trenton 

are  based  on  the  assumption  that  men  buy  audience.  They  buy  traf-  Chicago  in  the  McGraw-  Times;  and  treasurer,  A.  Walto 

the  1,200  line  ad  in  newspapers  fic  and  after  this  has  been  con-  Hill  Building,  520  North  Michigan  Zimmerman,  Plainfield  Comer 

is  equal  to  a  half-^hour  network  tracted  for  it  is  up  to  the  copy  Avenue,  effective  July  1.  News. 

program.  So  they  get  their  cost  and  art  departments  to  stop  the  Frank  H.  Dilenschneider,  for  Mr.  Adsit  has  been  in  the  ne«fr 

by  taking  a  half-page  ad  in  each  fraffic  purchased.  The  very  na-  the  past  15  years  in  the  New  York  paper  business  since  he  was  u 

of  the  newspapers  in  the  television  fare  of  TV  commercial  where  it  office  of  the  Bulletin,  will  be  in  years  old,  starting  with  the  Water 

markets.  They  then  apply  an  aver-  interrupts  the  show — often  deliv-  charge  of  the  Chicago  office.  John  town  (N.  Y.)  Times. 

age  rating  from  The  Continuing  ered  by  a  commercial  announcer —  Slattery,  of  the  Philadelphia  office,  ■ 

Study  of  Newspaper  Reading  125  makes  it  difficult  to  hold  the  atten-  ^35  transferred  to  the  Chi-  TnVin  D  CraicT  DlGS" 

Study  Summary  (of  which  there  Gon  of  viewers.  If  they  don’t  take  cago  office.  i-T  j- 

never  has  been  one)  and  multiply  n  stroll,  the  appearance  of  the  an-  Sawyer-Ferguson-Walker  Com-  Canadian  Editor 

this  audience  by  2.5  “the  standard  nouncer  is  often  the  signal  for  the  pany  will  continue  to  represent  the  Edmonton,  Alta. — John  Dixo* 


John  D.  Craig  Dios; 
Canadian  Editor 

Edmonton,  Alta. — John  Dixofi 


generally  accepted  as  average  num-  beginning  of  animated  conversa-  Philadelphia  Bulletin  in  Detroit,  Craig,  66,  editor  of  the  Edmonton 


ber  of  readers  per  copy.” 

I  think  you’ll  agree  with  me 


Newspapers  offer  programs  also.  Francisco. 


Atlanta,  Los  Angeles  and  San  Journal,  died  here  June  18. 


that  this  is  a  pretty  garbled  up  They  offer  various  types  of  pages 
method  of  computing  comparisons.  departments.  So  why  not  com- 
But  even  here  I  don’t  think  that  Pare  TV  programs  with  newspaper 
this  showing  is  too  bad.  programs?  If  we  do  this  we  will 

Let’s  take  those  figures  and  let's  a  substantially  different  pic- 
not  quarrel  with  the  method,  etc.,  ‘are  of  comparable  costs. 


SulzbGrgGr  Is 
WhitG  Housg  GuGst 

Washington  —  Arthur  Hays 


During  his  long  career  with  the 
Journal,  which  he  joined  in  1911i 
Mr.  Craig  served  as  reporter,  city 
editor,  sports  editor,  telegraph 
editor  and  associate  editor.  H* 
was  appointed  editor  in  1945. 

Mr.  Craig  started  his  newspaper 


let’s  just  dispute  one  point  and  Let’s  take  their  own  methods  of  Sulzberger,  president  and  pub-  career  in  1908  on  the  TororM 
that  is  their  use  of  an  ad  in  news-  computing  but  we’ll  change  the  blisher  of  the  New  York  Times,  (Ont.)  Star  and  later  worked  lot 
papers  versus  a  program  on  TV.  base.  Instead  of  taking  ad  reader-  was  among  14  guests  of  President  the  Fort  William  (Ont.)  Timey 
Actually,  they  are  using  ratings  ship  we’ll  use  the  thing  that  the  Eisenhower  Monday  evening  at  a  Journal  and  the  defunct  Edmonton 


for  newspaper  advertising  com-  media  men  buy,  readers  per  page 
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First  Illinois  UHF  TV  Outlet  Reports  Outstanding  Reception— Both  Signal  and  Audience! 


"Due  to  high  interest  in  the  operating 
experience  of  Illinois’  first  UHF  television 
station,  WEEK-TV  at  Peoria,  Illinois,  this 
report  is  submitted.  Operating  less  than 
thiw  months  on  Channel  43,  we  have 
reached  distances  far  beyond  the  expecta¬ 
tion  of  most  engineers  and  elicited  a  wide, 
enthusiastic  audience  throughout  central 
Illinois.  Today,  WEEK-TV  serves  as  a  pat¬ 
tern  for  television  station  owners  and  en¬ 
gineers  in  other  Mid-west  cities.” 


SUCCESS  OF  WEEK-TV  SETS  OPERATING  PAHERN 

FOR  OTHER  MID-WEST  STATIONS 


Known  Fringe  Area  Adds  Pre-Opening  Interest 

“C.  B.  Akers,  partner  in  WEEK-TV,  was  responsible  for  super¬ 
vising  construction  of  the  station  and  succeeded  in  his  efforts  to 
put  this  new  outlet  on  the  air  in  record  time. 

‘‘Progress  of  the  station’s  erection  iwas  carefully  followed  from 
the  day  our  local  newspaper  headlined  the  TV  grant  for  Peoria. 
Day-to-day  events  were  pictured  almost  daily  and  culminated  with 
a  special  section,  a  28-page  edition,  on  the  starting  date.  WEEK- 
TV  opened  officially,  Sunday,  Feb.  1,  1953  at  7:30  P.  M.  From 
the  first  telecast,  in  fact  from  the  broadcast  of  a  test  pattern  sev¬ 
eral  days  earlier,  we  were  strictly  ‘on  the  spot.’  The  Central 
Illinois  area,  particularly  the  populous  Peoria  and  Pekin  metro¬ 
politan  market,  had  been  a  fringe  reception  area  for  years.  No 
wonder  all  eyes  in  the  Peoria  area  were  on  the  transmitter  at  2907 
Springfield  Road  that  night!” 

800  Calls  Received— Reception  Reported 
More  Than  50  Miles  From  Station 


‘‘It  was  a  pleasant  experience 
for  the  engineering  and  execu¬ 
tive  staff  of  WEEK-TV  to  say 
that  the  state’s  first  UHF  tele¬ 
cast  was  a  distinct  success. 
More  than  800  phone  calls  were 
clocked  through  the  switch¬ 
board  of  the  West  Central 
Broadcasting  Co.,  owners  of 
WEEK  and  WEEK-TV.  Most 
comments  were  highly  favorable 
as  to  clarity  of  picture,  and 


range  of  coverage.  We  learned 
that  WEEK-TV,  operating  on 
an  interim  General  Electric  100- 
watt  transmitter,  sent  out  an 
effective  useful  picture  as  far 
away  as  50  miles,  despite  the 
fact  that  our  most  optimistic 
hopes  had  been  for  a  12-mile 
radius.  That  was  the  initial 
happy  side  of  the  picture!  We 
weren’t  prepared,  however,  for 
what  happened  afterward.” 


Program  Time  Has  Been 
Sold  Out 

“WEEK-TV,  through  the  in¬ 
tercession  of  Fred  C.  Mueller, 
General  Manager,  a  man  widely 
known  in  radio  and  TV  circles 
over  the  country,  started  opera¬ 
tions  with  a  full  evening  pro¬ 
gram  schedule.  Less  than  three 
months  later,  practically  all  pro¬ 
gram  time  on  the  station  has 
been  sold. 

“WEEK-TV  is  situated  on 
one  of  the  highest  points  of  land 
in  Central  Illinois,  its  tower  is 
1161  feet  above  sea  level.  Films 
are  used  mostly,  but  on  August 
1,  1953  we  expect  to  be  inter¬ 
connected  with  our  network, 
NBC. 

I  G-E  Equipment  Praised 
“We  are  very  happy  over 
both  our  coverage  experience 
and  the  acceptance  of  WEEK- 
TV.  In  equal  measure  we  appre¬ 
ciate  the  performance  of  our 
General  Electric  equipment. 
Eventually,  we  expect  to  reach 
more  than  a  million  viewers  with 
WEEK-TV  programs.” 


Dealer  Reports  2400 
Converter  Soles 
in  One  Month 


“We  were  literally  swamped 
by  dealers,  distributors,  and 
servicemen  requesting  sugges¬ 
tions  as  to  how  TV  conversions 
should  be  made.  Requests  from 
dealers  for  speeches  by  our  exec¬ 
utive  staff  were  numerous.  Even 
our  commercial  staff  was  be¬ 
sieged  by  inquiries  from  national 
and  local  advertising  prospects. 
This  is  not  a  ‘padded  report’ 
but  rather  an  objective  estimate. 
One  dealer  alone  reported  2400 
converter  sales  from  Jan.  9th 
through  Feb.  28th.” 

Much  of  the  credit  for  WEEK- 
TV’s  outstanding  success  must 
be  credited  to  its  staff,  who 
worked  long  hours  to  get  Illi¬ 
nois’  first  UHF  television  sta¬ 
tion  on  the  air. 


GENERAL@ELECTRIC 
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Buyers  of  Newspaper  Space 


Naturally  enough,  a  newspaper  feels  the  urgent  need  of 
telling  its  story  to  those  who  BUY  SPACE  IN  NEWS¬ 
PAPERS  and  to  those  who  decide  WHAT  newspapers 
to  include  in  the  schedules. 


•  • 


SI 


"The  Authority  on  Market  Data". 


Rates — One  Page,  $440.00;  half-page,  $250.00; 
one-third  page,  $185.00;  quarter-page,  $140.00; 
eighth-page,  $95.00.  Closing  date  for  copy — 
September  18. 


For,  not  ALL  appropriations  are  fixed  and  inviolate. 
When  there  is  a  sound,  economic  reason  to  find  more 
money  for  a  promising  territory,  it  is  usually  done, 
especially  in  this  day  of  "Test"  campaigns. 


There  are  two  very  direct  groups  to  reach — ^the  national 
advertiser  himself  and  the  media  executives  who  make 
up  schedules. 


BOTH  groups  have  always  used  the  MARKET  GUIDE 
for  the  specific  data  it  contains. 


Features  New  and  Exclusive 

in  the  MARKET  GUIDE! 


To  the  established  and  long-used  data  in  the 
EDITOR  &  PUBLISHER  MARKET  GUIDE,  import 
ant  NEW  features  have  been  added— 


Completely  revised  tabulation,  State  by  State,  of 
Estimated  Populations,  Retail  Sales,  Income  Esti¬ 
mates  arranged  in  the  recently  designated  Eco¬ 
nomic  Areas  and  all  daily  newspaper  cities  —  an 
invaluable  view  of  the  1954  sales  picture,  ahead 
of  other  compilations,  the  basis  for  estimating 
accurately  the  market  of  to-day  and  the  potential 
market  of  next  year. 


It  should  be  emphasized  that  in  the  above  NEW 
feature,  the  MARKET  GUIDE  is  far  ahead  of  al 
other  estimates  of  similar  type  ...  in  some  in¬ 
stances  by  a  lead  of  a  year  and  a  half. 


2. 


Up-to-date  State  Indexes  of  actual  market 
strength  for  every  State  covering  the  entire  field 
of  industrial  activity,  wages,  number  of  salari^ 
workers,  cash  irvcome  from  farms,  etc.  (the  only 
feature  of  its  kind  available). 


3. 
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The  popular  and  intensely  useful  MARKET  GUIDE 
Maps,  with  their  Standard  Metropolitan  and  Eco¬ 
nomic  Areas  and  plainly  plotted  markets  served 
by  newspapers  —  more  market  data  than  can  be 
found  in  any  other  single  volume. 
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Use  both 


. . .  A  LOGICAL  REASON  WK}'  NEWSPAPERS 
SHOULD  ALSO  USE  BOTH! 


Features  Netv  and  Important 
to  Newspapers  Advertising 

in  the  YEAR  BOOK! 


Let's  make  this  clear  .  .  .  the  YEAR  BOOK  is  edited  as  a  sepa¬ 
rate  unit.  The  facts  contained  therein  are  every  bit  as  im¬ 
portant,  vitally  alive,  and  necessary  as  are  the  data  in  the 
MARKET  GUIDE  They  comprise  the  COMPLETING  PARTS 
of  data  absolutely  essential  to  Buyers  of  Newspaper  space. 


Without  listing  the  established  features  —  which  have  made  it 
the  most  acceptable  book  of  its  kind  ever  published.  —  we  are 
very  proud  indeed  to  briefly  highlight  here  the  three  important 
sections  of  the  YEAR  BOOK,  which  are  best  suited  to  carry 
the  advertising  of  newspapers,  as  they  contain  exclusive  data 
not  available  anywhere  else  — 


I.  The  Personnel  Section  has  always  been  popular,  because 
surveys  have  proved  that  it  is  widely  used  by  Buyers  of 
Newspaper  Space. 
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Buyers  of  newspaper  space  require — however  important 
their  own  resources — a  vast  amount  of  difficult-to-secure 
information  about  ALL  phases  and  facets  of  newspapers. 
The  YEAR  BOOK  was  originated  to  fill  this  need.  As  a 
result  of  a  questionnaire  sent  to  the  members  of  the 
Media  Buyers  Association  of  New  York — the  very  execu¬ 
tives  a  newspaper  must  reach  (those  who  buy  newspaper 
space  and  plan  schedules) — more  vital  data  will  be  added 
to  the  1954  edition  which  will  make  it  more  valuable 
than  ever  before. 


'Encyclopedia  of  the  Newspaper  Industry". 


Editor  &  Publisher 

tmi  »0«*TII  IfTAII 

YEAR  BOOK 


2.  The  new  section — entitled  "Special  Data  for  Buyers  of 
Newspaper  Space"  which  will  appear  in  the  1954  edition — 
is  based  on  a  survey  among  the  members  of  the  Media 
Buyers  Association  of  New  York,  as  to  the  type  of  exclusive 
data  they  would  like  to  have,  and  practically  all  those  who 
replied  said  this  new  section  would  be  a  very  practical  idea 
and  they  would  use  it  extensively. 


1954 


■AP. . n»-tn 


3.  Newspaper  Merchandising  Services  (compiled  by  N.  W. 
Ayer  &  Son,  Inc.)  —  this  appeared  originally  in  the  1953 
YEAR  BOOK  and  will  be  enlarged  in  the  1954  edition. 
This  is  an  exclusive  feature  which  includes  over  400  news¬ 
papers,  and  it  is  an  excellent  spot  for  a  newspaper  to  tell 
about  its  merchandising  services  in  paid  advertising  space. 


teMM  fcwWi  .  SMM 
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In  summarizing  —  a  newspaper  has  three  excellent  sections  in 
which  to  advertise,  and  it  would  do  well  to  tell  its  story  in  all 
three  sections,  as  well  as  in  the  MARKET  GUIDE. 


Transient  rates — One  page,  $460,00;  half-page, 
$260.00;  quarter-page,  $145.00;  or  contract 
rates  apply.  Closing  date  for  copy — January  5. 


I 


PROMOTION 


Omaha  Safety  Crusade 
Is  Yours  for  the  Asking 


By  T.  S.  Irvin 

The  Crusade  for  Safety  which 
the  Omaha  (Neb.)  World-Herald 
started  this  year  to  cut  traffic  death 
and  destruction,  and  which  it  is 
now  offering  to  other  newspapers, 
could  well  develop  into  the  big¬ 
gest  newspaper  public  service  pro¬ 
motion  of  all  time.  Certainly  it 
begins  to  look  like  the  biggest  pub¬ 
lic  service  promotion  in  the 
World-Herald’s  program,  which  is 
full  of  public  service,  even  bigger 
than  its  soil  conservation  program, 
which  is  one  of  the  biggest  and 
best  in  the  country. 

Already,  as  Promotion  Manager 
Ed  McClanahan  reports,  “we  are 
getting  good  response  from  news¬ 
papers”  as  a  result  of  the  publicity 
about  the  Crusade  which  ran  in 
Editor  &  Publisher.  The  World- 
Herald  reports  that  53,000  of  its 
readers  have  taken  the  safety 
pledge,  the  result  of  the  Crusade 
since  its  start  on  Feb.  1. 

The  Crusade,  as  the  World-Her¬ 
ald’s  safety  editor,  Paul  N.  Wil¬ 
liams,  points  out,  is  primarily  a 
“news-side”  job,  although  the  pro¬ 
motion  department  carries  a  large 
share  of  the  load. 


sade,  simply  by  showing  how  the 
World-Herald  is  doing  it,  is  a  fine 
pattern  for  newspaper  public  ser¬ 
vice  promotion.  It  shows  how  to 
employ  every  phase  of  the  news¬ 
paper,  how  to  provide  variety  and 
excitement  by  employing  the  flexi¬ 
bility  of  the  newspaper. 

The  booklet  covers  only  the 
newspaper  phase.  But  “depending 
on  your  local  competitive  situa¬ 
tion,”  Mr.  Williams  notes,  “radio 
and  television  can  usually  be 
worked  into  the  Crusade.  ...  In 
our  case,  the  Omaha  radio  stations 
voluntarily  banded  together  to 
make  recordings  of  winning  songs 
in  a  children’s  contest.  The  record¬ 
ings  have  been  sent  to  radio  sta¬ 
tions  over  the  state.” 

Needless  to  say,  there  is  need 
for  such  a  Crusade.  The  1952  traf¬ 
fic  death  toll  was  38,000.  The  Na¬ 
tional  Safety  Council  fears  that  the 
1953  toll  will  reach  39,500,  a  rec¬ 
ord.  The  results  of  the  Crusade  in 
the  World-Herald’s  territory,  Ne¬ 
braska  and  14  counties  in  !^uth- 
west  Iowa,  are  little  short  of  amaz¬ 
ing.  While  adjoining  states  had 
death  tolls  as  much  as  25%  high- 
“The  managing  editor  and  city  er  than  last  year  (comparing  the 


Color  Sweep 

The  new  report  by  the  Lake 
Shore  Electrotype  Company 
shows  580  dailies  in  the  U.  S. 
now  printing  two  colors;  288 
three  colors;  and  211  four 
colors. 

Canada  has  18  dailies  print¬ 
ing  two  colors;  10  three  colors: 
and  7  four  colors.  Two  dailies 
in  Hawaii  and  one  in  Alaska 
offer  any  combination  of  col- 


editor,”  he  notes,  “set  the  general 
line  and  the  safety  editor  works 
out  specific  plans.  Other  reporters 
frequently  cover  safety  stories 
which  touch  on  their  runs — city 
hall,  police,  sheriff’s  office.” 

The  World-Herald’s  offer  of  the 
Crusade  to  other  newspapers  is 
splendid  industry  service.  The 
booklet  which  outlines  the  Cru- 


^re  You  This 
ADVERTISING 
PRESENTATION 
MAN? 

Oan  you  write  advertising  pre- 
TOntations  for  one  of  America’s 
mrgwt  newspapers  In  a  competitive 
Eastam  city  .  .  .  presentations 
which  are  used  by  advertising  sales¬ 
men,  sometimes  on  specific  ac¬ 
counts,  sometimes  on  entire  adver¬ 
tising  classifications? 

If  you  are  a  man  who  naturally 
reaches  for  a  pencil  and  a  piece  of 
paper  to  explain  the  selling  points 
of  a  proposition,  you  will  like  this 
job. 

You  will  be  presenting  the  selling 
story  of  a  leader  in  its  field.  You 
w^  have  available  ample  data  and 
statistics.  It  will  be  your  Job  to 
present  this  story  In  simple,  graph¬ 
ic  and  convincing  form.  To  do  this, 
you  will  need  a  mixture  of  Imagln- 
practical  selling  sense. 

Quite  a  challenge — are  you  the 
man  to  handle  It?  If  you  think  so, 
sell  yom^lf  in  a  presentation,  with 
lull  details.  Including  salary.  Our 
staff  knows  of  this  advertisement. 

Box  2518,  Editor  &  Publisher. 


first  four  months),  the  World-Her¬ 
ald  area’s  toll  was  30%  lower. 

If  you  haven’t  yet  done  so,  write 
the  World-Herald  for  the  Crusade 
for  Safety  booklet.  Whether  you 
bring  your  paper  into  the  Crusade 
or  not,  you’ll  want  to  study  this 
program  as  a  pattern  of  practically 
perfect  public  service  promotion. 

Crime  News? 

If  local  critics  get  too  hot 
about  that  old  wheeze  that  “the 
newspapers  are  just  too  full  of 
crime  news,”  do  what  Promotion 
Manager  L.  A.  UpDeGiaff  of 
the  Columbus  (Ga.)  Ledger  did. 
Just  measure  your  news  columns 


and  let  the  facts  speak  for  them¬ 
selves.  Here’s  what  his  measure¬ 
ments  showed,  made  without  prior 
planning: 

During  the  week  May  11-16,  the 
Ledger  printed  252  inches  of  re¬ 
ligious  news;  218  of  “government” 
news;  111  of  crime  news;  and  107 
of  civic  news.  For  the  week  May 
18-23,  the  figures  were:  176,  re¬ 
ligion;  201,  government;  156, 
crime;  109,  civic. 

Radio 

Yakima  (Wash.)  Republic  and 
Herald  has  just  published  the  re¬ 
sults  of  a  radio  listening  survey  in 
its  area  which  pretty  well  demol¬ 
ishes  radio  competition.  The  sur¬ 
vey  is  neatly  got  up  in  a  booklet 
that  is  quick  and  easy  to  read  and 
understand,  titled  “How  many  of 
your  customers  do  you  reach  with 
radio  advertising?” 

The  natural  answer,  after  read¬ 
ing  this  booklet,  is  “Not  many.” 
The  survey,  made  by  Western 
Union,  covered  18%  of  all  Ya¬ 
kima  Valley  homes.  It  shows  that 
72%  were  not  listening  to  the  ra¬ 
dio  when  called — calls  being  made 
throughout  the  day  and  evening — 
and  28%  were  listening.  Of  those 
listening,  only  33.6%  could  iden¬ 
tify  the  advertiser,  66.4%  could 
not.  Figures  are  provided  for  indi¬ 
vidual  stations,  and  by  hours  of  the 
day. 


gOi 

^  Pdncis  dr«  wait!  filgh— -  . 
located  on  on*  sido  of  the 
unit  Initead  of  the  four  comers. 
|*«tendard  on  Headliner  presses 
I  THE  GOSS  PRINTING  PRESS  CO.' 
1 535  5.  Paulino  St.,  Chicago  8,  III. 


In  the  Bag 

Wonderful  little  ad  with  that 
personal  touch  in  the  New  London 
(Conn.)  Day  is  addressed  “To 
readers  who  are  not  sports  fans.” 
Seems  some  woman  told  the  Day 
that  although  she’s  no  sports  fan, 
she  reads  the  Day’s  sports  pages 
because  they  make  good  reading. 
Which  makes  good  promotion. 

Maybe  they  all  write  well  in 
Connecticut,  even  the  advertisers. 
Best  testimonial  letter  we’ve  read 
in  years  was  run  as  an  ad  last 
week  by  the  Hartford  Courant. 
Under  the  heading  “Courant 
Events,”  the  Courant  simply  said: 
“A  letter  from  an  advertiser,  which 
deserves  your  attention.”  Then 
came  the  letter,  and,  to  repeat,  it 
is  a  dilly,  beautifully  written,  and 
a  strong  testimonial  to  the  value  of 
Courant  advertising.  As  a  tag  line, 
the  Courant  merely  quotes  one 
sentence  from  the  letter,  “The 


Surplus  News 
Items  Sparkle 
In  'Elsewhere' 

Akron,  O. — The  Beacon  Jour¬ 
nal  believes  it  has  found  a  way 
out  of  a  dilemma  that  must  plague 
many  news  executives — the  large 
amount  of  telegraph  news  of  sec¬ 
ondary  importance  that  finds  it¬ 
self  either  in  overset  or  on  the 
discard  spindle. 

The  problem  worried  Executive 
Editor  Ben  Maidenburg  and  Man¬ 
aging  Editor  Murray  Powers.  The 
latter  first  conceived  the  neces^ 
for  a  column  of  short  telegraph 
items,  spaced  by  leaders,  and  di¬ 
vided  into  international,  national 
and  Washington,  written  by  the 
telegraph  desk  as  the  day  went 
along.  But  this  offered  the  prob¬ 
lem  that  readers  of  early  editions 
would  not  get  all  of  this  news. 

Then,  at  an  Associated  Press 
meeting  in  Cincinnati,  Norman 
Isaacs,  managing  editor  of  the 
Louisville  (Ky.)  Times,  revealed 
he  had  started  a  highly  successful 
column  called  “Names  in  the 
News.” 

Section  Started 

Studying  the  Times  column  and 
the  original  Beacon  Journal  idea, 
Mr.  Maidenburg  projected  a  two- 
column  full  feature  each  day,  di¬ 
vided  into  not  only  national,  inter¬ 
national  and  world  but  also  into 
miscellaneous  and  personalities 
sections. 

Sam  Radak,  telegraph  editor, 
was  assigned  the  task  of  writing 
the  column,  known  as  “Elsewhere.” 
He  drops  into  a  file  each  day  the 
stories  he  feels  will  not  make  the 
day’s  editions. 

Mr.  Radak  leaves  his  desk  an 
hour  and  a  half  early  each  day 
and  writes  the  column  in  about 
that  time.  One  column,  half  col¬ 
umn,  two-column  cuts  and  some 
sketches  break  up  the  column.  The 
column  is  set  overnight  and  4e 
advertising  department  dummies 
the  full  two  columns  of  space  as  a 
must  each  day. 

The  column  has  brought  forth 
much  favorable  comment  from 
readers.  It  “eats  up”  a  tre¬ 
mendous  amount  of  news  each  day 
and  as  a  result  almost  every  bit 
of  news  coming  into  the  Beacon 
Journal  gets  a  second  going  over. 


3  Weeklies  Cited 
In  Kentucky  Awards 

Four  dailies  shared  the  major 
honors  in  Kentucky  Press  Associa¬ 
tion  awards  for  1952  and  three 
weeklies  were  named  as  the  best- 
all-around  papers  in  their  classes. 

The  honoreJd  weeklies  are:  Lyon 
County  Herald,  Fulton  County 
News,  and  Central  City  Times- 
Argus. 

Dailies  receiving  awards  were: 
Henderson  Gleaner  and  Journal, 


Courant  is  doing  what  it  is  sup-  Corbin  Tribune,  Maysville  Inde- 
posed  to  do.”  pendent  and  Paris  Enterprise. 


54 


laradel,  July  Sth  issue 


Sen.  Charies  W.  Tobey  tells 


This  plain-spoken  article  is 
a  Parade  exclusive,  published 
in  the  magazine  section  of 
36  important  newspapers. 


Another  example 


of  the  alert,  on-the-news 


editing  that  makes 


parade]  the  best 


read  publication  m  pnnt. 


arade 
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CIRCULATION 


Mail  and  Newspapers 
Are  In  Same  Category 


A  MOTOR  TRUCK  owncF  engaged 
in  the  transportation  of  mail  be¬ 
tween  New  Bedford,  Mass.,  and 
Providence,  R.  I.,  undertook  the 
additional  contract  of  transporting 
newspapers  from  Providence  to 
New  Bedford  without  first  obtain¬ 
ing  a  certificate  from  the  Inter¬ 
state  Commerce  Commission. 

The  motor  carrier  owner  relied 
on  provisions  of  the  Interstate 
Commerce  Act  exempting  the  ex¬ 
clusive  transportation  of  newspa¬ 
pers. 

The  ICC  in  March  upheld  the 
right  of  a  carrier  to  transport  both 
newspapers  and  mail  without  cer¬ 
tificate  of  convenience  and  neces¬ 
sity.  The  Commission  stated: 

“The  vehicle  which  applicant 
uses  in  the  transportation  of  news¬ 
papers  also  carries  mail  at  the 
same  time.  Admittedly  a  very 
strict  and  literal  interpretation  of 
the  statute  would  require  a  finding 
that  such  vehicle  is  not  being  used 
“exclusively’  in  the  distribution  of 
uewspapers  and  accordingly,  that 
■the  exemption  provided  by  the 
istatute  does  not  obtain. 

“We  seriously  doubt,  however. 
That  any  such  construction  would 
be  consistent  with  the  intent  of 
the  Congress  or  that  it  is  neces¬ 
sary.  Patently  it  was  the  intent 
of  Congress  in  the  public  interest 
to  encourage  and  facilitate  the 
prompt  and  easy  distribution  of 
newspapers  and  to  regulate  their 
Transportation  only  when  they  are 
transported  as  any  other  freight 
m  mixed  lots  with  other  property 
or  with  passengers  in  for  highway 
carrier  services.” 

The  Commission  supplemented 
this  ruling  with  the  comment, 
“‘This  Commission  has  long  treated 
the  transportation  of  mail  by  mo¬ 
tor  carriers  with  either  passengers 
or  property  as  a  matter  between 
the  carrier  and  the  Post  Office  De¬ 
partment  with  which  we  are  not 
concerned. 


“If  this  philosophy  is  correct 
and  we  have  no  doubt  that  it  is, 
then  vehicles  engaged  in  the  trans¬ 
porting  of  newspapers  and  mail 
are,  so  far  as  we  are  concerned, 
■being  used  ‘exclusively’  in  the  dis¬ 
tribution  of  newspapers.” 

These  same  provisions  of  the 
Interstate  Commerce  Act  were  be¬ 
fore  the  Federal  Circuit  Court  of 
Appeals  a  few  years  ago  for  the 
interpretation  by  that  court  of  the 
word  “newspapers”  within  the  ex¬ 
emption  clause. 

The  comic  sections  of  the  New 
York  Sunday  Mirror  were  shipped 
from  the  printer  in  Pennsylvania 
to  points  in  New  Jersey  and  New 
York  by  a  motor  carrier  to  which 
no  certificate  of  convenience  had 
been  issued. 

A  competitor  of  the  motor  car¬ 
rier  applied  to  the  Federal  Court 
for  an  injunction. 

The  courts  held  the  motor  car¬ 
rier  was  well  within  the  exemption 
and  said: 

“It  would  be  of  small  value  to 
attempt  a  definition  of  the  word 
‘newspaper’  in  this  opinion.  We 
shall  not  attempt  a  definition  other 
than  to  say  that  a  typical  modern 
Sunday  newspaper  embraces  not 
only  comic  sections  but  financial 
sections,  news  sections,  sports  sec¬ 
tions,  magazine  sections  and  vari¬ 
ous  supplements. 

“The  field  of  the  modern  news¬ 
paper  is  as  broad  and  catholic  as 
the  field  of  its  readers.  Some 
members  of  the  public  seem  to  re¬ 
gard  the  comic  strip  as  the  news¬ 
paper  rather  than  part  of  the  news¬ 
paper.  We  think  Congress  did  not 
intend  to  make  a  fine  spun  distinc¬ 
tion  between  the  distribution  of 
newspapers  and  parts  or  sections 
of  newspapers.” 

Upward  Trend  Continues 
Even  with  Price  Increase 

The  increase  in  circulation  price 
of  the  Geneva  (N.  Y.)  Times,  ef- 


3  ways  to 
step-up  circulation 

^  HONOR  BOXES 

1^'  ROUTE  TUBES 

^  DISPLAY  RACKS 

Wkin  FOR  CATAtOG  AND  PKICES 


the  biggest,.'^  CHARTEK>-'- 
temsgaperll 


a  dhrisiM  the 

STEEL  CITY  MANUFACTURING  CO. 

Yeeegstew,  Ohfe 


Proiiiable  Error 

Sante  Fe,  N.  M. — Sharp- 
eyed  newspaperboys  here 
caught  a  typographical  error  in 
the  New  Mexican  on  June  18 
and  profited  by  it 

The  early  edition  of  the  pa¬ 
per  listed  the  price  at  12c  a 
copy.  Somehow,  the  Sunday 
price  had  been  carried  on  the 
Thursday  paper. 

Boys  in  the  statehouse  in¬ 
sisted  on  getting  the  12  cents, 
and  they  showed  cnstomers  the 
printed  prices  to  prove  their 
point. 

Later  editions  bore  the  cor¬ 
rect  price,  7  cents. 


fective  April  11,  has  had  no  effect 
upon  the  upward  trend  in  circula¬ 
tion,  reports  G.  B.  Williams,  pub¬ 
lisher. 

On  April  11,  the  carrier  price  of 
this  daily  increased  from  30c  to 
35c  per  week.  The  newsstand  price 
was  unchanged.  The  mail  rates 
were  raised  from  $6  to  $8  per 
year  in  Ontario,  Seneca,  Wayne 
and  Yates  counties.  In  New  York 
State  outside  of  the  four  home 
counties  the  rate  was  raised  from 
$9  to  $  1 2  per  year. 

The  following  tabulation  shows 
the  circulation  immediately  before 
and  after  the  increase  and  com¬ 
pares  the  1952  and  1953  figures: 


Month  1952  1953  Change 

JANUARY...  10,200  10,566  -1-366 

FEBRUARY..  10,204  10,694  -(-390 

MARCH .  10,295  10,640  -(-346 

APRIL* 

First  10  days  10,298  10,709  -(-411 

Last  20  days  10,214  10,629  -(-415 

MAY .  10,268  10,566  4-298 


No  special  circulation  promo¬ 
tion  was  undertaken  during  or  im¬ 
mediately  following  the  price  in¬ 
crease.  Mr.  Williams  also  points 
out  that  there  has  been  no  appre¬ 
ciable  shift  from  carrier  delivery 
to  dealers  even  though  the  news¬ 
stand  price  remained  at  5c.  About 
75  per  cent  of  the  total  circulation 
is  carrier  delivered. 

Promotion  Contest 
Winners  Named 

Harold  Hult,  Topeka  (Kan.) 
State  Journal  and  Capital  Times, 
chairman  of  the  ICMA  News- 
paperboy  Promotion  Contest,  an¬ 
nounced  the  winners  of  the  an¬ 
nual  competition  as  follows: 

Group  I  (over  75,000) — ^Won 
by  C.  B.  Williams,  Charleston  (S. 
C.)  Evening  Post  and  News  & 
Courier.  Honorable  mention:  E. 
P.  Schwartz,  Des  Moines  (la.) 
Register  and  Tribune;  Raymond 
Marx,  Los  Angeles  (Calif.)  Times; 
and  George  S.  Johnson,  Long 
Beach  (Calif.)  Independent  and 
Press-T  elegram . 

Group  II  (40,000  to  74,999)— 
Won  by  J.  J.  Kelleher,  New  Bed¬ 
ford  (Mass.)  Standard  Times. 
Honoraible  mention:  Merritt  ler- 
ley,  Passaic-Clifton  (N.  J.)  Herald 
News;  Ray  Gilliland,  Lancaster 
(Pa.)  Newspapers;  Milan  Leavitt, 


Phoenix  (Ariz.)  Republic,  ami 
Robert  J.  Dunst,  Phoenix  (Arii) 
Gazette. 

Group  III  (15,000  to  39.999)- 
Won  by  Virgil  Fassio,  Tarentm  j 
(Pa.)  Valley  Daily  News.  Honor, 
able  mention:  C.  M.  Rippeto 
Hollywood  (Calif.)  Citizen-Nm 
Campbell  S.  March,  Washingim 
(Pa.)  Observer  and  Reporter,  anl 
Frank  Geoghegan,  Quincy  (Mass.) 
Patriot  Ledger. 

Group  IV  (under  15,000)- 
Won  by  Robert  A.  Macklin,  Ri- 
dondo  Beach  (Calif.)  South  Be; 
Daily  Breeze.  Honorable  mention: 
Dewey  L.  Robinson,  Oak  Ridfi 
(Tenn.)  Oak  Ridger. 

The  following  were  Certificate 
of  Merit  winners  in  the  annua' 
ICMA  Newspaperboy  Promotioj 
Awards  competition: 

Group  I  (over  75,000) — Detrok 
(Mich.)  Times;  Norfolk  (Va.) 
Newspapers,  Inc.;  Minneapok 
(Minn.)  Star  and  Tribune;  Port¬ 
land  (Ore.)  Oregonian;  Portlaoi 
(Ore.)  Journal;  Dallas  (Tex.) 
Times-Herald;  Mobile  (Ala.) 

Press-Register;  Atlanta  (Ga.) 

Journal  and  Constitution;  Houston 
(Tex.)  Chronicle;  Rockford  (ID.) 
Star  and  Register-Republic;  Knox¬ 
ville  (Tenn.)  News-Sentinel;  In¬ 
dianapolis  (Ind.)  Star  and  News. 
and  Los  Angeles  (Calif.)  Ex¬ 
aminer. 

Group  III  (15,000  to  39,000)- 
Woonsocket  (R.  I.)  Call;  Altai} 
(Ga.)  Herald;  and  OshM- 

(Wis.)  Dailly  Northwestern. 

Street  Sellers'  Picnic 

For  the  first  time  in  Cinemnm 
(O.)  Enquirer  history,  street  sell¬ 
ers  will  be  given  a  picnic,  July  8 
Street  Sales  Manager  Ray  Greulidi 
told  them  all  they  have  to  do  is 
to  make  their  quotas  for  June. 

V  *  * 

Enquirer  farm  service  district 
managers  are  engaged  in  a  “^t 
Your  Shirt”  campaign.  Accordiuf 
to  Charles  W,  Staab,  circulatioc 
director,  they’ve  literally  bet  their 
shirts  they’re  going  to  make  their 
quotas  during  June  and  July.  D 
the  quotas  are  reached,  each  dis¬ 
trict  man  will  win  six  top  qualiP 
shirts;  if  they  fail,  the  shirts  f 
to  the  Salvation  Army. 

Strehon  Appointed 
On  New  York  Mirror 

Charles  B.  McCabe,  publisher 
of  the  New  York  Mirror,  annou*' 
es  the  appointment  of  Charles  Stre- 
han  as  circulation  manager.  Mr 
Strehan  has  been  with  the  Minot 
since  the  first  day  of  publicatkm 
starting  as  an  office  boy.  For  the 
past  eight  years  he  has  been  coun¬ 
try  circulator. 

Grand  Rapids  Change 

Phil  F.  Johnson,  formerly  cir^ 
lation  manager  of  the  Lincoln 
(Neb.)  Star,  has  been  named  eff- 
culation  manager  of  the  Groins 
Rapids  (Mich.)  Herald.  He  suc¬ 
ceeds  Ray  Wesela,  who  has  gow 
into  the  grocery  business  in  Grand 
Rapids. 
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American  help,  particularly  in  come  could  be  increased. 

\jir0OK  X  JrOSS  X*  ICIULS  improving  agricultural  production  Printing  facilities  are  limited. 

^  and  the  establishment  of  some  in-  Only  six  of  the  16  dailies  in  Athens 

dustry,  the  country  is  coming  back  have  their  own  printing  plants. 
YV  ClX“Or©^l  XlvLUQlCvLl^S  circulations  will  grow.  The  Pre-war  presses  have  been  re- 

rebuilding  of  transportation  is  en-  paired,  but  often  give  poor  print- 
By  Keimeth  E.  Olson  abling  some  Athens  papers  to  be-  j^g  impressions.  Makedonia  in 

Dean.  Medill  School  of  JoumaUsm  circulations.  Salonika,  however,  has  a  plant 

Some  of  the  weaker  papers  have  which  any  medium-sized  daily  in 
The  Greek  press  which  has  been  from  the  poverty  of  their  readers  tried  without  much  success  to  the  United  States  would  be  proud 
fighting  hard  to  come  back  after  and  illiteracy  in  the  more  back-  build  circulation  by  sensational  to  own.  Kathimerini  in  Athens,  is 
nine  years  of  war,  occupation  and  ward  areas.  While  there  are  prob-  news.  They  had  a  feld  day  with  building  a  new  plant  which  should 

civil  war  has  suffered  a  new  blow  ably  no  more  avid  newspaper  read-  New  York’s  Jelke  vice  case.  be  ready  in  1954.  Papers  in  the 

because  of  the  recent  devaluation  ers  than  the  Greeks,  many  families  No  Ad  Know-How  larger  cities  are  Linotype  or  Inter- 

of  the  drachma  from  15,000  to  cannot,  more  than  once  a  week.  What  the  Greek  press  lacks  most  type  set,  but  many  small  dailies  in 
30,000  to  the  dollar.  Newsprint,  spare  the  1,000  drachmae  (6  2/3  advertising  know-how.  A  few  provincial  towns  are  still  hand- 
for  which  Greek  publishers  had  cents)  which  a  newspaper  costs,  papers  are  beginning  to  develop  set,  and  some  small  dailies  put  out 
been  paying  from  $175  to  $200  a  Whereas  illiteracy  for  the  country  classified  sections.  Most  advertis-  only  n  single  tabloid  sheet  printed 
ton  because  of  tiie  long  haul  from  as  a  whole  is  27  per  cent,  there  ing  however  is  general  usually  on  'both  sides. 

Sweden  and  Finland,  has  now  been  are  villages  in  Northern  Greece,  fj-Qm  foreign  firms.  There  is  little  Despite  these  handicaps,  the 
doubled  in  price.  As^  a  result,  most  ravaged  by  war,  which  still  j^cal  retail.  No  Athens  daily  has  young  generation  which  has  come 
daily  papers  wihioh  early  in  the  year  do  not  have  schools.  Here  it  advertising  solicitor.  They  rely  into  Greek  journalism  since  the 

had  won  the  right  to  publish  as  is  not  uncomrnon  to  see  one  man,  Qp  agencies  which  get  their  war  is  eager  to  learn  the  ways  of 

many  eight-page  issues  each  week  perhaps  a  priest  or  the  village  general  advertising  to  bring  them  modern  journalism.  It  was  at  the 

as  they  could  afford  are  all  down  to  president,  reading  a  single  copy  of  -what  retail  there  is,  but  these  agen-  request  of  Greek  journalists  that 

four  pages  a  day  and  some  papers  a  newspaper  to  a  score  of  men.  know  nothing  about  advertis-  I  spent  three  months  in  Greece 
are  in  such  a  precarious  position  As  a  result  the  largest  paper  in  jpg  merchandising.  They  are  han-  trying  to  help  them  build  better 

that  they  may  have  to  cease.  Greece,  Kathimerini,  has  a  circu-  dicapped  by  the  lack  of  department  newspapers.  Never  in  America 

Whereas  the  press  in  the  coun-  lation  of  only  48,000.  stores,  but  with  the  help  of  the  have  I  had  any  groups  as  hungry 

tries  of  Western  Europe  was  able  Nevertheless  some  good  post-  newspapers  in  teaching  the  better  for  journalistic  knowledge  as  were 
to  revive  in  1944  and  1945,  the  war  newspapers  are  emerging,  shops  how  to  advertise  definite  those  I  worked  with  in  Athens, 

Greek  press  did  not  begin  to  get  KalWimenni,  Eleftheria,  A thinaiki,  merchandise  items  with  descrip-  and  in  Western  and  Northern 

on  its  ifcct  H^diD  until  VKodim  snd  Akropolis  in  ^tJicnSt  tions  Hnd  prices  ndvortisin^  in*  ^jrccco 


Short 

Cuts 


Progress 
For  The  | 

New  4 

Graduates!! 


The  Editor  &  Publisher 
Classified  Advertising  Habit 
Can  Help  You  Start  And 
Advance  In  Your  Newspaper 
Career. 


From  your  own  situations  wanted  ad  it  IS  possible 
to  climb  the  ladder  way  up  to  buying  that  paper  of 
your  own. — ALL  with  the  help  of  these  valuable 
messengers — messengers  that  reach  publishers  the 
WORLD  Over! 


START  USING  THESE  ADS  NOW! 


JOURNALISM  EDUCATION 


News  Job  Can*t  Be  So 
Tough — They  Swung  It 


requirement  which  will  apply  to 
all  future  programs  for  students  of 
foreign  correspondence. 


Columbia  School  Gels 
$32,500  for  TV  Project 


By  Dwight  Bentel 


It’s  sort  of  a  newspaper  tradi¬ 
tion  that  young  hopefuls  listen  re¬ 
spectfully  while  oldsters  tell  them 
what  a  lousy  occupation  is  news- 
papering. 

Whether  at  the  water  cooler,  in 
the  gents’  room,  or  after  hours  at 
Joe’s  cozy  canteen,  the  proprieties 
are  fixed  by  custom.  While  the 
dyspeptic  old-timer  lectures  on  the 


When  Wesley  Maurer  intro¬ 
duced  his  graduate  program  in 
journalism  at  the  University  of 
Michigan  in  1948  there  was  a 
considerable  lifting  of  eyebrows. 
It  made  probably  the  most  exten¬ 
sive  journalistic  requirements  of 
any  graduate  program  in  the 
country. 


Iowa  Displays  Time  Capsule 

Documents  and  materials  which 
will  be  placed  in  a  Time  Capsule 
in  the  new  communications  center 
at  the  State  University  of  Iowa  are 
on  display  in  the  university  library. 

The  public  is  being  given  oppor¬ 
tunity  to  view  the  items  before 
they  are  hermetically  sealed  in  an 
18x18x14  inch  copper  container. 
The  container  will  be  lowered  in¬ 
to  an  opening  in  the  Center’s  lobby 
floor  and  sealed  over  with  cement, 
to  remain  for  100  years. 

'The  more  than  130  different 
kinds  of  items  to  be  placed  in  the 


Gifts  amounting  to  $32,500  hiv;  j 
been  made  to  the  Graduate  Schoo! 
of  Journalism  of  Columbia  Univc 
sity  to  expand  television  news  wri- 
ing,  programming  and  broadcai- 
ing.  Dean  Carl  W.  Ackerman  a 
nounced  this  week.  The  Schoft 
has  received  two  gifts  for  this  edu¬ 
cational  project — an  endowment  o! 
$25,000  from  the  William  Morris 
Agency,  and  a  10-year  guaranttt 
of  $7,500  from  Samuel  A.  and 
Fannie  C.  Frommer  of  Miami,  Ra. 

Under  an  agreement  with  tlu 
Trustees  of  the  University,  tie 
Morris  agency  has  the  exclusivt 
right  to  produce  radio  and  tele- 


First  registrant  was  Irving  _ _ _  ...  .  .  j  •  - 

myriad  miseries  of  the  newspaper  Kalin,  World  War  II  veteran,  who  capsule  include  comments,  sum- 
life  (“Don’t  get  in  this  racket,  wanted  to  do  “an  extra-special  job  maries,  and  forecasts  from  persons  ^ 

of  preparing  for  foreign  news  in  the  mass  communications  field,  awards, 

work.”  After  five  years  Mr.  Kalin  books,  pieces  of  type,  newspaper  is  a  graduate  of 

has  completed  his  training.  A  re-  mats  l^nH  in  nrinfinw  wir,*  School,  Class  ot  1915. 

view  of  his  experience  indicates 
what  Prof.  Maurer  is  driving  at 
with  his  Michigan  program: 

Following  his  Army  service  Mr. 

Kalin  completed  his  undergradu¬ 
ate  work  at  the  university  in  Feb- 
1948. 


son”),  the  proper  young  beginner 
gives  silent  attention. 

So  no  wonder  if  a  bunch  of  edi¬ 
tors  on  the  University  of  Maine 
campus  recently  wondered  what 
the  newspaper  business  was  com¬ 
ing  to  when  two  U.  of  M.  journal¬ 
ism  students  looked  them  in  their 
collective  eye  and  demanded 


These  gifts.  Dean  Ackemui 
said,  will  enable  the  School  to  ex¬ 
pand  its  study  and  practical  counes 
in  television  news.  It  is  planned  to 
resume  the  weekly  News-O-Ram 
program  by  students  on  WPIX 


If  it’s  such  a  tough  racket,  what  ruary  194».  -The  next  year  he 

earned  an  M.A.  in  journalism. 


are  you  still  doing  in  it?” 

One  of  the  students,  Douglas  E. 
Kneeland,  followed  this  bit  of  ir¬ 
reverence  for  fine  old  customs  by 
saying,  “All  we  hear  on  these 
‘career  days,’  when  successful 
newspapermen  talk  about  their 
profession,  is  what  a  tough  racket 
it  is,  with  low  pay,  grinding  rou¬ 
tine,  and  we’re  crazy  to  go  into  it. 

“This  idea  coming  from  a  suc¬ 
cessful  newspaperman  who  has 
been  at  it  for  years,  always  makes 


specializing  in  Latin-American  af¬ 
fairs,  and  traveled  that  Summer  in 
Mexico. 

In  the  Fall  of  1949  he  began 
a  two-and-one-half  year  domestic 
internship  on  the  Cleveland  News, 
first  as  a  police  reporter  and  then 
as  a  copyreader.  In  1951  he  was 
awarded  one  of  the  first  three 
graduate  professional  internship 
certificates  awarded  by  the  imi- 
versity. 

r  t  L  ,  ,  .  Later  he  was  selected  from  five  ,  . .  - 

me  feel  as  though  he  were  patting  applicants  to  study  South  America  Washington  State  College  will  Newton,  chau-man  of  SDX^s 
himself  on  the  back  and  telling  „nHpr  thp  Cnnvpntinn  fnr  Promo-  head  the  magazine  department  of  mittee  for  freedom  of  information, 
m.  .i,o»  F.  of  Northwestern  University’s  Medill  cited  10  instances  in  which  Col¬ 


in  the  mass  communications  field, 
books,  pieces  of  type,  newspaper 
mats,  lead  used  in  printing,  wire 
copy  from  national  news  services, 
and  blueprints  of  the  Communica¬ 
tions  Center. 

In  charge  of  the  collection  of 
capsule  items.  Prof.  Edward  F. 

Mason,  head  of  the  photography 
sequence  in  the  school  of  journal-  •  "i  e 

ism,  says  of  the  project:  “It  aims  SDX  Appeal  OCOTGS 
to  present  an  interesting  and  mean-  'Private  Pipeline* 
ingful  picture  of  the  mass  media 
world  of  1953  for  the  communica¬ 
tions  profession  of  2053.  It  will 
provide  a  record  of  the  present- 
day  mass  communications  field, 
and  our  hopes  and  aspirations  for 
the  future.” 


Gk)uld  Goes  to  Medill 
Dr.  Arthur  Gould,  former  head 
of  the  department  of  journalism 


Washington — Sigma  Delta  Chi, 
national  journalism  fraternity,  this 
week  asked  Sen.  Spessard  Holland 
(D.,  Fla.)  for  his  help  in  a  fight 
against  the  “alarming”  increase  in 
the  number  of  “secret”  sessions 
held  by  Congressional  committees. 

The  fraternity  said  one  of  ever)' 
two  committee  meetings  is  held  b^ 
hind  closed  doors,  with  the  press 
and  public  barred.  However,  V.  M. 


me  that  while  he  could  survive  in 
a  ‘tough  racket,’  I  could  never 
make  it.” 

David  R.  Getcihell,  the  second 
student,  then  told  the  group  why 
he  is  attracted  to  newspaper  work 
despite  the  many  alleged  short¬ 
comings  described  by  copyreaders 
with  ulcers. 

“It  presents  a  continuous  con¬ 
test,”  he  said.  “I  like  that  contest 
— the  contest  of  getting  news  out 
of  a  tight-lipped  source,  of  sifting 
facts  from  the  not-so-tight-lipped, 
and  the  ever-present  contest  against 
time  and  declines.” 

He  passed  up  opportunities  to 
get  into  better-paying  fields,  said 
Mr.  Getchell,  “to  have  the  satis- 


Relations  between  Chile  and  tiie 
United  States,  a  program  operated 
by  the  U.  S.  Office  of  Education 
for  the  State  Department. 

Under  a  grant  from  the  U.  S. 
and  Chilean  governments,  plus  a 
University  of  Michigan  scholar¬ 
ship  including  university  creden¬ 
tials,  Mr.  Kalin  went  to  Chile  in 
February,  1952.  He  did  a  study 
on  “methods  of  gathering  Chilean 
news  and  its  channels  for  dissemi¬ 
nation  in  the  United  States  and 
other  countries.” 

During  this  period  he  was  en¬ 
rolled  as  a  graduate  student  at  the 
university  and  was  required  to 
submit  regular  reports  on  his 


School  of  Journalism  next  year. 

Dr.  Gould  has  had  broad  ex¬ 
perience  in  both  newspaper  and 
magazine  fields,  and  teaches  both 
fiction  and  non-fiction  writing. 


umnist  Drew  Pearson  reported  de¬ 
velopments  at  closed  committee 
sessions,  in  some  instances  includ¬ 
ing  direct  quotations  by  committee 
members. 

Mr.  Newton,  managing  editor 
of  the  Tampa  Tribune,  asked  the 
Floridian  when  will  the  public  be 
accorded  the  same  privileges. 


12  Members  Added 


faction  of  going  out  and  getting  studies  and  independent  writings. 


the  truth,  then  telling  people  the 
truth." 


'The  two  students  suggested  that 
maybe  newspapermen  do  the  in¬ 
dustry  no  g<^  with  the  “terrible 
racket”  spiel  to  youngsters  inter¬ 
ested  in  journalism  as  an  occupa¬ 
tional  field.  “Newspapers  should 
wake  up,”  warned  Mr.  Getchell. 
“There’s  heavy  competition  for  the 
best  college  graduates.” 

To  which  Mr.  Kneeland  added, 
“This  kind  of  talk  is  not  calcu¬ 
lated  to  give  enthusiasm  to  young 
prospects.” 


While  in  Chile  Kalin  wrote  sev¬ 
eral  articles  for  the  Wall  Street 
Journal,  Christian  Science  Mon¬ 
itor,  Washington  Post,  and  for 
three  Chilean  newspapers,  and 


Newsome  Transfers 
Prof.  Ellis  H.  Newsome  of  the 
school  of  journalism  faculty  at  the 
State  University  of  Iowa  has  been 
named  head  of  the  advertising  se-  . 

quence  in  the  school.  Director  By  LoUlSVllle  SDX 
Leslie  G.  Moeller  has  announced.  Louisville,  Ky. — Twelve  oc* 
Mr  Newsome  suaeeds  Prof,  members  have  been  added  by  the 
John  V.  Lunf  who  h«  resigned  Louisville  chapter  of  Sigma  Delta 
to  remam  wth  the  U.  S.  State  chi.  They  are: 

Department  in  Helsinki,  Finland, 
where  he  has  been  on  leave  of 
absence  for  the  past  two  years. 


Wins  Advanced  Degree 


Among  the  master’s  degree  re-  -  - —  - .  •  -  . 

cipients  at  this  year’s  commence-  William  Carver,  assistant  city 


toured  various  Latin  American  ment  at  Indiana  University  was  tor;  Dean  Eagle,  sports  eoi  > 


countries. 

At  June  commencement  Mr. 
Kalin  was  given  the  Regent’s  For¬ 
eign  Internship  Certificate,  the 
second  to  be  issued  thus  far  in 
the  special  graduate  program. 
Kalin,  however,  is  the  first  re¬ 
cipient  to  complete  both  foreign 
and  domestic  internships,  a  dual 


James  L.  Mahler,  instructor  in  Marvin  Gay,  sports  coluirmirt 
newspaper  photography  at  Indiana  Shirley  Uhl,  radio  and  televisi 


University  for  six  years.  Previ¬ 
ously  he  was  a  staff  photographer 
for  seven  years  with  the  Easton 
(Pa.)  Express,  with  the  Associated 
Press  in  Albany,  N.  Y.  for  three 
years  and  with  the  AP  in  Cleve¬ 
land  for  a  year  and  a  half. 
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From  the  Courier-Journal— ioh 
Day,  managing  editor;  Merrill 
Dowden,  Indiana  editor;  Glenn 
Kendall,  news  editor;  and  Cary 
Robertson,  Sunday  editor. 

From  the  Louisville  Times- 


fl 


A  1 
31 
R 
P- 


columnist;  Norman  Shavin,^ 
porter  and  drama  critic;  and  Wil¬ 
liam  Bell,  news  editor. 

From  the  Associated  Press- 
H.  1.  Donnelly,  state  editor. 

From  WHAS— Richard  Obcrlm. 
news  director. 
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BOOKS  IN  REVIEW 


Fitz  Cartoons  Changed 
People,  Profiler  Says 

By  Prof.  Roscoe  Ellard 

Graduate  School  of  Journalism,  Columbia  University,  N.  Y. 


A  REVIEW  OF  OUR  TIMES  with 
311  Cartcpons  and  Notes.  By  Daniel 
R.  Fitzpatrick.  Foreword  by  Joseph 
Pulitzer.  Profile  by  Thomas  B.  Sher¬ 
man.  N'ew  York:  Simon  &  Schuster, 
Inc.,  238  pp.  $5. 


Last  Jan.  4,  a  Fitzpatrick  car¬ 
toon  with  characteristic  power 
warned  that  civil  liberties  and  civil 
rights  cannot  even  in  America  be 
taken  for  granted.  Two  forearms 
reach  above  an  arc  of  the  earth. 
The  hand  of  one,  the  familiar 
right  arm  of  the  Statue  of  Liberty, 
holds  the  torch;  in  its  light  shines 
the  legend,  “Civil  Liberties,  Civil 
Rights.”  The  hand  of  the  other, 
heavy,  gross,  holds  leg  irons,  a  ball 
and  heavy  chain. 

Between  them  rises  the  capitol 
dome  at  Washington.  The  caption 
reads,  “As  America  Goes,  So  Goes 
the  World.”  It  is  more  than  four 
columns  of  pictured  idea.  As  you 
look  at  the  arms  and  the  fingers, 
you  recognize  that  Fitzpatrick  can 
draw.  You  remember  that  twice 
Fitzpatrick  cartoons  have  been  ex¬ 
hibited  as  distinguished  black  and 
white  art  at  the  Galleries  of  As¬ 
sociated  American  Artists  in  New 
York — and  many  other  times  in 
museums  across  the  country. 

Imagery  —  word  pictures  with 
quickly  understandable  impact — is 
probably  a  writer’s  most  effective 
skill.  Next  perhaps  comes  distil¬ 
lation  —  economy  of  the  reader’s 
energy. 

A  cartoon  is  a  distilled  editorial. 
It  is  imagery  of  idea,  and  it  should 
have  clarity  and  instant  impact. 

On  November  17,  1935,  Daniel 
Fitzpatrick,  Pulitzer  Prize  cartoon¬ 
ist,  turned  the  bold  strokes  of  his 
crayon  to  Hitler  and  his  gang.  In 
the  two  and  a  half  years  since  that 
gang  had  carried  the  black  swas¬ 
tika  to  the  chancellorship  of  the 
Reich,  Hitler  had  swept  a  long  and 
ruinous  way  up  from  the  Munich 
beer-hall.  How  to  distill  the 
meaning  of  Nazism? 

*  •  V 

Fitzpatrick,  in  the  St.  Louis 
(Mo.)  Post  -  Dispatch,  for  which 
he  has  been  an  editorial  cartoon¬ 
ist  for  40  years,  did  it  this  way: 
In  his  4-column  space  he  showed 
a  banner  waving  over  the  Father- 
land;  on  it,  the  black  swastika 
fashioned  in  the  form  of  a  German 
kneeling,  head  bowed,  arms  heavily 
chained.  The  figure,  exquisitely 
formed  and  shaded,  made  a  per¬ 
fect  swastika — the  meaning  per- 
fwtly  clear.  The  caption:  “Swas¬ 
tika  Over  Germany." 

Like  the  best  of  our  written  edi¬ 


torials,  a  cartoon  should  have 
power,  and  it  should  convince. 
And,  Mr.  Fitzpatrick  believes,  it 
should  be  as  simple  and  as  cogent 
as  a  psalm;  and  as  universal. 

Later  the  swastika  under  the 
Fitzpatrick  crayon  became  the 
blood-dripping,  gigantic  crusher  of 
Hitler’s  mechanized  onslaught. 
That  was  in  the  Fall  of  1938 
when,  as  Mr.  Fitzpatrick  points 
out,  the  mere  threat  of  Hitler’s 
panzer-might  seemed  enough  to 
carry  out  his  ambitions.  After  the 
Austrian  Anschluss,  the  threat 
turned  to  Czechoslovakia  and  the 
“rescue  from  foreign  oppressors” 
of  the  Sudetenland  Germans. 
Forty  thousand  German  troops, 
equipped  with  every  kind  of  mech¬ 
anized  war  material,  were  drawn 
up  on  the  German  side  of  the 
Czech  border. 

Next,  Fitzpatrick  showed  the 
swastika  crusher  resting  on  the 
ruins  of  Poland.  That  cartoon 
was  captioned,  “End  of  Act  One.” 
It  appeared  in  the  Post-Dispatch 
on  ^ptember  20,  1939.  On  May 
9,  1940,  the  swastika  crusher  was 
pictured  as  moving  again,  blood 
and  rubble  streaming  from  it.  The 
caption:  “Toward  What  New 

Frontiers?”  On  May  7,  1945,  Mr. 
Fitzpatrick  again  used  the  swas¬ 
tika — ^falling  off  the  world  into 
space,  bent  and  cracked.  The  cap¬ 
tion  hoped:  “Down  to  Bottomless 
Perdition.”  On  September  30, 
1946.  after  an  international  tri¬ 
bunal  had  tried,  sentenced,  and 
executed  Nazi  leaders,  Mr.  Fitz¬ 
patrick  fashioned  the  swastika  into 
a  grim  gallows,  the  huddled  group 
of  leaders  marching  toward  it.  It 
was  captioned,  “End  of  the  Road.” 

•  V  * 

The  Fitzpatrick  crayon  is  not 
always  grim  and  powerful.  It 
often  is  amusing  and  powerful. 
When  the  romance  of  Edward 
VIII  and  Mrs.  Wallis  Simpson  was 
in  the  gossip  stage,  Mr.  Fitzpat¬ 
rick  turned  to  that  international 
morsel.  Cupids  and  arrows  would 
have  been  trite,  no  matter  how 
many  crowns  had  been  emblaz¬ 
oned  on  each  arrow,  nor  how 
many  divorce  decrees  had  been 
clutched  in  Cupid’s  chubby  fist. 

The  Fitzpatrick  touch  gave  both 
sides  of  the  Atlantic  a  chuckle — 
and  thousands  of  requested  re¬ 
prints —  with  a  slightly  revised 
drawing  of  England’s  heraldic  em¬ 
blem,  “God  and  My  Right.”  The 
unicorn  is  leaning  across  the  his¬ 
toric  shield  to  whisper  in  the  lion’s 
ear.  And  the  lion’s  expression  of 
pursed  lips  and  raised  eyebrows 
was  one  probably  duplicated  at 


many  a  dowager’s  dinner  in  merry 
and  mortified  England.  The  cap¬ 
tion:  “So  They  Say.” 

When  Senator  Taft  objected 
with  typical  political  vehemence 
to  President  Eisenhower’s  appoint¬ 
ment  of  Martin  Durkin  as  Secre¬ 
tary  of  Labor — and  to  the  Dewey 
faction  having  moved  into  the 
new  cabinet — a  Fitzpatrick  car¬ 
toon  pictured  a  rolling  pin  fiying 
through  an  apartment  window. 
The  caption  observed,  “There  Goes 
the  Honeymoon.”  And  when  the 
President-elect  played  golf  in  Ha¬ 
waii  on  his  way  back  from  Korea, 
the  GOP  elephant,  out  of  power 
for  20  years,  caught  the  spirit  in 
a  Fitzpatrick  cartoon.  In  a  grass 
skirt,  the  crooning  elephant  is 
shown  pawing  a  ukelele  as  he  skips 
down  the  beach  at  Waikiki. 

During  the  Republican  national 
convention  in  Chicago,  the  GOP 
elephant  was  shown  as  a  butcher 
in  a  packing  company,  cleaver  in 
hand.  He  had  just  hung  the  Taft 
Boom  by  the  feet  on  a  meathook. 
And  when  General  Eisenhower 
turned  out  to  be  a  Republican 
and  made  his  first  major  political 
address  at  Abilene,  Kansas,  a 
Fitzpatrick  cartoon  in  the  Post- 
Dispatch  showed  Ike  with  his  arm 
around  the  elephant  deep  in  a 
duet,  “Sweet  Abilene.” 


Of  Frrz,  as  everyone  in  the 
Post-Dispatch  office  knows  him, 
Joseph  Pulitzer,  the  publisher, 
writes  in  the  foreword  to  this  first 
major  collection  of  -Mr.  Fitzpat¬ 
rick’s  work: 

“Many  competent  critics  in  all 
parts  of  the  world  have  called  him 
the  world’s  greatest  cartoonist.  .  .  . 
There  surely  can  be  little  doubt 
that  he  ranks  at  or  near  the  head 
of  that  great  procession  of  men 
who  have  drawn  pictures  with  a 
purpose,  the  purpose  being  to  make 
things  at  least  a  little  better  in 
this  great  country  of  ours,  and  in 
this  distraught  world.  In  that  pro¬ 
cession  I  would  include  Bush  and 
Kirby  of  the  old  New  York  World, 
Davenport  of  the  New  York  Amer¬ 
ican,  McCutcheon  of  the  Chicago 
Tribune,  Darling  of  the  Des 
Moines  Register  and  Tribune,  and 
the  Berrymans,  father  and  son,  of 
the  Washington  Star." 

The  volume,  which  reproduces 
Fitzpatrick  cartoons  from  1935  to 
January,  1953,  each  annotated  by 
Mr.  Fitzpatrick,  contains  also  an 
incisive  profile  of  Fitzpatrick  by 
Thomas  B.  Sherman,  music  critic 
and  literary  editor  of  the  Post- 
Dispatch.  His  chapter  contains 
warm,  revealing  incidents  of  Fitz’s 
warm  and  revealingly  experienced 
life.  While  working  his  way 
through  art  school  he  carried  out 
dishes  in  cafeterias,  swept  floors, 
and  served  as  second  cook  aboard 
an  ore-carrying  freighter.  He 
knows  the  underdog  as  well  as  the 
highly  privileged.  In  1912,  he 
started  professional  drawing  as  a 
cub  artist  on  the  Chicago  Daily 
News. 
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New  AP  Style  Book 
Available  Soon 

The  new  AP  Style  Book  is  ex¬ 
pected  from  the  press  the  first 
week  in  July  and  the  Associated 
Press  plans  to  begin  mailing  out 
copies  on  or  before  July  10. 

Hundreds  of  requests  for  the 
important  new  copy  guide  have 
been  received  by  the  AP  since  an¬ 
nouncement  was  made  in  Editor  * 
Publisher  about  its  preparation. 
(June  6,  page  9.) 

One  free  copy  will  be  sent  to 
each  member  of  the  AP  and  to 
each  journalism  school.  The  price 
for  other  copies  will  be  $  1  for  one, 
$1.50  for  three,  25c  each  in  orders 
for  10  or  more.  Orders  should  be 
sent  to  Traffic  Executive  Harry  T. 
Montgomery,  Associated  Press,  50 
Rockefeller  Plaza,  New  York  20, 
N.  Y. 


Lindstrom  in  New  Post 
On  Hartford  Times 

Hartford,  Conn. — Nine  execu¬ 
tive  promotions  have  been  an¬ 
nounced  by  David  R.  Daniel,  new 
publisher  of  the  Hartford  Times. 

Mr.  Daniel  assumed  the  top  po¬ 
sition  on  the  Gannett  afternoon 
daily  on  June  22,  succeeding  Fran¬ 
cis  S.  Murphy,  retired.  Ward  E. 
Duffy,  formerly  associate  editor, 
moved  up  to  editor. 

Promotions  include  Carl  E. 
Lindstrom,  from  managing  editor 
to  executive  editor;  Max  1.  Farber, 
assistant  managing  editor,  to  man¬ 
aging  editor;  Clarence  Dean,  as¬ 
sistant  city  editor  to  special  writer, 
Robert  R.  Lewis,  financial  editor, 
to  picture  editor;  Irving  S.  Cope¬ 
land,  copy  desk,  to  financial  editor; 
Richard  J.  Hartford,  city  desk  as¬ 
sistant,  to  assistant  city  ^itor. 

In  the  business  office,  Latham 
B.  Howard,  auditor  since  1928, 
moved  up  to  controller,  and  Cyril 
B.  Kerber,  assistant  auditor,  be¬ 
came  auditor. 

Joseph  L.  Woods,  mechanical 
superintendent,  is  now  production 
manager. 

In  his  position  as  editor,  Mr. 
Duffy  will  have  full  direction  of 
the  editorial  page.  Mr.  Lindstrom’s 
new  position  was  created  “to 
broaden  the  authority  and  respon¬ 
sibility  in  the  news  department.” 

■ 

'Claremont  Story' 

In  6  Special  Editions 

Claremont,  N.  H. — ^The  Daily 
Eagle  is  issuing  a  series  of  special 
editions  under  the  title,  “The 
Claremont  Story,”  giving  particular 
attention  to  each  of  six  commun¬ 
ities  in  the  circulation  area. 

The  edition  of  June  15  ran  to 
52  pages,  the  largest  ever  pub¬ 
lish^  by  the  Eagle.  It  contained 
64,484  lines  of  local  advertising. 
The  smaller  advertisers  appreciate 
the  community  breakdown  series 
as  against  a  “super-story”  edition, 
according  to  Advertising  Manager 
Gordon  E.  MaePherson. 
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National  Advertising  in  Newspap^s— 1952 


Herewith  is  a  listing  of  adver-  «  m, 

tising  expenditures  above  $25,000  De^e  Gum .  *  ^i|9i9 

placed  in  newspapers  during  1952  - 

by  national  advertisers.  Compiled  American  Cranberry  Exchange  * 

by  the  Bureau  of  Advertising,  Eatmor  Cranberries . %  64, 112 

ANPA  Irom  Media  ReccrJ,  . ,  „.m  WPM.CUC.. 

publisher-contributed  data,  the  fig-  Chemical  Construction  Corp .  1,385  Amurol  Toothpaste . 

ures  are  based  on  actual  linage  Lederle  Laboratories .  222,151  Anchor_Hock^  Gl^  Oorp. 

reports  from  964  weekday  English-  %  286,988 


American  Tobacco  Co.  The  Atlantic  Monthly  Co  .  „  1 

Herbert  Tareyton . S  788  Magaxine .  •  M.#’ 

Lucky  Strike .  1,965,023  Atlantic  Refining  Co. 

PaUMaU .  877,311  Gasoline  A  Oils . »  J04,» 


Roi-Tan  Cigars. 
Institutional. . . . 


Fire  King  Ovenware .  t  135,410 


44,833  Atlantis  Sales  Corp.  . 

17,704  French's  Bird  Foods .  »  13044 

-  Good  Luck  Pie  Products .  8948 

905,659  Eix .  374H  1 

74,891  * 

Atlas  Brewing  Co. 

135,410  Atlas  Prager  Beer . . .  ■  •  - - •  3m11 


language  newspapers  in  721  cities  American  Dairy  Assn .  $  287,405  A^euser^Busch  Inc. 


S  286,988  Anderson-EricksonDshy  Co.  .  .  .  .  .  .!  .  $  32,447  Austin  Motor  Co.  Ltd.  (England) 


and  towns  (92.4%  of  the  total 
weekday  circulation)  and  from 
345  Sunday  newspapers  in  304 
cities  (94.7%  of  the  total  Sunday 
circulation). 


American  Distilling  Co.  Inc, 
Bourbon  Supreme  Whisky. . . 

Guckenheimer  Whisky . 

Meadwood  Whisky . 

Old  American  Whisky . 

Stillbrook  Whisky . 

Town  Chib  Reserve  ^isky . 


Budweiser  Beer . $  467,596  Auto  Seat  Over  Co. 


41  303  Animal  Foundation  Inc. 
66  052  Hunt  Chib  Dog  Food . 
5  566  Annette  Fashions  Oo. 


Annette  Fashions. 
Vogue  Shop . 


All  cities  and  towns  measured  Americim  Ex,»rt  Lines  Inc. 


were  of  10,000  population  and  American  Line _ 

over.  The  percentage  figures  given  Italian  Line . 

are  total  U.  S.  circulation  in  cities 

and  towns  of  10,000  population  American  Express  Co, 
j  I  ’  r  r  Tours 4 Travel... 

ana  over .  American  Home  PWid 


$  151,909  AnteU  Inc.,  Charles 

Toilet  Preparations .  $  34,472 


Ainerican  Line .  S  184,388  Apex  Electrical  Mfg.  Oo. 


Figures  are  based  on  1,292  ad¬ 
vertisers  and  3,098  products. 


Abbott's  Dairies  Inc 


Tom  4  Travel..  .  *  292,772  AppaUchian  Electric  Power  Co . S  38,764 

AmencM  Home  Products  Corp.  Appleton-Century-Crofts  Inc. 

Aero  Shave .  $  20,366  Bocks . $  49.917 

Aerowax...  ...  .  155,266  Arakelian  Inc.,  K. 


Covets . * 

63,880  Avco  Mfg.  Corp. 

Amencan  Kitchens - - - -  •  . . » 

51,71g  Bendix  Clothes  Dryer  4  Washer..,  . 

6,952  BendU  D^er .  W 

-  Benda  Washers . . .  •w 

5g,670  Crosley  Air  Conditioning .  kw 

Ctosley  Appliances .  J* 

34,472  Crosley  Dishwasher .  W 

Crosley  Freeier .  38,18 

21,092  Etehens .  J.™ 

10,267  Crosley  Radio .  IJ  ™* 

-  Crosley  Ranges . 

31,359  Ctodey  Refrigerator . 

38,764  Crosley  Television . 

Crosley  Products .  IW 

49  917  New  York  Shipbuilding  Corp . 


Aerowax  4  Wisart*  Wick . 

American  Home  Foods  Presets. 


Mission  Bell  Wines . 


42,848  Arden  Farms 


Ace  Art  Co 

Nu  Ace . 

Acme  Breweries 


Admiral  Corp. 

Radio . 

Radio  4  Trievision . 


Affiliated  Gas  Equipment  Inc. 


Airline  Foods  Corp. 
Airline  Prune  Juice. 
Old  Judge  Coffee. . . 


Aladdin  Oo. 

Homes . 

All  American  Airways, 
Allstate  Insurance  Co. , 
Allen  Products  Corp. 
Krome  Kbte . 


AHes  4  Fisher  Inc. 


Alliance  Mfg.  Co. 


Aflied  Chemical  4  I^e  Corp, 


Altes  Brewing  Oo. 


Aluminum  Co.  of  America 
Alcoa  Steamship  Co.  Inc 
Institutional . 


Amana  Refrigeration  Inc. 


Amelia  Earhart  Luggage.. .. 

American  Airlines  Kc . 

American  Automobile  Assn . 
American  Bakeries  Co. 
Merita  Bread . 


Merita  Products. . . 


American  Brewery  Inc. 

BeCT . 

American  Brewing  Co. 


American  Character  DoU  Co. 


.  $ 

25,281 

11,562 

1 

36,843 

.  $ 

49,021 

.  $ 

35,851 

68,565 

$  104,416 

..  $ 

5,039 

11,490 

. .  286,915 

873,465 

59,930 

$1,236,847 

31,617 

43,549 

150,979 

17,794 

33,807 

51,601 

61,580 

42,229 

51,905 

1,730 

53,701 

55,431 

19,659 

28,006 

47,665 

43,533 

11,785 

29,817 

41,602 

41,454 

4,365 

40,308 

44,673 

61,598 

26,209 

828,129 

27,138 

46,184 

34,593 

66,531 

147,308 

71,167 

37,084 

133,592 

122,619 

...  $ 

36,142 

^cm...  274.876  Cottage  Cheese. 

j^in  and  Hope  Denture .  16,126  Ice  Cream . 

^in4  0utgro .  4350  Milk . 

Antrol  Spray  4  Black  Flag  Aerosol.  3.365  Products  . 

Autobnte .  16,177 

Bisodol .  151.017 

Black  Flag  Aerosol .  34,262  Argus  Inc. 

Black  Flag  Insecticides .  15,829  Argus  Ci 

Burnett's  Extracts .  39,857 

Burartt's  ^ddings .  84,536  Arkansas-I 

Chef-Boy-Ar-Dee  Foods .  9,707  .Arkansas 

Chef-Boy-Ar-Dee  Ketchup .  4,574  Assn. 

Chef-Boy-Ar-Dee  Products .  447.107  Riceland 


ti,i8i,ni 

Avianca  (Colombian  National  Airlines)  $  33,#i 


15,829  Argus  Cameras .  $  145,526 

39,857 

84,536  Arkansas-Louiaiana  Gas  Co . $  52,373 

9.707  .\rksnsas  Rice  Growers  Cooperative 
4.574  Assn. 

147.107  Riceland  Rice .  f  100,958 


Chef-Boy-Ar-Dee  Sauces . .  28,943  Armco  Steel  Corp.' 


Chef-Boy-Ar-Dee  Spaghetti .  4,594  Armco  Steel  Coip . 

^tora^tjck  .  2.569  Sheffield  Steel  Coi 

Duff  s  Cake  Ma .  318,436 

Duff's  Hot  Roll  Mixes .  11,542 

Duff's  Mixes .  8,693  .\rmour4Co. 

Duff  sWaffie  Mix...  .  70,324  Armour's  M  eat  P 

Edna  Wallce  Hopper  Preparations. .  24,572  Armour's  Poultry 

Fregmne  . .  5,739  Armour  Suds ... . 

G.  Washington  Instant  Coffee .  6,114  Chiffon  Soap  FlaV 

. •  •  •  •  • .  72,239  Cloverbloom  Mar 

Hop  Denture  Powder .  9,288  Dial  Shampoo 

Kplynp..  .  5,997  Dial  Shampoo  4 1 

Melcalose  Tablets .  13397  Dial  fWp . 

.  4,785  Nut  Ola  Soups. . , 

.  ,S'5fS  Three  Little  Ett. 

Plistic  Wood . .  12,462  Vort&fCTMQ 

Snarol  Garden  Products .  2,981  Products 

3-in-One  Oil .  15,496 

Whitehall  Pharmacal  Products .  7,597 

Wixaid  Aerpd  D^oriier .  18,285  Arnold  Bakers  Inc. 


Armour's  Poultry  Products .  11,850 

Armour  Suds .  11,026 

Chiffon  Soap  Flakes .  5,277 

Cloverbloom  Margarine .  205,771 

Dial  Shampoo .  127,464 


Dial  Soap .  936,489 


Three  Little  Ettens  (Sit  Food .  21,675 

Vertagreen .  63,734 

Products .  124,254 


Wisard  Wick  Deodoriier 


American-M  arietta  (jo. 
American-Marietta  C5o. 


Bread .  *  208,846 

Products .  20,325 


Arnold,  Schwinn  4  Co. 


Dri-Glo .  247,180 


American  Metal  Specialties  Corp. . .  $ 
Doll-E-Toys . 


2,927  Artistic  Carf  Co. 


Friendship  Studios. 


S  57,758 

Artistic  Foundations  Inc, 

Foundations .  t  150,604 


American  Oil  Co. 
Gasolme  4  Oil. 


Ashaway  Line  4  Twine  Mfg.  Oo. 


35.027  AskMr.FosterTravelServicelnc .  %  40,713 


Beer .  t  it  sxs  American  Pop  Corn  Co. 

I _ ; _ r,.  .  •  VI, r„ii..  O':—.  rv— 


American  Petroleum  Institute .  I  540,000  Associated  British  4  Irish  Railwa'jw 


British  Railways. 


Jolly  Time  Pop  Ooni . $  82,279  Associated  Hospitai  Se^ce  Inc, 

4,365  American  Prreident  Lines  Blue  Cross  and  Blue  Shield . . 

0,308  y  Blue  Cross  Plan . 

_  Amencan  Radiator  4  Standard  Sani- 

,4  673  (“T  Corp. 

HeatingandPlumbingSupplies....  *  41,181  Associated  Products  Inc. 

il  598  Amencan  &fety  Raw  Corp.  ,  Evyan  Preparations .  t 

'6209  .  *  D»y  Deodorant  Pads . 

Silver  Star  Blades .  12,798  Yello  Bole  Pipes . 


B.  B.  Pen  C!o. 

...  $ 

...  lUH 

$  S8,N( 

...  $  284JS 

Babbitt  Inc.  B.  T. 

. . .  $  vm 

...  41,7« 

$  212,8S 

Bacardi  Imports  Inc. 

...  $  47H1 

Baker  Co.,  John  C. 

...  $  64304  1 

Ball  Clinic 

Rupture  Treatment . 

Ballantine  &  Sons,  Pe 

...  $  104,0« 

...  $  307,668 

.  .  663B 

.  .  .  U7035T 

Baltimore  A  Ohio  Railroad . 

Baltimore  Gas  k  Electric  Co . 

Baltimore  Paint  k  Color  Works 

$1,744,017 
...  $  23838! 
...  $  72.470 

...  $  50.7^ 

Wall-Fix  A  Glecm  Paint . 

13361 

122.068 

$  104388 

Bankers  Life  &  Casulaty  Co. 
Bankers  Life  A  Casualty  Co ... . 
White  Cross  Hospital  Plan . . . . . 

ill 

$  243321 

Banquet  Canning  Co. 

Chicken  Products . 

..  $  28,108 
....  $  owi* 

Barron's  Publishing  Co. 

...  $  42,710 

Barton  Mfg.  Co. 

..  $  02,020 

Bavarian  Brewing  Co. 

.  *  72,437 

Bayuk  Cigars  Inc. 

Beach  ^p  Co. 

...  $  354.086 
...  $  28348 

Beacon  Co. 

.  $1,057302 

30.560 

$1,088,153 

Beam  PbtiUing  Co.,  James  B. 

...  $  2,167 

.  . « 

l.OM 

Beam's  Whiskies . 

9,676 

Bonded  Beam  Whisky .  ,, mj 

James  B  Beam  Whisky . 

Jim  Beam  Whisky .  ‘"TS, 

Old  Tub  Whisky.  . 


Domino  Sugar .  *  270,176 


Franklin  Sugar i! !!!!!!!!! '.  44,809  Atlantic 


Atchison,  Topeka  4  Santa  Fe  Railway 
System . 


Sunny  Cane  Sugar. 
Products . 


Ale  4  Beer . * 

Beer . 

Steiner  Bru  Beer . 


American  Telephone  4  Telegraph  Co, 

Audivox  Hearing  Aid . 

Bell  Telephone  System . 


Atlantic  Brewing  Co. 

17,452  Taven  F^le  ^r .  t  38,545 

12,475  Atlantic  Coast  Line 

-  Railroad .  *  237,396 

$29,927  Atlantic  Insurance  CVm .  I  51,097 


$  461,671  Beatrice  Foods  Co.  . 

Beatrice  Foods . * 

*  2,585  La  Cboy  Food  Products . 

10,492  Meadow  Gold  Butter . 

12,838  Meadow  Gold  Cottage  Cheese . 

-  Meadow  Gold  Dairy  Products . 

$  25,915  Meadow  Gold  Dry  Milk . 

Meadow  Gold  Ice  Cream . 

$  38,545  Meadow  Gold  Milk . 

Vegemato . 
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Chrj'slef  Corp.  C^umbia  Brewing  Co. 

CMce  A  n^outh  Cars . $  46,191  Alt  Heidelberg  Beer . 

Dodge  Truea .  1,283,154  Columbia  Beer  A  Ale . 

Plymouth  Cats .  1,348.917 

Ii^tutional .  196,256  Columbia  Broadcasting  System 

-  C£  A  Columbia  Television . . , 

»11, 702,787  C.B5.  Hytron  Service . 

Cbuo  King  Sales  Inc.  Columbia  Broadcasting  Systei 

Chinese  Foods .  t  64.626  Columbia  Phonopaphs  A  Rec 

Church  A  Dwight  Co.  Inc.  Columbia  Record  Player . 

Ann  A  Hammer  Washing  Sods .  t  61,539  Columbia  Records . 

Cigar  Institute  of  America .  t  129,962 

Ci^h  Products  Inc. 

Cake  Mix .  $  302,003  Columbia  River  Packers  .Assn. 

Combread  Mix .  26,423  Bumble  Bee  Tuna . 

IVoducts .  16.698  Columbia  Tobacco  Co.  Inc. 


$  66365 

7rt  ^00 

$  136,764  Coty  Inc. 


Nafionai  Advertising  Expenditures:  1952 


C£  A  Columbia  Television . 

C.B.S.  Hytron  Service . 

Columbia  Broadcasting  System .... 
Columbia  Phonomphs  A  Records. . 

Columbia  Record  Player . 

Columbia  Records . 


Coty  Preparations .  $  358.561 

77.826  Marie  Earle  Preparations .  2,614 

7,812  - 

43.512  I  361,175 

2.338  Cowles  Magaxines  Inc. 

6,132  Look .  $  234,998 

4.685  Quick .  123,769 


Cinciniutti  A  Suburban  Bell  Telephone 

Co .  $  61,411 

Gncinnati  Gas  A  Electric  Co . $  50,763 

Cities  Service  Co. 

Gasoline  A  Oils .  %  317391 

Otixens  Gas  A  Coke  Co .  $  49.186 

Claitol  Inc .  $  134.440 

Clark-Cleveland  Inc. 

Fasteeth .  t  347.836 


3  142305 

$  302,003  Columbia  River  Packers  .Assn. 

26,423  Bumble  Bee  Tuna .  t  38,455 

16.698  Columbia  Tobacco  Co.  Inc. 

-  Du  Mauriets .  t  52,934 

$  345,124  Columbus  Gas  Co .  $  47,633 


%  358,767 

Creamette  Co. 

Creamettes .  3  175,898 

Mother’s  Macaroni  Products .  8309 


Columbus  A  Southern  Ohio  Electric  Co.  3  49,050  Creomulsion  Co .  3  213,502 


Comfort  Mfg.  Co. 

Craig'Martin  Ammoniated  Tooth 

Paste . 3 

Commercial  Solvents  Corp. 

Dry-Ex . 3 

Norway  Anti-Freese . 

Peak  Anti-Freese . 

Products . 


Crowell  Co.,  Thomas  Y. 

Books .  3  36,486 

29,990  Crowell-Collier  Publishing  Co. 

Americui  Magruine .  3  130.121 

8.426  Collier’s .  256,769 

21,693  Collier’s  Encyclopedia .  3,4W 

93,656  Crowell-Collier  Books .  5,034 

13,535  Woman's  Home  Companion .  394311 


Clayton  Co.  Inc.,  S.  C. 

Za-Rex . 

Qevelaod  Electric  Illuminating  Co . 
Oioquot  Club  Co. 

Beverages . 

Cola . 

Ginger  Ale . 

Oruge  Soda . 

Soot  Beer . 

Sparkling  Water . 


3  409390  Commercial  Travelers  Mutual  .Acci¬ 
dent  Assn,  of  .America . 

3  27,495  Commonwealth  Edison  Co . 

3  100,579  Community  Traction  Co. 

Transit . 

3  25.951  Comstock  Canning  Corp. 

3.427  Baking  Products . 

8316  Congoleum  Naim  Inc. 

3318  Congowall . 

3.036  Gold  Seal  Congoleum . 

6,576  Products . 


Gimalene  Co. 
Bowlene...., 


Conmar  Products  Corp. 
Zippers . 


3  137310  3  790,195 

Crown  Central  Petroleum  Corp. 

3  88.884  Gasoline  A  Oil .  3  42.577 

3  239,185  Crown  Corset  Co .  3  34,n2 

Crown  Publishers 

3  28335  Books .  3  85364 

Crown  Zdlerbach  Corp. 

3  29,835  Chiffon  Tissue .  3  29.783 

Comfort  Paper  Products .  32,179 

3  1.067  Commodore  Towels .  9,615 

92,693  Zee  Household  Towels .  4,K6 

2,153  Zee  Napkins .  19,616 

-  Zee  Napkins  A  Waxed  Paper .  7,060 

3  95.913  Zee  Tissue .  58,786 

Zee  Waxed  Paper .  4381 


Climalene . ; .  90,558  Connecticut  Light  A  Power  Co .  3  47,227 

Spin .  ^,211  Consolidated  Cigar  Corp. 

-  Congress  Cigars .  3  16394 

3  143.123  Dutch  Masters  Cigars .  284.457 

iHing  Peach  Advisory  Board .  3  331.768  El  Pr^ucto  Cigars .  417.183 

3intoo  Foods  Inc.  Hanger  ^ars .  140.104 

Hi-C  Orange  Ade .  3  1,055  UPaliM  Cigars .  133.972 

Snow  Crop  Froien  Foods .  100.146  Lovera  Cigars .  30.764 


3  143.123 

Cling  Peach  Advisory  Board .  3  331,768 

Clintoo  Foods  Inc. 

Hi-C  Orange  Ade .  3  1,055 

Snow  Crop  Froien  Foods .  100,146 

Snow  Crop  Froien  Juice  Concen¬ 
trates .  28.540 

Snow  Crop  Froien  Orange  Juice .  12.001 

Snow  Crop  Juices .  54310 

Sun-Filled  Concentrated  Oiange 
Juice .  2,110 

3  198,062 

dorox  Chemical  Co .  3  852301 

Club  Aluminum  Products  Co. 

Club  Hammercraft .  3  43,064 

Coca-CoU  Co .  31.682395 

Coleman  Co.  Ine. 


Consolidated  Cosmetics  Co. 


Cudahy  Packing  Co. 

Cudahy  Meat  Products .  3  30,169 

Delrich  Margarine .  288.843 

Old  Dutch  Cleanser .  118.482 

Parrot  Packing  Co .  1,608 

Rex  Deodoriser .  9323 

Institutional .  17,065 

3  465390 

Cunard  Steamship  Co.  Ltd .  3  371,477 


Lanolin  Plus  Preparations .  3  146,563  Curtis  Industries  Iiie.,  Hdene 


Lanolin  Plus  Shimpoo. 
Lanolin  Plus  Products . 


Shampoo .  3  205,437 

Spray  Net .  106302 

Suave .  176,638 


Consolidated  Dairy  Products  Co. 

Darigold  Cheese . 

Darigold  Evaporated  Milk . 

Darigold  Milk . 


.  *  “dlO  Consolidated  Edison  Co.  of  N.  Y .  3  354328 

Row  Furnaces .  Consolidated  Royal  Chemical  Corp. 

neaiere .  38.948  tTv-w,— m  jio 


6,706  Curtis  Publishing  Co. 

9,653  Country  Gentleman  Magaiine .  3  155,786 

8.804  Holiday  Magaiine .  96.053 

-  Ladies’ Home  Journal .  615,432 

25,163  Saturday  Evening  Post .  485308 

54,628  Magaiines .  15,568 


Delta  Ab  Lines  Inc .  3  410.4ti 

Denney,  Frances 

Toilet  Preparations . $  9t.MS 

De  Pree  Co. 

Nullo .  $  55,8; 

Detergents  Inc. 

All .  t  160M 

Detroit  Edison  Co . . .  $  79.78 

Devoe  A  Reynolds  Co.  Inc. 

Bay  State  Paints .  3  7J)I 

Devoe  Paints .  9JU 

Pee  Gee  Paints .  ISia 


Dial  Press  Inc. 

Books .  3  Ujn 

Diamond  Match  Co. 

Diamond  Napkins .  3  I4JU 

Diamond  Paper  Products .  S3J4T 

Diamond  Tissue .  3M 

Diamond  Wax  Paper .  62.M 

Softex  Tiseuea .  93.18 

Softex  Wax  Paper .  AM 


Disabled  American  Veterans  Service 

Foundation . 3  3AJN 

Distillen  Corp.-Sesgram’s  Ltd. 

Calvert’s  Gin .  IMi 

Calvert’s  Rawrve  Whisky .  1337,771 

Calvert’s-Institutional .  l,74t 

Carttair’s  White  Seal  WhUy .  82AM 

Cantair’s-Institutional .  tjU 

Chivas  Regal  Scotch .  126343 

Christopher  Columbus  Rum .  96JIS 

Four  Roses  Whbky .  1,015913 

Fresh  Deodorant  A  Soap .  I9J6 

Fresh  Scwp .  294JI! 

Freshies .  46,111 

Gallagher  A  Burton’s  Black  Label 

WhW . 

Gallagher  A  Burton’s  Label  Whisk  its  ATH 
Gallagher  A  Burton’s  White  Label 

W»ky .  lit* 

Heed .  41J99 

Hunter  Whisky .  472JU 

EeMler’i  Whi^ .  345491 

Lord  Calvert  Whisky .  431533 

MitcheU’s .  iM 

Mumm’s  Cordon  Rouge  Champagne  tJ9i 

Paul  Jiwes  A^kky .  245111 

Pharma-Craft  Corp .  1534 

Seagram’s  Ancient  Bottle  Gin .  271,444 

Seagram’s  Corp.-Institutional .  165814 

Seagram’s  7  Crown  Whi^y .  2315334 

Sea^am’s  VO .  221.496 

Ting .  958» 

White  Hone  Scotch .  245373 

Wilson’s  Whisky .  90,936 


Heating  Equiisnent . 

Oil  Heater . 


Kdor  Bak .  33,010  Curtiss-WMht  Corp. 

Krant's  Shave  Kreem .  45,994  Curtiss-Wright  Carp .  $ 


3  192,136 

Colgate-Palmolive-Peet  Co. 

Ajax  Cleanser... . $  948,842 

Cashmere  Bouquet  Preparations _  70.122 

Cashmere  Bouquet  Soap .  660,441 


Mar-O-Oil  Shampoo 
McCoy’s  Tablets. . . 
Zymole-Trdceys. . . . 


Wright  Aeroosuticai  Divisioo. 


Cashmere Bououet  and  Vel' ! .  24140  Consolidated  Vultee  Aircraft  Corp  ...  $  26,515  . !  3?.558 

CharmS:. !T. .... ! ! . !  1 ! !  3  972  Continental  Air  Lines  Inc .  3  96,681  ^ .  »  ♦S-TS* 


Coleo...’..'.’.’.!!."i!ii.'ii.”i””i  15483  Continental  Baking  Co.  Inc. 


Colgate  Dentifrices .  3,548,491 

Colgate  Shave  Cream .  70,450 

Colgate  Toilet  Articles .  10,235 

Fab .  2.542.823 

Halo .  497J22 

Kirkman  Cleanser .  11,113 


Hoeteas  Cakes .  3  210,330 

Wonder  Bread .  833,396 

Products .  5,500 


Dana  Perfumes  Inc. 

3  210.330  Toilet  Preparations .  3  110,968 

g33  egg  Daniel  DistiU^,  Jack 

6  500  Old  Time  Whisky .  3  78,347 

'  Darlington  Nursery .  3  92,270 

SI  049.228  D’Arrigo  Bros.  Co. 

.  Andy  Boy  Vegetables .  3  30,431 


Kirkman  Cleanser .  11,113  Continental  Casualty  Co .  3  54J118  TWAwinRalriiS^ 

Kirkman  Detergent .  61,675  Continental  Oil  Co.  Da^n  Baking  Co. 


Kirkman  Flakes . 

Kirkman  Granulated  Soap 

Kirkman  Soap . 

Lustre-Color . 


51,837  Gasoline  A  Oil .  3  397.118 

15,488  Continental  Trailways  Bus  System. . .  3  110JI16 
3,952  Converted  Rice  Ine. 

18,482  Uncle  Ben’s  Rice .  3  124,641 


Bread . 

Davis  Co.,  R.  B. 


Lustre-Creme  Shampoo .  433,972  CoA  Co.  Inc.,  F.  W. 


Octagon  Granulated  Soap 
Palmolive  Soap . 


Beer..... .  3  123,982 


89,806  Cook  Chemical  Co. 


/•taudive  A  Vel .  961,745  Resl-KUl  Bug  EUers 


Suds .  487,5OT  Cook  A  Son  Ine.,  Thomas 


Vel .  682,711  Tours .  3  192,491 

Veto .  763,502  Cook  Paint  A  Varnish  Co. 

Pwducfi .  211,588  PaintAVarmsh .  3  67,653 

-  Shadotone .  61Jil6 

„  ,  312,088,261  - 

College  Inn  Food  Products  Co.  $  129  068 

Food  Products .  t  48.723  Coors  Co..  Adolph 

Soups  .  ...  .  12,626  Coors’ Beer .  3  45,458 

Tomato  Juice  Cocktail .  13,900  Copper  Brite  Inc. 


Colonial  Airlines  Inc .  3  78,992 

Colonial  Biscuit  Co. 

Colonial  Cnekm .  3  20.847 

Town  House  Craekers .  6,^ 


Colonial  Studios  Ine .  3  36,142 

Columbia  Baking  Co. 

Southern  Bread .  t  214J36g 

Southern  Fruit  Cake .  1,692 

Produets .  9,108 


12,626  Coors’ Beer .  3  45,458 

13,900  Copper  Brite  Inc. 

-  Metal  Polish .  3  31,238 

75,649  Corn  Products  Refining  Co. 

Karo .  $  118,432 

78.992  Kre-Mel  Pudding  A  Pie  Filling .  12,113 

Licit  Starch .  85J187 

20,847  Masola .  293,630 

6,960  Niagara  Laundir  Starch .  196,536 


3  705,748 

Corning  Glass  Worio 

PyrexUtennls .  3  64,692 

Cott  Beverage  Co^. 

Beverages .  3  54,493 

GingtfAle .  48,602 

Syrups .  2305 


Baiting  Powder . 

....  3 

5.695 

Coconialt . 

5.410 

Swd . 

28.638 

3 

39.743 

Davis  Mfg.  Co. 

Doodle  Oil . 

....  3 

32.852 

Dawson’s  Brewery  Inc. 

Ale . 

. 3 

7,704 

AleABeer . 

3.793 

Beer . 

47,764 

3 

59361 

Dayton  Power  A  T.i|rht  Co . 

. 3 

31374 

Dean  Milk  Co. 

Cottage  Cheese . 

. 3 

11,948 

Dain  Produets . 

17.977 

13,496 

Ice  Cream  A  Milk . 

49,601 

Milk . 

37.065 

Scoop . 

18.088 

D'ixie  Brewing  Co.  Ine. 
Beets . 


Dr.  Pepper  Co .  3 

Dodd  M^  A  Oo.  Ine. 

Books . 3 

Doehla  A  Co.,  Harry 

Greeting  Cards . 3 

Doniger  A  Co.  Inc.  David  D. 

M^regor  Sportswear . 3 

Donnelley  Oorp.,  Reuben  H. 

Donnelley  Coupon  Round-Up . 3 

Doubleday  A  Co.  Ine. 

Book  League  of  America . 3 

Dollar  Mystery  Guild . 

Doubleday  A  Co.  Ine . 

Doubleday  One-Dollar  Club . 

Family  R^ing  Club . 

Literary  Guild  of  America . 


Doughnut  Corp.  of  America  . 

Downy  Flake  Froien  Waffles .  S0,W 

Mayfiower  Donuts . 


Dow  Chemical  Co.  ^ 

Dow  Chemical  Co . 3  113® 

Great  Western  Paint . 

Saran  Wrap . 

Styron..... . 

3  127,n 

Dow-Corning  Corp.  .  „ 

8iAt&^.... .  3  30.961 

DrackottCo.  . 

Drano  A  Windex  Spray . 3  193.  W 

Dreer’s  of  Philadelphia  ..  ^ 

Fluffium  A  Reddi  Gro .  14.«j 

Reddi  Gro . 


3  148.176 

Deering,  Milliken  A  Co.  Inc. 

MiUmen  Woolens .  3  141381 

CeKalb  Agriculture  Assn.  Ine. 

Seed  Corn .  3  25381 

Delaware,  Lackawanna  A  Western 
tf  Coal  Co. 

Blue  Coal .  3  186,916 

Glen  Arden  Coal .  6379 


Drewry’s  Ltd.  (U3A.)  Inc.  ^ 

Drewry’s  Beer .  3 

EdelweiM  Beer .  3*’”' 

3  9Li» 

Drexel  Labs.  ..  ^ 

Wonder  Salvo .  3  30333 

Wonder  Salve  A  Wonder  Soap .  ,1'4'* 

Wonder  Products .  48,W 
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Genenl  Aniline  ft  Film  Corp. 

Ansco  Cunens . 

Anico  Film . 

Instittttionnl . 


Florida  Citnia  Exrhanae 
Floriftold  Grapefruit  ft  Orangea  . .  t  26,384 

FV>rida  Faahions  Inc. 

Wearing  Apparel .  *  106,854 

Florida  Power  ft  Light  Co .  I  63,885 

Floriats’ Telegraph  Delivery  Asan.  Inc.  t  379,591 

Folger  ft  COn  J-  A. 

5)ireo...? .  »  655.316 

t  53,571  Forbes  ft  Sons  Publishing  Co.  Inr. 

B  C 

t  33,794  For^Magaiine . 

44,062  Ford  Motor  Co. 

-  Coosnl  Cats . 

t  74.858  Fold  Cars . 

Ford  Cats  ft  Trucks .  . 

$  7,554  Ford  Engines . 

17,343  Ford  Instrument  Co. . 

38,392  Ford  Tractots . 

14.263  Ford  Tracks . 

15,173  Lincoln  Cats . 

28,383  LincoIn>Merrury  Cars. 

-  Mercury  Cats . 

$  121,108  Institutional . 


National  Advertising  Expenditures:  T952 


Daks  Power  Co, 


General  Baking  Co. 

Bond  Baking  Products 

Bond  Bread . 

Bond  Stuffing  Mix. . . . 

Certified  Breu . 

Hollywood  Bread . 

Stanet  Bread . 


looney  A  Son  Inc.,  John  H. 

Fmsen  Foods . 

rrosen  Fruits. . . 

Frosen  Vegetables . 


•  1 1  sfiA  F  ft  F  Laboratories  Inc. 

*  9  504  Cough  Drops  ft  Mints 

u  vu  Fairbanks  Morse  ft  Co. 

Diesel  Engines . 

$  45,524  Institutional . 

$  138,650 

S  212,703 

t  120,311 
15,559 


S  19.467 
5.056,864 
6,608 
18,532 
13,644 
18.062 
1,125.822 
904,538 
1,031,310 
2,652,893 

11,808  Qggeral  Electric  Co. 

- T"  G  E  Air  Conditioner . 

110.859,548  Q 15  xir  Wall  Heating  System . . 

G  E  AppiUncM . 

4  1,596  Q  E  Automatic  Blanket . 

GE  Clock  Radio . . . 

62,358  Q  g  CooUng  ft  Heating  Systems. 

O  E  Dishwasher . 

24,611  QEDisposall . . . 

.  G  E  DisposaU  ft  Dishwasher  . . . 

t  97,596  Q  g  Engine  Heater . 

•  O  E  Freeser . 

.  S  190,149  G  E  Freeser  ft  Refrigerator . 

.  Q  E  Heating  Equipment . 

*  GEIroner . 

G  E  Kitchens . 

1.452  QEMUer . 

.  G  E  Oil  Home  Heating  . 

t  118,504  Q  g  piiotoflash . 

•*  GE  Ranges . 

62,167  Q  g  Relngerator . 

— ..  G  E  Stoves . 

t  64,741  Q  g  Corp . 

.  noon  . 


Du  Mont  Labs  Inc,  Allen  B. 

Tdevision . 

DuBcan  Coffee  Co. 

Maryland  Club  Coffee ...... 

Dnahifl  of  London  Inc.  Alfred 

DeNicotea  Filters..... . 

gQot  Flame  Tobacco  Curer . 


$  203,706 

t  344,388 

$  135,175 
136,900 


Fairmont  Foods  Co. 

Butter . 

Cottage  Cheese . 

Dairy  Products . 

Frosra  Fruits . . . 

Frosen  Poultry  Products 
S  135,870  Cream . 

%  87,057 
6,289 
3,225 
7,934 
134,388 
199,878 
5,932 
601.093 
2,619 
59,605 
110,223 


General  Cable  Corp. . . 
General  Cigar  Co. 
Robt.  Burns  Cigars 
White  Owl  Cigars. . 


t  2i 2,075 

t  31.580 
18.101 
26,030 
13,702 
3,765 

I, 856 
74,854 
24,176 

3,860 

7,935 

48,302 

2,907 

60.603 

7,701 

3,100 

123,712 

3,132 

II, 776 
236,447 
142,792 
664.039 

1,666 

8,599 

377.671 

59,529 

313.276 

4.663 

37.381 

9,624 

12,192 

2,724 

118,415 

37,167 

29.369 

18,330 

1,976 

946.366 

221.120 


D«  Pont  de  Nemours  A  Co.  Inc.  E.  I. 

Du  Fbnt  Floor  Wax  ft  Bleach . 

Du  Pont  Floral  Dust . 

Du  Pont  Fruit  Tree  Spray . 

Du  Pont  P  C  CrabgrasB  Killer . 

Du  Pont  Paints . 

Du  Pont  Sponge . 

Du  Pont  Soil  CondKkmer . 

Du  Pont  Products . 

Plow  Kote . 

. . 

Zerex  ft  Zerone . 


Falls  CHv  Brewing  Co. 

Falhi  City  Beer . 

Great  F^  Beer. . . 


5,117  Foremost  Dairies  Inr. 

- —  Chocolate  Drink _ 

t  164,578  Cottage  Cheese . 

Ice  Cream . 

t  151,231  Mdk . 

Products . 

t  29.475 

$  204,300 

$  37,355  Formfit  Co. 

Foundations . 

$  66,884  Fort  PHt  Brewing  Co. 

Fort  Pitt  Beer . 

$  39,466  Old  Shay  Beer . 

„  Products . 

3  76,753 


Fabtaff  Brewing  Corp. 

Beer . 

Family  Circle  Inc. 

Family  Circle  Magaiine . . . . . 

Farm  Bureau  Mutual  Insurance  Cos. 

Farmers  Insurance  Group . 

Farrar  Straus  ft  Co. 

Books . 

Farrell  Lines  Inc. 

Steamhip  Transport . . . 

Father  John’s  Medicine  Co.  Inc. 

Father  John’s  Medicine . 

Fawcett  Piblications  Inc. 

Tirfay’s  Woman . 

'True . ._ . 

True  Confessions . 


SI  .218,243 

S  40.563 
S  138.634 


Duqucsne  Brewing  Co,  of  Pittsburgh 

Beer..i.._. . 

Dnqursne  Light  Co . 

Dutton  ft  Co.  Inc.,  E.  P. 

^ks . 


S  28.992  Fortnightly  Publishing  Co. 

12,964  Gentry . 

12,648  Reporter . 

I  54,604 

42  Products  Ltd. 

S  151,037  42  Hair  Oil  Tonio . 

42  Hair  Oil  Tonic  ft  Shampoo. 

t  45,975  42  Shampoo . . . 

Kings  Men  Preparations . 


t  98.497 

$  132,331 
39,580 


Eait  Ohio  Gas  Co . 
Esatco  Inr. 

Clearasil . . 

Espotafas. . 


O  E  Vacuum  Cleaner . 

GE  Washers . 

G  E  Water  Heater . 

Hotpoint  Dishwasher .... 
Hotpoint  Dryer  ft  Washer 

Hotpoint  Freeser . 

Hotpoint  Kitchen . 

Hotpoint  Products . 

Hotpoint  Ranges . . 

Hotpoint  Refrigerator - 

Hotpoint  Washer . 

Hotpoint  Water  Heater . . 

Institutional . 

Products . 


Faye  Emerson’s  Column . 

Fedders-Quigan  Corp. 

Air  Conditioner . ■ 

Fehr  Brewing  Co.  Inc,  Frank 

Felton,  Sibhqr  ft  Co.  Inc. 

Ibints . 

Fernak  Co. 

Baresntrate . 

Oaltron  Tablets . 

Products . 


Eastern  Airlines  Inc . 

Eastman  Kodak  Co. 

Cameras . 

Tennessee  Eastman  Corp. 
Products . 


Foster-Milburn  Co. 

Allen’s  Foot  Case. 

Doan’s  Pills . 

Ice  Mint . 

Products . 

t  555.585 

Fox  Brewing  Co,  Peter 

Fox  De  Luxe  Beer .  3  120.064 

Fox  De  Isixe  Foods  Inc.  ^ 

Chicken  ft  Poultry .  3  69,000 

Fox  Head  Brewing  Co.  . 

Fox  Head  400  Beer .  3  27,387 

$  335,899  Frankeniirath  Brewing  Co.  Inr. 

3  45,978  Beer .  3  54,133 

Fraru  ^ki^  Co.  ,  „ 

t  30.492  Bresul...T .  3  80.980 

30,003  Free  Sewing  Machine  Co. 

-  Piee-Westinghonse  Sewing  Machines  3  14,471 

3  60,495  Free-Westiruibooae  ft  New  Home 

S^ng  Machines . 

t  IW09 

2.264 

679.^  Freewax  Corp. 

146.099  Floor  Wax . ■■■■ 

17,040  French  Government  Tourist  Office. 

- French  Line 

3  849,959  Steanmhip ’Transport . 

„  French  Sardine  Co.  Inc. 

7,829  Star  Kist  Tuna  Fbh . 

43,901  Fromm  ft  Sichel  Inc. 

"  Christian  Bros.  Brandy . . 

Chrmtian  Bros.  Products . 

Christian  Bros.  Wines . 

Paul  Mason  Wines . 


$  9,594 

495.692 
49.660 
639 


3  474.819 

t  12406 
312,491 


Eiay  Washing  Machine  Corp. 


t  37.895 

$  278.355 
41,289 
10472 
7.983 


t  324,796 

3  77.415 
82,986 
31,747 
33,446 


Filbert  Inc,  J.  H. 

Mrs.  Filbert’s Margannc  ... 
Mrs.  Filbert’s  Mayonnaise  .. 
Mrs.  Filbert’s  Sahd  Dressing 
Mrs.  Albert’s  Products  - 


Edris  Co,  William 

Dennison’s  Catsup . 

Dennison's  Chile  Con  Caroe . 

Denniaon's  Food  Products  ... - 

Dwiniaon's  Spaghetti  ft  Meat  Balls 


General  Foods  Corp. 

Baker’s  Chocolate . v  ■ ' '  ‘ 

Birds  Eye  Frosen  ChickraProducts 
Birds  Eye  Frosen  v 

Birds  Eye  Frosen  Fish  ft  French 

Fried  PoUtoes.;^.... . 

Birds  Eye  Frosen  Foods . 

Birds  Eve  Frosen  Fruits^.  ■■■■■■■• 
Birds  Eye  Frosen  Meat  Products  . . 

Birds  Eye  Frosen  Orange  ^ice . 

Birds  Eye  Frosen  VegeUNm . 

Bireley  Beverages. . . . 

Calumet  Baking  Powder . 

Certo . . . 

Certo  Fruit  Pectm . 

Certo  ft  Sure  Jell . 

Com  Fetti . 

Diamond  Salt . 

Gaines  Meal  .  . . 

Jack  ft  Jill  Cat  Food . 

Jen-0 . 

Jell-0  Desserts . 

JelbO  Gelatin . 

Jell-0  ft  Pie  Filling . 

«  so  sno  JeU-O  Pud*!*”**  ■  v  -i,:,,  -  ’  •  •  k'  biiuL 
3  80,809  Puddings  ft  Filling  ft  Pill»- 

bury  PieCrust . 

3  29.019  KrinUes . . . 

61.026  u  France  Bluing  Flakes . 

-  Log  Cabin  Syrup. . . . 

3  80.044  MaxweU  House  Coffee...  . . 

MaxweU  House  Instant  Coffee . 

t  51158  MaxweU  House  Tea . 

Minute  PoUtoes . 

3  56,448  Minute  Rice . 

t  129,647  Minute  Tapmea . 

Post’s  Bran . 

Post’s  Cereals. . 

Poet’s  Raisin  Bran  . 

Post’s  Raisin  Bran  ft  Post  Tens . . . . 

Post  Tens . 

3  68.987  Pj-?S2Sipii-^i.ioBr;n::; 

I  MeWl  Port  ToMties  Corn  FUkea . 

Portum . .  * 

t  57,618  Snnkn  Coffea  A  InjUnt  Coffee . .  . 

Sni^n  I  nrtnni  Coffee . 

.  t  119,463  Satina.... . 

.  3  72,479  Snider’s  Catsup . 

t  49.170  Snider’s  Condiments . 

!  I  26462  Sugar  (^P . 

Sure  JeU........-- . 

.  $  3446  Swnmdown  Ftour . 

11.626  Swmnsdown  Cake  Mix . 

48,972  Swansdown  Products . 


5,439 

108,146 

28,915 

64,781 

341,383 

9,063 

5,609 

259,869 

341,062 

13,943 

2,160 

13,195 

30,619 

16.429 

614.663 

174.085 

3,776 

16448 

15427 

28.959 

408.463 

144 

130,680 

72484 

91.606 

308.016 

19,948 

825.927 

1453419 

19489 

10496 

499.745 

21.976 

9.700 

182.979 

141.660 

15,483 

91.036 

80.686 

41488 

219.104 

493.347 

86426 

6a037 

49.061 

58430 

1,789 

43,947 

49.064 

168467 

157428 

417.136 


t  225.592  FinancUl  World . 

.  Fine  Products  Corp. 

*  Hollingsworth  Curdy . 

Nunnally’s  Chocolates - 

15,602 

48,994 

.  Firestone  Tits  ft  Rubber  Co. 

3  107,966  Battery . 

3  87,654 

.  .w..  InstitutiemJ . 

3  296.268  PraducU . 


Ekro  Products  Co. 

Ekro  Products . 

Flint  Cutlera . 

Flint  Food  Mixer. . . 
Flint  Kitchen  Took 


3  95.370 

t  30,405 
3  68.684 

3  68.401 

3  307,600 

3  27.617 
19,758 
23,197 
10437 


Electric  Auto-Lite  Co. 

Anto-Lite  Products . 

Elm  National  Watch  Co. 

Watches . 

Emerson  Drug  Co. 

BiomoJleltser . 

Emerson  Radio  ft  Fhorsograph  Corp. 

Radio . 

Radio  ft  Televiaioo . 

Talsvisioa . 


t  437.904 

3  39.289 
20,899 
190433 


Fischer  Baking  Cb. 

Aunt  Hattie  Bread . 

Brssd . 

Products . 

3  250,521 

I  28,629  Fisher  Brewing  Co. 

t  191,938  Flagstaff  Fo^""". 

Canned  FruHs  ft  Juices . 

I  185.587  Ooffee . 

5,362  Fruit  Juices . 

16,322  FruHa . 

-  Margarine . 

■ - *  Orsnp  Juice . 

Tomato  Juice . 

Vegetables . 

Products . 

t  60.254 

%  32.130  Flako  Products  Corp. 

t  78425  CupleU  Cake  Mix . 

I  27,368  Flakiea  Corftie  Mix . 

Flako  Pie  Crust  Mix . 

3  186,034  Flakom  Muffin  Mix . 

3,217  Products . 

3  188,261 

FlotiD  Products  Ine. 

t  24,096  Tasti  Diet  PeodneU . 

30,828  Florida  Citroa  Commission 

- -  Grapefriiit. . . .  — ......... 

8  66,524  Grapefruit  ft  Grapefruit  Juice 

8  78,894  Grapefruit  ft  Oranges . 

Ora^  Juke . 

8  408,498  Oranges...^ . . . 

277,093  Oranges  ft  Orange  Juice . 


8  59.510 

8  30.813 

8  1411 

7,248 
6461 
10469 
6,449 

1483  „  „  _ 

6,011  Funk  ft  Wagnalls  Co. 
13435  Books.. 

14.603  Funk  Ine.,  Wined 

-  Books . 

8  66,560 

8  16.368 
6,529 
98.602 
68,613 
2410 


Kaniider  Co.  Inc. 

Msttreae . 

R*o-8«ott  ft  ^wne 

Brylcreem . . 

Fiift . . 

Beott's  Emiiirioo. 

8  207,271 

Banrtone  Co .  8  41,871 

IqaitableGasCo .  8  42,634 

upiitable  Life  Assurwee  ^ietv  of 

. .  the  t'.  8 . 

uis  Brewing  On. 

Ebdiler’s  Bw . 

■is  Railroad  Co . 

frmi^Co . 

■nairelnc. 


Fruehauf  Trailer  Co. 

Trulers . 

'TruA  Bodies...,. 


Gaik}  Winery,  E.  ft  J. 

Wine . . . — 

Galveston-Houaton  Breweries 

Southern  Bdeet  Beer . 

G^en  Research  Labs. 

RX16 . 

Garrett  ft  Co.  Ine. 

8  146456  Vir^  Dye  Wine  . . 

2446  Qss  ft  Eleetne  Co.  of  BaKimpre. 
8,727  Gm  Service  Co.  of  army  City. 

62410  Gas  Service  Co.  of  Wichita . 

91,164  Gebhi^  Chili  Powder  Co. 

232,989  Chili  POwd« . 

36,731  ChaiPtoducU . 

46,123  Spanish  KHehen . 


8  191422 
8  41,766 


Aireka  Williaias  0 
Enteka  Vacuum 
OaO-Mstic..., 


S’w-.dry  Sales  Corp . 

vwiBArp  Iacs 

Ewmharp  Pens  ft  Pencils . 

Shick  Injector  Blades  ft  Rasors . 


8  686.691 
8  25496 


E^Bros.Ca 
Milk  Products. 


8  626.645 
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G?i?ril  Mi'U  Ins. 

Betty  Crocker  Bskin«  Products _  S  407.753 

Betty  CrKker  Cake  Mix .  54,114 

BiM]uiek .  150.299 


Gluek  Brewing  Co. 

GluekBeer .  $ 

Stite  Beer . 


Cheerios . 

Ourtqniek . 

General  Mills  Appliances . 

General  Mills  Flour . 

General  Mills  Toaster  k  Tru  Heat 
Iron . 


Gold  Medal  Flour .  708.885 

Ex .  869,062 

UnroFe^ .  1,114 

O-Cel-0  Sponges .  100.758 

Pnrasnow  Flour .  5.265 

Red  Band  Flour .  29.2M 

^tasilk  Cake  Flour .  4.318 

Sperry  Drifted  Snow  Flour .  98.144 

Sperry  Pancake  Mix .  8.477 

Sperry  Pancake  k  Waffle  Mix .  79J86 


7.431  Godchanx  Sugars  Inc .  $  78,679 

6.235  Goebel  Brewing  Co. 

1.212  Beer .  t  444.094 

.  Goeti  Brewing  Co..  M.  K. 

19.007  ^un^ClubBm .  t  51.129 

«.885  OoetsBeer .  178.767 


.  1.114  $  229.896 

.  Going  to  Town  with  Pat  Guinan .  %  504.745 

^ .  5-265  Gold  Seal  Co. 

loofi .  29.265  Glass  Wax .  $  158,361 

.  <-31?  Glass  Wax  A  Snowy  Bleach .  99.279 

edSnjm  Flour .  98,144  Snowy  Bleach .  360,798 


Red  Band  Flour .  29.265  Glass  Wax 

Soft^iilkCake  nour.  .  4.318  Glass  Wax  A  Snowy  BleiiehV.V. 

Sperry  Drifted  Snow  Flour .  98.144  Snowy  Bleach 

Sperry  Pancake  Mix .  8.477 

Sperry  Pancake  A  Waffle  Mix .  79J86 

Sp^  Products .  M.247  Goldman  A  Brothers  Ine.,  Wm.  P. 

^  Beat  Iron .  a,793  Wearing  Apparel . 

meat  Hearts .  41.849  Goodall-Sanford  Ine 


Wheat  Hearts .  41,849 

Wheaties .  271,460 

Institutional .  199.022 

Products .  31,430 


Goodall-Sanford  Ine .  $  172,000 

Palm  Beach  Mena  Clothing .  76.953 


$4,039,833  Goodrich  Co.,  B.  F. 

n  1  r.  Goodrich  B.  F.  A  Hood  Rubber  Co . . 

G^M^  Corp.  Goodrich  Tires . 

Allison  Rviaion .  *  Hood  Rubber  Co . 

.  5  Koroeeal  Play  Pond . 

Cadillac  Cars .  2,811.884  irnnwi,<i  t;u 

Csdillac-Oldsmobile  Cars .  4,526  vriiiM-  t;,.-  . 

Chevrolet  Cars .  4,022.318  TnS",«^t . 

Chevrolet  Cars  A  Trucks .  1,887  . 

Chevrolet  Soap  Box  Derby .  54.437  . 

Chevrolet  Trucks .  1.283.426 

Ddco  Heating  Equipment  .  2,557  Goodyear  Tire  A  Rubber  Co.  Inc. 


Ddco  Heating  Equipment  . .  2,557  Goodyear  Tire  A  Rubber  Co.  Inc. 

.  J-g2}  Airfoam . $112,211 

.  ♦•39''  Croodyear  Aircraft  Corp .  .5  563 

.  Kelly  Springfield  Tires .  2  .541 

fti^^ireart^j^er.  .  .  .  74,749  Life  Guard  Safety  Tube .  38,022 

Fr^m^hes^ers  A  Washers  5.57  Vinyfilm  Aecemoriea .  18  071 

Fn^^  ^humidifier .  24,401  institutional .  49.729 

Fngid&ire  Ran^ee .  72,103  _ _ 

Frigid^  Refrigerator .  468.272  ti  17>( 

.  ,f5.1M  Gordon  Baking  Co. 

.  Savercup  Broad .  $  58.321 

C  .  oli?m  Gorton-PewFisheriroCo.Ltd. 

.  995,103  K.),  TVnit,,,*.  *  34  1ft7 


OktanobileCars .  1.5M.^  Gromrf  Co.“h  W.' . 

.  Foundations  A  Brassieres .  $  176,162 

.  Grabosky  Brothers  Ine. 

Institutional .  526,038  Amemde  Ci»*r«  t  7  (U4 


Amerada  Cigars .  $ 

Royalist  Cigars . 


General  Time  Corp. 

Westclox  Clocks .  $  152.452  Grace  Line  Inc 

General  Tire  A  Rubber  Co.  Steamship  Ti 


"nres .  $  200.286  Gradiai.  Annis  A  Co. 


General  Woodcraft  Co. 


Woodco  Windows  A  Screens .  $  26,326  Grand  Duchess  Striks  Inc. 


Gerber  Products  Co. 


Baby  Foods .  $  173,547  Grapette  Co.  Inc  . .  . .  $  96*91 


Gibson  Refrigerator  Co. 
Coolerator  Freeser. . . , 

Coolerator  Rsuim _ 

Coolerator  Products . , 
Gibson  Appliances. . . 

Gibson  Freesers . 

Gibson  Ranges . 

Gibson  Refrigerators. 
Gibson  Products _ 


Gilbert  Co.,  A.  C. 

American  Flyer  Trains .  $  27,198 

Erector  Sets .  58.910 

Toys .  1,635 


Gillette  Safety  Raior  Co.  „ 

Bobbi  Pin  Curl  Home  Wave . $  436,108  Children  s  Record  GuHd ... . 

GiUette  Blades  A  Cream .  3  601  Collectors  F/litioiis . 

GiUette  Rasots  A  Blades .  664.335  Executive  B^ . 

Prom  Permanent .  526,906  Greystone  Press . 

Tame  Hair  Conditioning  Rinse .  2,676 

Too;  Permanent  Wave .  641,024  ■a  •  n 

Toni  Products .  3,486  Gnesedieck  Bros.  Brewing  Co. 

White  Rain  Cr^^umpoo......'.  393.836  -.i; . . 

Products .  . .  ” - 


National  Advertising  Expenditures:  1952 


Gunther  Brewing  Co.  Inc. 
Beer . 


Haas  Bros. 

Cyna  Voble  misky .  $  43.082 

HatTenreffer  A  Co.  Inc. 

Boylston  Beer  A  Pickwick  Ale .  $  98.755 

Pickwick  Ale .  11.8.55 

Pickwick  Ale  A  Beer .  19.356 

Pickwick  Beer .  6.934 

$  136.900 

Hagan  Corp. 

Calgon .  $  190.087 

Ha1deman.JuIius  Co. 

Books .  $  37,440 

Hall  Bras.  Ine. 

Hallmark  Greeting  Cards .  $  181.798 

Hall  Co.,  Martin  L. 

Victor  Coffee .  $  22.482 

Victor  Coffee  A  Instant  Coffee .  5.952 

Victor  Coffee-Instant  Coffee  A  Tea .  4.190 

Victor  Imstant  Coffee .  7.397 

$  40.021 

Hallicrafters  Co. 

Radio .  $  55.106 

Radio  A  Television .  76.471 

Television .  143.465 

$  275.042 

Hals  Brewing  Co. 

Beer .  $  53,786 

Hamilton  Mfg.  Co. 

Clothes  Dryer .  $  49.247 

Hamilton  Watch  Co. 

Watches .  $  98,566 

Hamm  Brewing  Co.,  Theo. 


Steamship  Transnort .  $  30.875 


Ignacio  Haya  Cigars .  $  26.443 


Frosen  Steaks . *  114.303 


Great  American  Products .  *  33  458 

4,106  Great 'Northern  Railway  Co . $  134  265 

1.796  Great  Western  Sugar  Co .  $  75.120 

14,857  Green  Giant  Co. 

5,620  Dd  Mail  Corn .  $  28..502 

1,042  Green  Giant  Vegetables .  41.495 

3510  Koiinty  Kist  Vegetables .  85  382 

5.689  Kiblets .  159.227 

25.732  - 

-  $  314.606 

62,049  Grets  Browing  Co.,  William 

Ale  A  Beer .  $  4.669 

071QO  Beer .  68.774 


Greyho-uid  Corp. 

Bug  Transport .  $1 .281 .192 

Grovstone  Corn. 

Children’s  Record  Guild .  $  64.037 

Collectors’  Editions .  30.563 

Executive  Books .  27.71 2 

Greystone  Press .  16.469 


Glamorene  Inc. 

Gffl^Ca^taeaner .  $  73584 

Ever  Best  Preserves . $  86,518 

Gleneoe  Distilling  Co. 

Glencoe  Whisky .  $  14,450 

Old  Fiddle  Whisky .  19,416 


o'siu  Griesedieck  Western  Brewery  Co. 

IIZ:  Hyde  Park  Beer .  $  44  629 

>1  ««  Stag  Beer .  280.057 


Gleninore  Distilleries  Co. 

Gjenmore  WhMky .  $  638,945 


Glenmore  Whiskies. 


5514  Guest  Airways 


^^kyTavOT  Whisky .  251.895  Air  Travel . $ 

Old. ThwnpsOT  Whisky .  296.299  Golden  Ine..  Charles 


Yellowstone  Whisky .  .  .  .  . 

Glidden  Co. 

Durkee’s  Dressing  A  Mayonnaise. . 

Dorkee’s  Margarme . . . . 

Durfcee's  Mayonnaise. ............ 

Gfidden  Paints . 

Speed  Frunt . . 


Beer .  $  161586  HiUs  Bros.  Coffee  Inc. 


Hearst  Magasines  Ine. 

Cosmopolitan .  $  ngji 

Good  Housekeeping .  imj) 

House  Beautiful .  Il.q 

Motor  Book  Deputment .  IQgC 


Heaven  Hill  Distilleries  Inc. 

Old  Heaven  Hill  Whidues . $  njp 

Hdcman  Biscuit  Co. 

^ucte.......  $  ma 

Heueman  Brewing  Co.,  G. 

Old  Style  Lager  Beer .  $  Uijii 

Heins  Co.,  H.  J. 

Baby  Foods . $  4SJU 

Beans .  II4* 

Condiments .  41I1I 

Soups .  1MJ» 

Products .  9lia 

$1298.1$ 

Heller  A  Son  Inc.,  L. 

Delta  Pnris .  $  iJK 

La  Tausca  Pearls .  XJD 

$  IIM 

Heublein  A  Bro.  Ine.,  G.  F. 

A-1  Sauce .  $  itA 

Bell’s  Special  Reserve  Sooteh  Whisky  41,9 

Heublein  Reserve .  )M 

Smirnoff  Vodka .  3)Ufl 

$  40051 

Hexot  Ine. 

Heiol . $  SUB 

Hexol  A  Magic  Scent  Insect  Trap. .  lOJit 


HUex  Co . $  9I2M 


Hampden  Brewing  Co. 

Ale . 

Beer . 


Hancock  Mutual  Life  Insurance  Co.. 

John .  $  39.545 

Hand  Brewery  Co.,  Peter 

Meister  Bran  Beer .  $  224,499 

Hanes  Knitting  Co.,  P.  H. 

Underwear .  $  26.158 

Hansen’s  Laboratoiy  Inc.,  Christian 

Junket  Desserts .  $  16.235 

Junket  Quick  Fndge  or  Frosting  Mix  9.068 
Junket  Rennet  Powder .  11,198 


Happiness  Tours .  $  56,407 

Ha^irt  Brace  A  Co.  Inc. 

Books .  $  68.150 

Harper  A  Bras. 

Books .  *  251.485 

Hartford  Electric  Light  Co .  $  30.172 

Harvest  Headliners .  $  240,393 

Harvey  Co.  Ltd.,  H. 

Harwoods  Canadian  Whisky .  $  93.938 

Hastings  Industries 

Holland  Winter  Garden  Bulbs .  $  143.271 

Hastings  Mfg.  Co. 

Caate .  $  105,147 

Hathaway  Bakeries  Inc. 

Honmr  Knist  Bread .  $  19,461 

Life  Bread .  6.996 


Coffee . $  491CT 

11,660  Hills  Brothers  Co. 

31,166  Dromedary  Cake  Mix . $  4JiH 

_ ! _  Dromedary  Fruits .  38.711 

43,046  Dromedary  Mixes .  IIJB 


Hawaiian  Pineapple  Co.  Ltd. 

Dole  Froien  Pineapple  Juice .  $  28.613 

Dole  Pineapple .  3.952  Hoover  Co. 

Dole  Pineapple  A  Pineapple  Juice . .  58.988  Floor  Pol 

Dole  Fneapple  Juice .  138.531  Iron .... 


$  MS 

Hoberg  Papn  Mills  Inc. 

Channin  Tissue . $  71J8S 

Hoffman  Radio  Corp. 

Radio . $  IJB 

Television .  331,731 

Water  Heaters .  tlAII 

$  2SSI1S 

Holiday  Brands  Inc. 

Holiday  Instant  Coffee . $  35,411 

HoUand-American  line 

Steamship  Transport . $  305271' 

Hollins  A  Co.  Inc.,  William 

Wearing  Apparel . $  33,738 

Holt  A  Co.  Inc.,  Henry 

Books . $  7M41 

Home  lines  Ine. 

Steamship  Transport . $  I5928I 

Hood  Chemical  Co.  Inc. 

E  Z  .Starch . $  34.491 

33  Bleach .  152* 

$  3953 

Hood  A  Sons  Inc.,  H.  P. 

Chocolate  Drink . $ 

Cottitae  Cheese .  lJ-2 

Ice  Cnuun . 

Mayonnaise  A  Salad  Dressing .  112 

Milk . .T. .  3»2 

Products .  ®2 


$  230.084 

Hawthorn-Mriody  Dairy  Co. 

Cottage  Cheese .  $  13.920 

Dairy  Products .  41.869 

Milk .  8.998 

Vita  Slim .  5,005 

Whip .  19525 

Yogurt .  25.890 


Floor  Polisher . $  22$ 

Steam  Iron .  l-jj* 

Vacuum  Cleaner .  ♦■•Ji 

Products . 


Hope  Co.  _  ^ 

Mineral  Tablets .  $ 

Products .  11-®* 


$  324.686 

Grolier  Society  Tne. 

Book  of  Kriowiedge . ; . .  $  54.850 

Grove  Laboratories  Inc. 

Fitch  Shampoo .  $  244.914 

Paio  Ointment .  166.361 

Plunder’s  Tablets .  34.368 


$  115507  Horlick’s  Corp. 


Haxton  Foods  Ine. 


t  2  473  Honnel  A  Co..  Georn  A. 
Boy  Applesauce. ...  .  $  2.4^  Meat  Products 


Blue  Bey  Canned  Vegetables 

Blue  Boy  Catsup . 

Blue  Boy  Tomato  Jiuee . 

Products . 


Hormel  Meat  1 
Spam . 


Tmlet  Preparations .  $  '  43,634 


Mustard . $  232,400 

Gulf  Brewing  Co. 

Grand  lYite  Beer . .  ...'. ...  $  97,051 

Gulf  Oil  Corp.  •' 

GasolineAOil . $  295,630 

GulfFuelOil . .  .  "......  2.200 

Golf  Tires . v.' -  6,514 

Gulfspray . . .  ■ 45W 

Institutional .  15.788 


Hearst  Corp. 

American  Weekly .  $  29.432 

Baltimore  News-Post  A  American . .  1 ,706 

Boston  Record  American  A  Sunday 

Advertiser . ;.  1.696 

Clueago  Herald-Ameriesn .  2.182 

-  Detroit  limes .  8,602 

Milwaukee  Sentinel . t _ _  2,001 

New  York  Journal-American .  34,796 

New  York  Mirror .  •  .34.186 

Pittsburgh  Sun-Tricftaph.....^...  1.420 

San  Franeiseo  Exanuner .  12,925 

Seattle  Po^Intelligencer .  830 


9^.^  * 

-  Houbigant  Sales  Corp. 

3,996  Toilet  Preparations . $ 

Houghton  MifiUn  Co.  .  ^ 

9.432  Books .  $ 

1,706  House  of  Woested-Tex 

HasKTfcci::::::::::!  «» 

2.182  HubingerCo.  . 

8.602  Quick  Elastic  Starch . » 

3,001  Hudepohl  Brewing  Co. 

4,796  Beer .  * 

4.186  Hudson  Motor  Car  Co.  ' 

1.420  Cara . $2.10tOW 


er .  ix.wo  Hudson  Pulp  A  Paper  Corp.  . 

>er .  830  ’Hudson  Napkins . J 

- Hudron  River  Day  Line  Ine . •  ji'iJl 

$  119.736  Hugh*  Aircraft  Co . * 
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Products  Inc. 

MSa"sr‘ . 

Books. 


M^y  inc.VGiii^e . 

ilooks . 

Msid  en  Fom'  Bti^^  Co.' ' ' 

Bnaneres .  I 

Many  Sardine  Indiirti^V/.V.' **’’*'*  $ 
Manhsttsn  Shirt  Co . t 

Soop  Co.  Inc. 

Bnrrol  Soap .  $ 

Bhi-White . 

Blu-TOte  A  Sweetheart  ^'p. 

Toilet  Soap . 


Mennen  Co. 

$  33,430  Baby  Preparations.. 

Deodorant . 

Foam  Shave . 

Shave  Cream . 

Tmlet  Preparations. 


$  160.212 


$  46.S65 


$  245.477 
79576 
78.925 
128.833 
322.877 


248.127 

212,505 

50,174 


9.646 

98.903 

214.474 

296,726 

8.888 


Mentholstum  Co . 

Merck  A  Co.  Inc. 

Di-Chloricide  Moth  Crystals. 
Institutional . . 


$  855388 
S  526346 


$  48.081 
334.067 


*  382,148 


\t.,-  i.  .  «  *  ®28-®37 

Manwhewits  Co.,  B. 

B»nn«  Products .  $  14,513 

Blintses .  9,077 

^aite  Rsh .  3,377 

.  7561 


Marathon  ( 


Ihon  Corp. 

Tite  Froien  Food  Wrap .  , 

.  246.854 


Mareo  Wine  Co. 

nre.vstone  Wines . 

t'jeystone  A  Margo  \^ea. 


3 

34,228 

,  3 

1.034 

246.854 

3 

247.888 

.  3 

16407 

7.891 

19.188 

Meseck  Steamboat  Co.  Inc . 

Metropolitan  Life  Insurance  Co . 

Metropolitan  Sunday  Newspapers  Inc. 
Meyer  A  Bros.,  Joseph  H. 

Richelieu  Pearls . 

Michigan  Bell  Telephone  Co . 

Michigan  Bulb  Co. 

Flower  Bulbs . 

Holland  Bulb  Co . 


28.044 

67.001 


3  108.720 


$  29321 


3  172,096 


3  164.541 
25.806 


3  190347 


Ma™  Drsigner  Inc. 

Marie  Contour  Chair . 

MartiOMn  A^  Co.  Inc.,  Joseph 


Mathieson  Chemical  Cbrp. 


Mathieson  Chemical  Corp. 
Squibb  A  Sons,  E.  R . 


3 

43.386 

3 

58.441 

3 

27445 

3 

54.551 

7.001 

82.843 

Michigan  Consolidated  Gas  Co. , 
Michigan  Mutual  Liability  Co. . 
Mid.4>>ntinental  Airlines  Inc . . . 
Mic-Continent  Petroleum  Corp. 

Gasoline  A  Oil . 

Milan!  Foods  Inc.,  Louis 

Di  Cisco  Garlic  Drasing . 

1890  French  Dressing . 

Milan!  Dressings . 

Patio  French  Dressing ._ . 

Thousand  Island  Dressing. . . . 


86.188 

75.635 


3  106.551 
3  263.896 


6.435 

34.691 

1.520 

3.224 

1598 


3  47.168 


Matson  Navigation  Co. 

Steamship  Transport .  3  31,941 

May  Co..  George  8. 

Industrial  Engineers .  3  37,803 

?  'aybelline  Co. 

Maybelline .  3  258,889 

Mayer  A  Co.,  Oscar 

Meat  Products .  3  293.532 

Sandaich  Spread . 

Sandwich  Spread  A  Wieners . 


Miles  Laboratories  Inc. 

Alka  Sdtser . 

Bactine . 

Miles  Nen-ine . 

3  144395  One-A-Day  Vitamins . 

Tabcin . 


3  139.677 
34.813 
21.269 
26.918 
69.901 


3  292.578 


21.921 

15.187 


3  330.640 

Maytag  Co. 

Ranges .  3  4.027 

Washers .  344.062 

Products .  23,264 


McCall  Corp. 

McCall’s  Publications. . . 
Redbook . 


3  371.353 


3  63.804 
7,248 


Milk  Foundation . 

Miller  Brewing  Co. 

High  Life  Beer . 

Milner  Products  Co. 

Pine  Sol . 

Milnot  Co. 

Milk  A  B’ltter . 

Milwaukee  Gas  A  Light  Co . 

Minneapolis  Brewing  Co. 

Grain  Belt  Beer . 

Minneapolia  Honeywell  Regulator  Co. 

Honeywell  Thermostat . 

h*inneapolis  Star  A  Tribune . 

Minnesota  Mining  A  Mfg.  Co. 

Corogard  . 

Scotch  Celliilnse  Tape . 

Products . 


3  32.344 


3  122.351 


3  49.466 


3  141.283 
3  42,947 


37.580 

30.095 


24.229 

175.211 

3.422 


McCormick  A  Co.  Inc. 

Hy-Gro . 

NfcCormick  Tea . 

Schilling  Coffee . 

Schilling  Condiments . 

Schilling  Extracts . 

Schilling  Products _ 

Schilling  Spices . 


3 

71,052 

3 

14.781 

19.151 

33.208 

24.794 

29,198 

21.573 

48.389 

Minute  Msid  Corn. 

Frosen  Orange  .Tuice  . 

Missouri-Kansus-Texas  Lines 

Rail  Tranenort .  . 

Missouri  Paciffc  T.ines 

Bus  Transport . 

Rail  Transport . 


3  202,862 
3  66,805 
3  52,528 


3  11.004 

47.431 


3  191.094 


35,082 


McCullough  Seed  Co..  Charles 

Lawn  Seed .  $ 

McGraw  Electric  Co. 

Toa.stmaster .  $  37,424 

hlcGraw-Hill  Ihiblishing  Co.  Inc. 

Magazines  A  Books .  31181.202 

Whittlesey  House .  5,605 


Model  Bra.ssipre  Corp. 

Bra-ssicres . 

Molv  Atotor  Producf.s  Corp. 

Liquid  'toly . 

Alonongabe’a  Power  Co . 

Monsanto  Ct'CTuical  Co. 

Chemstrand  Corp . 

Fskimo  Anti  Freeze . 

Krilium . 

Products . 


30.234 


«  44.676 
3  38.001 


21.054 

2.371 

136.352 

5,1.50 


McGuire  Travel  Co.,  T.  J. 

Tours  A  Travel .  3 

McRhenny  Co. 

Tabasco  Sauce . 3 

McKesson  A  Robbins  Inc. 

Chapin  A  Gore  Old  Re^rve  Whisky  3 

Martins  V.V.O.  Scotch  H^isky . 

McKesson  A  Robbins  Summer  Vaca¬ 
tion  Needs . 

McKesson  A  ^bbins  Whiskies .... 
McKesson  A  Robbins  Xmas  Gift 

.Selections . 

Surin . ” 

Tawn  Preparations . . .  ] 

McKesson  A  Robbins  T*rodu.cts . 


186,807 

26,222 

110,925 


Montamower  Distributing  Co. 

Monta  Mower . 

Montenier  Tnc..  Jules 

Finesse  Shampoo  . 

Stopette  Spray  Deodorant . . 


3  164.927 
3  61.519 


3  41.097 
52.929 


121,157 

122.476 


871,671 

3,390 


366,166 

9,247 

2,616 

26.523 


Monticello  Drag  Co. 

668 . 

Moore-McCoraiack  T.ines  Tnc. 

.Steamship  Transport . 

Morning  Milk  Co. 

Eranorated  Milk . 

Morrell  A  Co..  John 

Afeat  Products . 

Red  Heart  Dog  Food . 


3  68,615 


McKettrick-Williams  Inc. 

Wearing  Apparel . 

McLaughlin  A  Co.,  W.  F. 

Manor  House  Coffee .  3  145,882 

Medley  Distilling  Co.  Inc.  •  ^ 

Tive  Bros.  Whisky .  3  15,964 

Medley  Bros.  Whi^ .  11395 


3  82.869 

Morris  Co. 

M.G.  Car . 

Morris  A  Co.  Ltd.  Inc.,  Philip 

Dunhills .  3  818.055 

Philip  Morris .  2.988.516 


3  31.029 


Megs  Macarom  Co.  -  • ^ 

Bott  Bob  Macaroni  Products .  3  25,918 

Memphis  Street  Railway  Co .  3  28358 

Mengel  Co.  ^  ll  ap  « 

Furniture .  31107,911 


33,806,571 

Morrow  A  Co.,  William 

Books . 

Morton  Mfg.  Corp. 

Chap-Ans .  3  2.191 

Sofair .  83393 


3  44,042 


3  85.584 


Nafional  Advertising  Expenditures:  1952 


Sealtest  Buttermilk . 

3  242366  Sealtest  ChoeoUte  Milk . 

5,732  Sealtest  Cottage  Cheese . 

-  .Sealtest  Cream . 

3  247.998  Sealtest  Dairy  Products . 

Sealtest  Egg  Nog . 

3  131,291  Sealtest  Ice  Cream . 

Sealtest  lee  Cream  A  Milk . 

3  308.600  Sealtest  Milk . . 

1 2.290  .Sealtest  Milk  Drink  A  Orange  Drink 

738.867  Sealtest  Orange  Juice . 

-  .®ealtest  Sberbert . 

31,059,757  Semi-Solid  Pig  Emulsion . 

Sheffield  Cottage  Cheese . 

Sheffield  Cream . 

3  46329  Sheffield  Du^  Products . 

Southern  Daim  Products . 

3  141,905  Vriveeto . 

Velvet  Ice  Cream . 

3  102.434 
31335 

-  National  Distillen  Products  Corp. 

Bellows  Club  Bourbon . 

Bellows  Club  Bourbon  A  Partner's 

Choice . . 

Bellows  Partner’s  Choice . 

Bellows  Whiskies . 

Blue  Grass  Whislv . 

3  133.124  Bond  A  Lillard  Wniskjr . 

Bourbon  De  Luxe  Whaky . 

3  48.619  . 

t  82  830  Cedar  Brook  Whislnr . 

Century  Qub  Whisky . 

3  54  836  Crab  Orehard  Whisky . 

De  Kuyper  Vodka . 

3  227  885  Dominion  Ten . 

(68,845  Fortuna  Whisky . 

_  GAD  Vermouth . 

3  396,730  9  . 

Hill  A  HiU  Whisky . 

Italian  Swiss  Colony  Wine . 

3  33.072  I.e  Jon  Vermouth . 

Moimt  Vernon  Whisky . 

3  1,815  National  Cistillers  Wbisldes . 

181340  Old  Crow  Whi^ . 

-  Old  TAover  Whislra . 

3  183,155  Old  Hermitage  Whisky . 

3  35.694  CMd  Log  C^n  Whisky . 

Old  McBrayer  Whisky . 

3  22.964  Old  Overhwt  Whisky . 

12.048  Old  Sunnybrook  Whisky . 

- P.M  De  Luxe  Whisky . 

3  35.012  Spatola  Wine . 

White  Rock  Beverages . 

3  47,301  Institutional . 

2.273  Producto . 


Morton  Salt  Co. 

Morton  Salt . 

Morton  Tooth  Paste. 


Motor  Products  Corp. 

Deepfreeze  Freezer . 
Motorola  Inc. 

Radio . 

Radio  A  Television, 
Television . 


Mountain  States  Telephone  A  Tele- 

P*  graph  Co . 

Mountam  Valley  Water  Co. 

Mineral  Water . 

Mrs.  Baird’s  Bakeries  Inc. 

Bread . 

Products . 


32.64U8 


Mrs.  Tucker’s  Foods  Inc. 
Meadolake  Margarine. 

Shortening . 

Products . 


31.136 

51.977 

50.011 


Mueller  Co..  C.  F. 
Macaroni  Products. 

Murine  Co.  Inc . 

Musselman  Co.,  C.  H. 

Apple  Sauce . 

Musterole  Co. 

Musterole . 

Zemo . 


New  Or 
NewYi 
Bosh 
New 
Pittsl 


Mutual  Benefit  Health  and  Accident 
Assn . 


New  Y( 
New  Y 


Naran  Co . 

Narragansett  Brewing  Co. 

Croft  .Ale . 

Narragaasett  Ale  A  Beer 


Narragansett  Electric  Co. 
Nash-Finch  Co. 

Coffee . 

Our  Family  Foods . 


Nash-Kelvinator  Corp. 

ABC  Washers . 

Kelvinator  Freezers . 

Kelvinator  Ranges . 

Kelvinator  Refrigerators 

Nash  Cars . 

Products . 


National  Homes  Corp. . . 
National  I.«ad  Co. 

Paints . 

National  Nurseries . 

National  Oats  Co. 

3-Minute  Cereals . 

3-Minute  Oats . 

3-Minute  Popcorn . . . . 
3-Minutc  Quick  Oats. 
3-Minute  Raisin  Oats. 
Products . . 


Nashville  Coal  Co.  Tnc  . 

Nashville  Gas  and  Heating  Co , 

National  Airlines  Tnc . 

National  Biscuit  Co. 

Donald  Thick  Bread . 

Afilk  Bone  Dog  Biscuit . 

N.B.C.  Bread  . 

Nabisco  Bbredded  Wheat . . . 
National  Biscuit  Crackers . . 


N  ational  Paper  Corp.  of  Pennsylvania 

Colo  .Soft  Tissue . 

Swanee  Paper  Products . 

S«  anee  Tissue . 


National  Board  of  Fire  Underwriters . 
National  Breweries  Ltd. 

Black  Horse  Ale  . 

National  Brewing  Co. 

Bohemian  Beer . 

Ih-emium  Beer . 


National  Pressure  Cooker  Co. 

Martin  Outboard  Motors . 

Presto  Iron . 

Presto  Ironing  Table  A  Steam  Iron. 


National  Chemical  A  Mfg.  Co. 

Satin  Paint . 

National  Cranberry  Assn. 

Ocean  Spray  Cranberry  Sauce. . .  i  . 

National  Dairy  Products  Corp. 

Arctic  Cottage  Cheese . 

Arctic  Sealtest  Ice  Cream . 

Arctic  Sealtest  Milk  A  Cream . 

Breakstone’s  Dairy  T*roducts . 

Breyer’s  Ice  Cream . . . 

Casino  French  Dressing . 

Clover  Farm  Dairy  Products . 

Cloverleaf  Dairy  T’roducts . 

T>etroit  Creamery . 

Dixie  Dairy  Ihoducts . 

FroJoy  Ice  Cream . 

General  Ice  Cream . 

Hiland  Dairy  Ihoducts . 

Kraft  Caramels . 

Kraft  Cheeses . 

Kraft  Cheese  Spreads . . 

Kraft  Cheese  Spreads  A  Hand!- 

Snacks . 

Kraft  Cottage  Cheese . 

Kraft  Salad  Oil . 

Kraft  Products . 

Muller’s  Milk . 

Nashville  Ihire  Milk  Co . 

Par-T-Freeze . 

Ihirkay  Oleomargarine . 

Philadelphia  Cream  Cheese . 

Rieck  MeJunkin  Dairy  Products . . . 

Raigmll  Cottage  Cheese . 

Roszell  Dairy  T’roducts . 

Sea  Island  Dressing . 


National  Selected  Products  Inc. 

7-Minit  Pic . 

National  Steel  Corp. 

Great  I^kes  Steel  Corp . 

National  Steel  Corp . 

Quonset  Building . 

Stran  Steel  Products  Co . 


3  129,563 

3  1.320 

1.823 
1,326 
51,124 
111.458 
24.604 
4,'777 
35,767 
4,636 
4,723 
2,794 
7,594 
13.800 
159,181 
27,046 
20,369 


National  Sugar  Refining  Co. 

Quaker  Sugar . . .  3 

National  Textile  A  Cheimcal  Labora¬ 
tory 

Perma  Starch . _. . • 

National  TrailwaysJBus'System  ...  3 

Natural  GadCos . 8 

Natural  Rubper  Bmaau .  3 

Naumkeag  Steam  Cotton  Co. 

Pequot.Pillowcaaes'A  Sheets . 3 

18.663  Nebraska  Consolidated  Mills  Co. 
80.328  Duncan  Hines  Baking  Prad- 

57.807  ucts  .  8 

Mother’s  Best  Flour . 

WIO  1 

r, 

379,643  Nehi  C<wp. 

200.115  Nehi  Beverages . * 

1 .272  Par-T-Pak  Beverages . 

1  ,ft56  Royal  Crown  Cola . 

20,198 

43,479  ’ 
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Kinsey  Silver  Label  Whisky. 

Linfieid  Whisky . 

Old  Classic  Whis^ . 

Old  Hickoiy  Whiiy . 

Paro . 

Philadelphia  WhisW . 

Planters  Club  WhiAy . 


92,132B  alst  on  Purina  Co. 


7,441 

163,796 

572,810 

1,777 

312,396 

28,750 


Purina  Feeds .  $ 

Ralston  Cereals . 

Rice  Chex . 

Rice  Chex  &  Wheat  Chex . 

Ry-Krisp . 


30.876 

66.467 

230.100 

40,275 

2340 


National  Advertising  Expenditures:  7952 


Nai 


Richfield  Oil  Carp. 

Gasoline  i  Oil .  S  425,114 

Heating  Oil. 


$1,403,435 


Puerto  Rico  Industrial  Development 
Co. 

Puerto  Rican  Industrial  Commission  $ 
Puerto  Rican  Rum . 


Random  House  Inc. 

Books . 

Modem  Library. . . 


$  370,052 


135,529 

5,106 


7.248 

34,575 


I  140,635 


Pure  Oil  Co. 

Gasoline  &  Oil . . 
Purepac  Corp. 

Cldoromint  . 
Purex  Corp.  Ltd. 
News  Detergent . 
News  &  Purex  . 
Purex  Bleach .  . . 
Trend . 


$ 

41,823 

$ 

335.982 

$ 

55,907 

$ 

27,173 

2342 

162.191 

36.930 

$  181.416 


Rath  Packing  Co. 

Meat  Products . 

Rayco  Mfg.  Co.  Inc. 

Auto  S^t  Covers . $  434379 

Raytheon  Mfg.  Co. 

Television . 

Reader's  Digest  .Xssn. 

Magazine . . 

Real  Gold  Citrus  Products 

Orange  Base . 

Reardon  Co. 


Rinehart  &.  Co.  Inc. 

Boolu 
Ripon  Knitting  Mills 
Ritter  Co.,  J.  P. 
Beans 
Catsup 
Chili  Sauce  Relish 
Vegetables 
Pr^ucts 


$  206,858 


$  309.130 


Rival  Packing  Co. 


$  169.499 


Purity  Bakeries  Corp. 

Grennan  Cakes . 

Purity  Maid  Bread  &  Cake 

Taystee  Bread . 

Products . 


$  228.636 

Drames . 

66,299 

.  $  47,185 
13.954 

Recipe  Foods  Inc. 

$ 

150.365 

75,325 

Bennett's  Chili  Sauce . 

.  $ 

36314 

1.064 

Bennett's  Mayonnaise . 

3,906 

Roberts  Dairy  Co 
Rochester  Gas  &  Electric  Co 
Rockwell  Mfg.  Co. 

Delta  Tools 
Institutional 


Rockwood  A  Co. 
Chocolate  Wafers 
Mint  Wafers 


Putnam's  Sons,  G.  P. 

Books . 

Pyramid  Life  Insurance  Co. 


$  137,528 


35371 

25,032 


Red  Top  Brewing  Co. 

Ale . 

Beer . 


$ 

40.220 

.  $ 

28,951 

$ 

21.478 

96.532 

Q-Tips  Inc . 

$  46.524 

Quaker  City  Bus  Co . 

$  26,742 

Quaker  City  Chocolate  and  Confec- 

tionery  Co.  Inc. 

Good  A  Plenty  Candy . 

$  68.202 

Quaker  Oats  Co. 

Aunt  Jemima  Baking  Products . 

$  346.748 

Aunt  Jemima  Corn  Meal . 

22.688 

Aunt  Jemima  Flour . 

27,122 

Aunt  Jemima  Pancake  Mix . 

234,841 

Aunt  Jemima  Com  Meal  A  Quaker 

Corn  Meal . 

21,475 

Aunt  Jemima  Products . 

14,513 

Ful-O-Pep-Feeds . 

103.849 

Ful-O-Pep  Range  Cubes . 

1.804 

Ken-L-Biskit . 

36346 

Ken-L-Dog  Foods . 

398,840 

Ken-L-Ration . 

82.830 

Mother's  Oats . 

15.813 

Mullets . 

146,745 

Pettijohn's . 

30.965 

Puss'n  Boots  Cat  Food . 

65,078 

Quaker  Cora  Meal . 

75,104 

Quaker  Macaroni  Products . 

17.336 

Quaker  Oats . 

87,336 

Quaker  Oats  A  Mothers  Oats . 

13.119 

Quaker  Pack-O-Ten . 

27,290 

(^laker  Puffed  Rice . 

14.642 

Quaker  Puffed  Rice  A  Wheat . 

263,029 

Quaker  Puffed  Wheat . 

13.506 

Quaker  Quick  Grits . 

53.190 

Quick  Mother's  Oats . 

20,154 

Quick  Mother's  Oats  A  Quick  Quaker 

Oats . 

368.893 

Quirk  Quaker  Oats . 

110,420 

Red  Top  Flour . 

1,312 

$2,614,988 

Quality  Da'iry  Co. 

Ice  Cream . 

$  1.183 

MUk . 

4.344 

Products . 

35.432 

$  40,959 

Quality  Importers  Inc. 

Ambassador  Scotch . 

.  $  27.577 

Cambells  White  Heather  Scotch  . . 

26.301 

Welch’s  Wine . 

44,050 

$  97.928 

Quinn  Co.  Inc.,  K.  J. 

Scuffy  Polish . 

$  60,015 

R 

Radio  Corp.  of  America 

National  Broadcasting  Co . 

.  $  51335 

RCA  Air  Conditioner . 

41,028 

RCA  Service  Co . 

11,515 

RGA  Victor  Products . 

71,455 

RCA  Victor  Radio  A  Television . . . . 

411.143 

RCA  Victor  Radios . 

95,603 

RCA  Victor  Record  Changer  . 

A 

Player . 

16,183 

RCA  Victor  Records . 

47321 

RCA  Victor  Television . 

.  865.593 

Radio  Corp.  of  America . 

.  137,036 

$1,748,712 

Kadio-KeitlnOrpheum  Corp. 

Motion  Pictures . 

..  $  227.689 

Railroad  Inter*Regional  Advisory 

Committee . 

.  $  119.032 

Railway  Express  Agency  Inc . 

$  30,161 

Rainier  Brewing  Co. 

Ale . 

.  $  8.888 

Beer . 

68388 

$  77.176 

$  118.010 

Reddi-Wip  Inc. 

Cream .  $  328.136 

Redman  Trailer  Co. 

New  Moontrailer . 

Redman  Trailer . 


8.644 

71.554 


Regal  .Amber  Brewing  Co. 

Beer . 

Regensburg  A  Sons,  E. 

Admiration  Cigars . 

Regnery  Co.,  Henry 

Books . 

Relaxaciior  Inc . 

Remington  Rand  Inc. 

Electric  Shaver . 

Institutional . 


$ 

80.1S 

41,464 

66.469 

35.643 

28,795 

.  $ 

89.364 

17,542 

Renfield  Importers  Ltd. 

Blue  Chip  Bourbon  Whisky . 

Cointreau  Cordials . 

Gordon's  Gin . 

Haig  A  Haig  Five  Star  Scotch 


R  A  H  Beer 


9,246 

21,578 

448.524 


Rogers  United  Cwp. 


Roman  Cleanser  Co 
Roman  Meal  Co. 
Bread 
Muffin  Mix 


Ronson  Art  Metal  Works  Inc. 


Rootes  Motors  Inc. 
Hillman  Cars 
Land  Rover 
Sunbeam  Talbot  Co 


Roselux  Chemical  Co. 

Rose-X 
Royal  Typewriter  Co.  Inc. 

'Typewriters 
Rubinstein  Inc.,  Helena 


Rubsam  A  Horrmann  Brewing  Co. 


King  William  IV  Scotch  Whisky . . . 

Remy  Martin  Cognac  Brandy . 

Riondo  Rum . 


Rennel  Corp. 

Concentrate . 

Reo  Motors  Inc. 

Reo  Royale  Mowers . 
Trucks . 


Republic  Aviation  Corp 
Republic  Steel  Corp. 
Berger  Steel  Cabinets. 
Institutional . 


Reserve  Life  Insurance  Co. 
Resinol  Chemical  Co. 

Resinol . . . 

Resort  Airlines . 

lUvco  Inc. 

Chill  Chest  Freezer . 

Revlon  Products  Corp. 
Aquarmarine  Shampoo.. 


Revlon  Shampoo. 


Rexall  Drug  Co. 

Rybutol . 

Reynolds  Metals  Co. 

Eskimo  Pie . 

Liquid  Aluminum. . 
Reynolds  Metal ... 


21.564 

11,801 

18.255 

752,946 

155.484 

42,231 

31,493 

73.724 

129,756 

843 

98329 

96,172 

32,707 

154347 

92,408 

28,637 

10327 

413.271 

43,446 

466,944 

87.541 

5,113 

57,491 

32,902 

127,783 

Rudofker's  Sons  Inc.,  S. 

Men's  .Apparel . 

Rupi»rt  Brewery,  Jacob 
Knickerbocker  Beer. . . . 
Rushmore  Paper  Mills 
Blue  Ribbon  Napkins. . 
Vanity  Fair  Tissues. . . . 


139,553 


Russell  Miller  Milling  Co. 
American  Beauty  Cake  Mix . . . 

American  Beauty  Flour . 

Occident  Cake  Mix . 

Occident  Flour . 

Occident  Flour  A  Cake  Mixes. 


S.  0.  S.  Co. 

S.O.S.  Pads . 

Tuffy .  375,402 


S.  S.  S.  Co. 

Tonic . 

SAW  Fine  Foods  Inc. 

Juices . 

Products . 


Sabena  Belgian  Airlines . 


Salerno  Megowan  Biscuit  Co. 
Sales  Builders  Inc. 


San  Antonio  Brewing  Assn. 


Reynolds  Tobacco  Co.,  R.  J. 

Camels . 

Camels  A  Prince  Albert  Tobacco . 


$  223,289  San  Francisco  Brewing  Corp. 


$2,908,618 
66.455 


Cavaliers .  356338 


Santa  Fe  Vintage  Co. 

Wines . , . 

Savannah  Sugar  Refining  Corp. 


Rhodes  Pharmacal  Co.  Inc. 

Imdrin . 

Tryptacin . 


$3.331311 


23.928 

6329 


Scandinavian  Airlines  ^stem. . . 
Schaefer  Brewing  Co.,  F.  A  M. 


Irish  Cream  Ale. 


.  $ 

37,087 

$  465.587 

.  $ 

16.961 

19.323 

$ 

36,284 

$ 

9.241 

4,083 

47344 

10,572 

3.346 

$ 

74,486 

40,403 

375,402 

415.805 

97,608 

13,292 

38.421 

51,713 

66.325 

32,16$ 

25,477 

439.477 

41,769 

643306 

81.995 

113370 

31,807 

42315 

132316 

..  $ 

864375 

47382 

Schenley  Industries  Inc. 

Amitone . .  . «  «l 

.Ancient  .Age  Whisky .  iUj 

Belmont  Whisky .  1%  i 

BertoUi  Chianti .  i| 

Blatz  Beer .  Ml 

Carioca  Rum .  Tig 

Cascade  Whisky .  ]£g 

Cherry  Heering  Liqueur .  Ug 

Coronet  Brandy .  Mg 

Cotton  Picker .  .  Ig 

Cream  of  Kentucky  Whisky .  gig 

Cresta  Blanca  W'ine .  .  Cg 

Dewar's  Victoria  Vat  A  White  Label 

Scotch . Ig 

Dewar's  White  Label  Scotch  Whisky  gg; 

DuBouchett  Brandy  A  Cordials ....  gg 

Dubonnet  Wine .  Og 

Echo  Spring  Whisky .  HUl 

Gibson's  Diamond  "8” .  ITUt 

Gibson  XXXX  Rye  Whisky .  U 

Gibson's  Whiskies .  MZi 

Golden  Wedding  Whisky .  8113 

Green  River  Whisky .  Ig 

I.  W.  Harper  Whisky .  UTS 

James  E.  Pepper  Whisky .  IM£| 

MacNaughton's  Whisky .  1$TJ3 

Melrose  Distillers  Inc  Products .  Ul 

Melrose  Distillers  Inc  Whiskies .  1831 

Melrose  Gin .  LT 

Melrose  Rare  Whisky .  Wg 

Monticello  Wliisky .  IS 

Old  Blue  Ribbon  Whisky .  Itlg 

Old  Charter  Whl-ky .  lag 

Old  Quaker  Whisky .  3^ 

Old  Schenley  Whisky .  44g 

Old  Stagg  Whislv .  Mg 

Oxford  Gub  Gin .  UM 

Pebbleford  Whisky .  eg 

Roma  Wine .  HIM 

Sam  Thompson  Wliisky .  iUB 

Samovar  Vodka . . .  IICI 

Schenley's  Reserve  Whisky .  Ul(g 

.Schenley's  Whiskies .  TU# 

Sir  John  Schenley  Whisky .  US 

Three  Feathers .  VHt) 

Wilken  Family  WTbisky .  KSi 


Emk&Kaii 
PertiBsin. 
fcnnsn  Bra 
NtM... 
^ite  Roi 
White  Ra 
White  Ro 


kefuiall  Co. 
Geritol. . 
Geritol  A 
Nutrex. . 
N'atrei  A 
R.  D.  X. 
Sedagel. 
Senitan. 


Servel  Inc. 
Air  Cone 
Hectroli 
Refriger 
Water  I 


$6g4Jh 

Scher  A  .Associates  M.  G. 

Roy  Rogers  A  Dale  Evans  Products.  3  UAJS 
Schick  Inc. 

Electric  Shaver . $  U3,l® 

Schieffclin  A  Co. 

Don  Q  Rum . $  Ul- 

Hennessy  Cognac  Brandy .  8J*I 

Teachers  Highland  Crnun  Scotch 
Whisky .  3k'* 


Seren-Up 
Baler  Co. 
Rialone 


ShealferP 
Pens  A 


Sheinker  i 
HoUanc 


Shell  Ofl 
Chemii 


FoelO 

Gaiolii 


Shervin- 

Acme 


Eem( 
Kem  ( 


Kem-' 

Marti 


Roger 

Shera 


Shields 

Men'] 


Shnlton 

Earty 


Lo 

Shull 

Shull 


$  SUM 


.  $  ssMi: 


$  4i,«i: 


$  affl 


$ 


Schlitz  Brewing  Co.,  Joseph 

Beer . 

Schmidt  Baking  Co. 

Bit^ . 

Schmidt  Brewing  Co.,  Jacob 

City  Club  Beer . 

Schmidt  A  Sons  Inc.,  C. 

Ale  A  Beer . 

Scholl  Mfg.  Co.  Inc.  , 

Air-Pillo  Insoles . 3 

Bramidrosis  Powder .  *•" 

Cloro-Vent  Foam  Insoles .  'kW 

Foot  Powder . 

Solvex .  kin 

Zino-Pads . 


Shwayi 

Sam 


Segler 

Hea 


Bea 

Rid 

Sian 


$  iOX! 

Schulze  A  Burch  Biscuit  Co . 3  *3111 

Scott  Paper  Co. 

Cut-Rite  Wax  Paper . 

Scott  Tissues . 

Scott  Towels . 

Scotties . 

Soft-Weve  Tissues . 

Waldorf  Tissues . 

Products . 


$  MU' 

28431 

IBS 

13M3 

tub 

litlB 

UU* 


Rimm 

Simoi 

Ser 

Sinio! 

Bo 

Simo 

Bo 

Be 


Scott  Peterson  Sausage  Co. 
Scranton  Lace  Co. 

Curtains . 

Table  Goths . . 

Products . 


3i:e 


3334 

Ik* 


Bine 

F 

G 


LO 


$  3U" 


$  tklM 


Scribner's  Sons,  Charles 

Books . 

Scripto  Inc. 

Pens  A  Pencils . 

Scudder  Food  Products  ..te 

Laura  Scudder  Mayonnaise .  'i?. 

T  ......  Riifter .  ntl*; 

lUB 


$  TlS 


Sre 

Skr 

C 

Ski 

f 

Ski 


Laura  Scudder  Peanut  Butter. 
Laura  .Scudder  Potato  Chips 
Laura  Scudder  P'ood  Products 


Ul) 


$  $1.4* 


Rice  Inc.,  William  S. 


Richardson  A  Robbins 

Chicken . 

Plum  Pudding . 


$ 

30.257 

$ 

42,974 

.  $ 

27,523 

2,149 

$ 

29,672 

Scheidt  Brewing  Co.,  Adam 

Prior  Beer .  $ 

Rams  Head  Ale . 

Ram  Head  Ale  A  Valley  Forge  Beer 
Valley  Forge  Beer . 


$  114J* 


Scull  Co..  IVilliam  S.  mw 

Boseul  Coffee . » 

Seaboard  Air  Line  Railroad .  3 

$  911,757  Seabrook  Farm  Co. 

Frozen  Foods . 

Sealy  Inc. 

Mattresses . 

Scat  Cover  Center  ,  ^ 

Auto  Scat  Covers . » 

Seat  Cover  Charlie  j  ^ 


35.047 

Ull 

25.088 

34.ni 


$  IT.-* 


1  8 


$  96.367  Auto  Seat  Covers . 
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National  Advertising  Expenditures:  7952 


i  Kade  Inc. 

Miwin .  t  195,265 

tffman  Bros.  Inc. 

.  S  25,0S1 

Wiite  Ptose  Coffee .  28,531 

Whhe  1^  Instant  Coffee .  8,347 

White  Rose  Tea .  31,206 


Smith  Corp.,  A,  0. 

Permanlas  .Automatic  Water  Heaters  $  40,161 

Products .  7,260 


7  Smith,  Kline  A  French  Labe. 


5ep;tan  Co. 

Geritol . 

Cental  t  Serutan . 

N'utrex . 

Nntrei  i  Sedagel . 

R.  D.  X . 

Sedagel . 

Senitan . 


24,656 

57,059  Snow  Canning  Co.  Inc.,  F,  H. 

2,250  Chowders . 

6,989  Clams . 

3,093  Clams  &  Clam  (Powders. ,, , 


8 

47,421 

8 

11.747 

57.749 

4,978 

8 

74,474 

.  8 

36351 

1.5., 502 

4.814 

Standard  Oil  Co.  (Indiana) 

Gasoline  &  Oil .  t  806.884 

Pan-.Am  Southern  Corp .  68,411 

Utah  Oil  Rehning  Co .  15,678 

Institutional .  183.313 


Standard  Oil  Co.  Inc.  in  Kentucky 

Gasoline  A  Oil . 

Standard  Oil  Co.  (New  Jersey) 

■Atlas  Tires . 

Carter  Oil  Co.  Products . 

Flit . 


Brooks  Condiments. 
Brooks  Products _ 


Supreme  Wine  Co.  Inc. 

Rabbinical  Wine . 

Supreme  Wine . . . 


Gasoline  A  Oil .  1,125.042 

Humble  Oil  Co.  Institutional .  29.3.56 

Humble  Oil  Co.  Products .  107,890 


Serrel  Inc. 

Air  Conditioners . 

Electrolux . 

Refrigeiators . , . . 
Water  Heaters . . . 


Soconv- Vacuum  Oil  Co.  Inc. 

Gasoline  A  Oil .  t  73,5,061 

General  Petroleum  Corp.  Products..  267.007 


Standanl  Oil  Co.  (Ohio) 

Gasoline  AOil .  8  410.513 

Sohio  .Aerosol  Bomb .  8.945 


\iasuiiin:  c  V/II .  s 

. • 


Mobilhpftt . 

Mobile  Tires . 

Wadhains  Gasoline  &  OH. 


3  106  a  Co.  Ine. 


Seren-lpCo .  $1,088,131  .  * 

SaierCo.  South  African  Pock  TiObster.^ssn.Tnr. 

Rjalone .  ...  $  61,589  farof'na  Fneetric  A  Gas  Co ... . 

Shealfrr  Pen  Co.,  W.  A.  So“‘}'  ('s'-'^ina  Mills . 

Pens  A  Pencils .  $  519,704  South<Tn  Bell  Telephone  A  Telegraph 

Sieinker  A  ^ns  Inc.,  W.  _  Co.  Inc . 

Holland  House  Cocktail  Mix .  $  71,537  Sourtem  Brewing  Co. 

Holland  House  Collins  Mix .  4,350  Silver  Bar  .Ale  A  Beer . 


.Meat  Products .  $  .50.2.50 

Staae  Inc .  $  4-5.940 

Steel  Cos.  in  the  Wage  Case . S  74.5,6.54 

Stegmaier  Brewing  Co. 

Beer  A  Ale .  $  179.702 


Holland  House  Cocktail  Mix. 
Holland  House  Collins  Mix. . 


*  S  Attnc: . 

$  519,704  Ben  Telephone  A  Tel^^^^  . 


Southern  Brewing  Co. 

SHver  Bar  Ale  A  Beer .  $  25,001 

Silver  Bar  Beer .  1 .501 


Shell  Oil  Co. 

Chemirals .  $  12,102 

Fuel  Oil .  3,077 

Gasoline  A  Oil .  568,509 


$  583,688 

Sherwin-Williams  Co. 

Acmel^ints .  $  34,278 

Kem  Glo .  24,262 

Kem  Glo  A  Kem-Tone .  10,964 

Kem-Tone .  382,528 

Martin  Senour  Paints .  5,962 


’  $  26,.502 

12,102  Southern  California  Gas  Co .  $  153.118 

3,077  Southern  Comfort  Corp. 

68,509  Whisky .  $  81,362 

-  Southern  Co. 

83,688  .Alabama  Power  Co .  $  48.747 

Georgia  Power  Co .  66,370 

34,278  Southern  Co .  21,913 


Bayer  .Aspirin .  $1,031,075 

Cal- Aspirin .  10.727 

Camptio-Phenique .  167.660 

Castoria .  218.068 

Dr.  CaldweR’s  Senna  I.axative .  97.217 

Fleecy  White  Bleach .  1 19.725 

Ironised  Yeast .  118.240 

Jaynes  P.  W’.  Tablets .  102,652 

Little  Bo-Peep  Airnnonia .  88.057 

Midol .  116.907 

PhiHips'  Milk  Magnesia .  420,045 

Phillips’ Toothpaste .  41,685 

Tod'l  Baby  Bath .  193.061 

Z.B.T.  Baby  Powder .  182.639 

Produets .  2,725 


Sure-Fit  Products  Co.  ,  „„ 

Upholstery .  S  29,750 

Swank  Ine. 

Accessories .  F  108,310 

Swanson  A  Sons.  C.  .A. 

Chicken  A  Poultry  Products  .  $  187.469 

Swift  A  Co.  ^ 

•Allsweet  Margarine .  8  *>01.440 

.Armstrong  Meat  Products .  ,5 

()orkran  Hill  Meat  Products .  5,978 

End-O-Pest . 

Knd-O-Weed .  JJO* 

Jewel  Shortening .  y .  lo.OW 

Maymse  Meat  Products .  26,017 

Pard  Dog  Food . 

Peter  Pan  Peanut  Butter .  5.158 

SUver  Leaf .  ,  O 

Swift'ning . 

Swift’s  Baby  Food .  38.7M 

Swift’s  Brookfield  Butter .  3.346 

S»^t's  Brookfield  Cheese . 

Swift’s  BrocAfield  Eggs .  13.8M 

Swift’s  Brookfield  Dairy  Products . .  12.410 

Swift’s  Chicken  Products .  1^'820 

Swift’s  Dsot  Products .  28.^ 

SwiH’s  Garden  Insecticides .  o.lTO 

Swift’s  Ice  Cream .  135.497 

.Swift's  Meat  Products .  4M.^ 

Swift’s  Peanut  Butter .  29,^ 

Swift’s  Turkey  Products .  8.275 

Vigoro . 


Kem-Tone .  382,528  Souf  hem  Indiana  Gas  A  Electric  Co  . . .  $  39.380  . . 

Martin  Senour  Paints .  5,962  Southern  New  England  Telephone  Co..  $  51.114  $2,919,483 

Row*  Paints .  11.583  Southern  Pacific  Co .  $  528.368  c».riing  Insurance  Co  $  28.819 

Sherwin-Williams  Paints .  100,028  Southern  RaRwav  S\'stem . !  ’52  215  Stewart  A  .Ashley  Coffw  Co.' . 

-  Southern  Tnion  Gas  Co .  I  27.066  Coffee  ...  I  28.749 

Ij,.  ui  $  569,605  Southwest  .Airjravs  Co.  ...^ . !  Stitaef-Wefl’er'Distiil^'lnc. . 

Shields  Inc.  .  Southwestern  Bell  Telephone  Co . *239175  Belle  of  Bourbon  WhWey .  $  2.613 

Men  8  Jewelry .  $  29,555  Southwestern  Life  Tnmiranee  Co . $  39.757  Cabin  Still  Whiiy .  177.972 

Spaldin*  A:  Bma.  Tne..  A.  G.  Old  Elk  Whiiy. 1.806 

I  Ewy  Anjcncan  Old  Spice  Share  Sporta  Equipment .  I  25,094  Old  Fitimald  Wliky. .  .  338.779 


Swisher  A  Sons  Inc.,  John  H. 

King  Edward  Cigars . »  ^  71^ 

Swis^ir  Transport  Co .  J  jO.lTO 

Switierland  Cheese  Assn.  .  J  28.398 

Sykes  Hernia  Control  Service . %  149,169 

Sylvan  Seal  Milk  Inc. 

Buttermilk . 

Che^ .  7*65 

. K 

&is:;::;;:;;:; .  7.76? 


Lrtion  A  Shaving  Cream .  $  111,292  Spark^Wirthincton  Co. 

Multon  Preparations .  160,977  Sparton  Television _ 


Coffee .  $  28.749 

itsel-WelTer  DlvtiHeTy  Ine. 

B^e  of  Bourbon  Whisky .  $  2.613 

Cabin  StiH  Whisky .  177,972 

Old  Elk  Whisky .  1.806 

Old  Fitigerald  Whisky .  338.779 


Sylvania  Electric  Products  Inc.  -  ,.o 

Bulbs .  *  7,162 

Radio  A  Telexision . 

Television . 

Pr^ucts . .  277.042 


Shulton  Products .  65,776  Spears  fTiiropractie  ^nitarium  A  Stokely-Van  Camp  Ine. 

— — tttTI  Hospital  . .  $  87,750  Honor  Brand  Froien  Foods .  $ 


Shwsyder  Bros.  Inc. 


$  338,045  Speedway  Petroleum  Co. 

Gasoline  A  Oil . 


.Ssniaonite  Luggage .  $  48,190  Squire  Co..  John  P. 

Wer  Enamel  Range  Co.  Meat  Products. . , 

Htaters .  $  116,721  Squirt  Co . . 

.  43,013  Stahl-Mever  Ine. 


iiiniiions  Co. 

BtautyTcst  .Mattress .  $  83,659 

Hide-A-Bed .  102,841 

Simmons  Mattress .  3,059 


Meat  Products .  8 

16,721  Squirt  Co .  $ 

43,013  Stahl-Mever  Ine. 

-  Meat  Products .  $ 

159,734  Staley  Mfe.  Co..  A .  E. 

Cameo  Instant  Starch .  $ 

83,659  Cameo  Products . 

102,841  Sta-FIo  Starch . 

3,059  Zest . 


Honor  Brand  Frosen  Vegetables _ 

StrAely’s  Frosen  Foods . 

Sfokely’s  Frosen  Vegetables . 

Stokely’s  Products . 

Stokely-A’an  Camp  Produete . 

Van  Camp’s  Products . 


Stori  Brewing  Co. 


$  189.559 

Simmons  Tours  $  40  180  Staley  Milling  Co. 

Simon  Mattress  M  fg.  'Co.' .  „ 

Serta  Mattress.  .  $  66,816  Standard  Brands  1 

“®on  A  Schuster  Inc.  '  '  ’  Black  A  White ! 

Books .  t  152  594  Blue  Bonnet  Oh 

Simonii  Co. .  ’  Chase  A  Sanhor 

Bodygard .  $  407,404  Chase  A  Sanhor 

Bodygard  A  Simonii  Liquid  Heencr  30,114  Cha.se  A  Sanbw 

Body  Sheen .  33,142  Fleischmann  s  T 

Hflite . .  ’  ”  .  20,409  Fleisehmann’s  ( 

Simonii  Floor  Wax !  ’  . . !  440,569  Fl^h^nn’s 

Produets .  15.573  Whiskies  . 


Oolderest  51  Beer . $ 

Storx  Beer . 


Strauss  A  Cb..  Levi  Taylor-Reed  Co. 

Work  Clothes .  $  107,753  OT  Frosting .  *  .?5.6U 


,57,592  T 

29.8|3  Tabin  Picker  A  Co- 

1’vni  Wearing  .Apparel .  *  31,147 

]  Talon  Inc.  ox  Mg 

4.499  jjiide  Fasteners .  *  25,296 

J3.i*2  Tam  O’Shanter  Inc.  ooma 

18.175  Boy’s  .Apparel .  8  38,306 

177,693  .  *  274,958 

Tasty  Baking  Co.  oa.sn 

li'qlg  T»sty>^ .  * 

34,346  Tastv-Pie . 


66  616  Standard  Brands  Inc. 

Blrwk  A  WTiite  Seotch  Whisky . 8  132.122 


Stroh  Brewery  Co. 


Tea  .Assn,  of  U.  S.  -A.  Iik . .  8  149.268 


Beer .  8  255,005  TeclinicalColor  A  Chemical  Works  Inc. 


Meet  Products  . . 
Sullivan  Inc.,  R.  G. 


findsir  Oil  Corp. 
Fuel  Oil . 


G*«oline  A  Oii ! '  1,305.570 
81.330.824 

|f''?7*!»'I'ic .  $  98,645 

Mcliy  OU  Co. 

Gasoline  A  Oil .  $  130.318 

Skilssw  Ine. 

^  Home  Shop  Tools .  8  53,734 

Skinner  Mfg.  Co. 

Msesroni  Products .  $  34,594 

Raisin  Bran .  22,681 


Blue  Bonnet  Oleomargarine .  711.712  Television 

Chase  A  Sanhom  Coffee  .  Stiideboker  ( 

Chase  A  Sanhom  Instant  Coffee —  642.977 

Chase  A  Sanborn  Produets .  72.584  Trucb 

Flelschmann’s  Bond  Wh«ikv_ . 

Fleischmann’s  ChurehiH  Whisky —  2.067 

Fleisehmann’s  Distillers  Corp.  .  ,  _ _ „ 

Whiskies .  24.26.5  Sugardal^  won  Co. 

Fleischmann’s  Gin  .  o 

Tlnsfhmann*s  T^ffrred  ^Isky,...  4S6.274 

Fleisehmann’s  Yeast  .  28.328 

Old  Medley  Whisky . 

Pilgrim  Rum .  4.348  <-2(M  Ci( 

Ko3ral  Bakinis  Powdrr .  1 5 ,l.i  1 

Ko3ral  t)e»crt  Mix .  44.43R 

Koyal  T)fwrrt« .  62.74R  Sun  Oil  Co. 

Koyal  Gelatin .  120. Gasoline  i 

Royal  Piiddines .  32.1.0111  Siunbeam  V. 

Royal  TVod^icts .  1.4K1  Bread... 

Tenderieaf  Instant  Tea .  270.3^  Produets 

TenderieafTea .  311.500 


.  ^  - — ieciuiic»i  -  *  eoOJA 

StromberK-Carlson  Co.  Red  Devil  Paints .  *  ^^§•340 

Television .  $  55.338  Teleron  TV  Wavetrap  Co .  I  187,141 

Studebaker  Corp.  Terre  Haute  Brewing  Inc. 

Cars . Champagne  Velvet  Beer .  J 

Trucks .  227.040  Tetley  Tea  Co.  Inc .  J 

- IT  Texas  A  Paci6c  Railway .  »  52.890 

$1,004,828  Texas  Co.  .  aaaAo 


Gasoline  A  Oil . 

Texas  Electric  Service  Co . 

Texas  Rice  Promotion  .\»n . 


Dexter  Hears .  I  11.015  Ttmycr  Iw.  ..5^3 

7-2(M  Hears .  20.772  Products . 


Gasoline  A  Oil .  I  816.294 

Sumbe^m  Baking  Co. 

Bread .  I  ^^*95? 

Pallets .  104rt335 


Standard  Educational  SVr^re . $  ADwp  Fryer .  S  27.743 


-  Standard  Fnit  A  Steamship  Co . I 

57,275  Standaiii  Milline  Co. 

loooAo  .\riat08  Flour . I 

Ceresota  Bakine  Products . 

Ceresota  Flour . 

Herker's  Bakine  Products . 


‘KiA.-j*'. . 

unoleum .  33,219 

.  Standard  Oil  Co.  of  California 

$  201335  CalHomla  Spray  Chemical  Corp 

“wlhBroe.  Gasoline  A  Oil . 

Drops .  $537371  Heating  Oils . 

Smith  Bros.  Mfg.  Co.  Ortho  Products . 

Oothre .  $  39.929  Standard  Oil  Co.  (Texi 

Smith  A  Corona  Typewriters  Inc.,  L. 

C .  $  147399 
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Ironmasters. . 
Mixmasters. . . 
Sliavemastera. 
Products . 


Gasoline  A  Oil . .  709.'817  SumhiM  Biscuit  Inc 


$  141.956 

Bunny  Hill  Nurseries .  $  42,051 

Sunset  Publishing  Co. 

Sunset  Magaxine .  $  25,157 


Heating  Oils . 

Ortho  Products . 

Standard  Oil  Co.  (Texas) . 


Products .  8  708373 

Sunware  Products  Inc. 

Rayex  .  8  66,629 

Suppiger  Co..  G.  S. 

ftSoks  Catsup .  8  13,608 


This  Week  Magaiine .  8  52,782 

Thomas  Inc.,  S.  B. 

Bread . . .  * 

English  Muffins . 


Thor  Corp.  ,  ™ 

Oothes  Dryer . *  ‘ 

Washer . 

Products . 

$  178.815 

Thornton  A  Minor  Clinic  A  Hospital 

ainic  A  Hospital .  8  41346 

Ointment . 

$  43.966 

Tide  Water  .Associated  Oil  Co.  aiv 

Gasoline  A  Oil .  »  *74.817 

.  8  102.444 

.  1.522.582 

.  mm 


Tiinken-Detroit  Axle  Co. 

Hewing  Equipment . t  30.597 

silent  Automatic  Burners .  187347 


$  218.444 

Tunken  Bearing  Co. 

^^ngs .  S  159,470 

Tmtx  Co. 

Marlene’s  Hairwaving  Shampoo. 

Tints  Creme  Shampoo-Tint . 


Tobin  Packii^  Co.  Inc. 


Furt  Prise  Meat  Pr^ucts. 
Tobin  Meat  Products . 


8 

25.785 

10.079 

8 

35.864 

8 

45.452 

.  8 

67,701 

3,361 

20.401 

United  Jewish  Appeal .  I 

United  States  Brewers  Foundation  Inc .  5  27 .686 

United  States  Brewing  Co.  . 

Beer .  »  tOl.171 

Unit^  States  Government 

Air  Force .  *  194.333 

Army  A  Air  Force. . . . 

.Army  Medical  Service 
.Army  Nurse  Corps 


National  Advertising  Expenditures:  T9S2  | 


Mexene  Chili  Powder. 
Products . 


6.604 

20306 


10.496 

20.602 

7359 


Army  Recruiting  S^ice . 


Coast  Guard. 


9.304 


United  States  Gypsum  Co. 

Duraval  Paints . 

Texolite . 

Products . 


$  384.614 


t  123.007 

Wall  Street  Journal .  t  315,574 

Wander  Co. 

Ovaltine .  $  444319 

Wanser  A  Sons,  Sidney 

Egg  Nog .  $ 

Milk . 


Wheding  Steel  Corp. 

Hand  Dipped  Wares . t  8ia  | 

White  House  Co.  [ 

Loamium .  . t  MJlJ 

White  Sewing  Machine  Corp. 


LI. 


hits  Sewuw  Machine  t/vp. 

Dmestic  Sewing  Machines . I  lA 

White  Sewing  Machines .  SA 


4316 

23,188 


2.499 

56324 

5364 


Waples-Platter  Co. 


Toean  Drug  Co. 


Trailways  of  New  England  Inc. 


Tree  Sweet  Products  Co. 

Frosen  Lemonade . 

Grapefruit  Juice . 

Orange  Juice . !!!.!'.!.!!  17397 

Products . 


8 

91.463 

34331 

8 

43.999 

8 

111.845 

8 

94.445 

8 

41304 

8 

616,618 

8 

1.462 

5,112 

17397 

3.958 

$  64.687 


White  Swan  tea. 
Products . 


98.070 

141.529 


United  States  Industrial  Chemicals  Inc. 

Super-Pyro  Anti-Freeie . 8  79,848 

Unitra  States  Lines  Co. 

Steamslup  Transport . 8 

United  States  News  A  World  Report...  8 
United  States  Rubber  Co. 

Fisk  Tires .  8 

Koylon  Mattress . 

Royal  Tires .  624.067 

Wearing  Apparel .  ll?"??? 

Institutional . 

Products . 


Ward  Baking  Co. 
Paradise  Fruit  Cake. 


61.894 

44.223 


Pr^ucts. 


8 

27,404 

8 

18.663 

4,773 

2.150 

8 

25,586 

8 

11,276 

299,361 

7,419 

8  lili| 

Wichita  Gas  Service  Co . 8  fisj 

Wiedemarm  Brewing  Co.  Inc.,  Geo. 

Beer . t  SUI  | 

Wieland  Brewing  Co. 

Beer . I  B*  | 

Wilbur-EUis  Co. 

Southern  Star  Tuna . $  tU!  | 

Wildroot  Co.  Inc. 

Creme  Shampoo  A  Hair  Tonics . . . .  t  lUl 
Hair  tonics .  UIX 


98.849 

19,723 


8  27,929 


Tru-Ade  Inc .  g  4L124 

Tru  Balance  Corsets  Co.  Inc . ’. . '. .  S  26,689 

Twentieth  Century-Fox  Film  Corp. 

Motion  Pictures .  %  238,930 


United  States  Shoe  Corp. 

Shoes . 

United  States  Steel  Corp. 
Consolidated  Western  Sted. 
Cyclone  Fence . 


8  960.988 


8  318.056 

Ward  Green  Co. 

Foundations  A  Supports .  8  116,859 

Wamer-Hudnut  Inc. 

Richard  Hudnut  Home  Permanent..  8  534313 
Richard  Hudnut  Preparations .  248.368 


$  57111  1 

Williams  Co.,  J.  B. 

Conti  Castile  Shampoo . I  013 

Kre^  Hair  Tonic .  13111! 

I,eetric  Shave .  140 

Williams  Shaving  Cream .  UH  ' 


8  152,716 


Sloan's  Balm _ 

Sloan’s  Liniment . 
Tru-Tint . 


48,731 

39.416 

21,706 


1.621 

24.695 


Warner  Bros.  Co. 


Institutional .  160.047 


Products. 


1.823 


Udga  Inc. 

Ru-Ex  Compound 


8  22.197 


UdgaTablets . 8  59372 


United  States  Tobacco  Co. 

Encore . 

Products . 


Washington  State  Apple  Advertising 

_ Commission . 

8  188.186  Washington  State  l^ry  Commission. 

Washington  State  Fruit  Commission. . 


145.891 

20.509 


Waterfill  A  Frasier  Distillery  Co, 


8  82.069 


Unicom  Press  Inc. 

^erican  Puxile  Contest .  t  365,886 

.  278392 


8  644378 


3.948 

3353 


Union  Carbide  A  Carbon  Corp. 

Bakelite  Corp . 

Electro  Met^urgicid  Co . 

Eveready  Flashlight  Batteries. 679,634 

wMe  Air  Products  Co .  16,340 

Prestone  Anti-Freese .  413’463 

6-12  Repellant . 14401 

Trek  Anti  Freese .  8*  938 

Vi^lite  Plastics . !.!!!!!  14!890 

Products .  42,467 


^  81.197,434 

Union  Electee  Co .  g  152,166 

union  Library  Assn .  t  oc  ta*; 

Union  Oil  Co.  of  C^ifomia 

Bifl^t  S^y .  g  67,101 

9^'“?  *9** .  190.636 

Institutional . .  J2  945 


Union  Pacific  Railroad. ...  t  Mo  eis 

Union  Pharmaceutical  Co.  Inc. . 

Imra . 

Saraka . . . 


20.485 

185,707 


Union  Underwear  Co.  Inc. 

Fruit  of  The  Loom  Undei 
United  Aircraft  Corp. 


Sikorsky  Aircraft. 


Unit^  Artists  Corp. 


United  Biscuit  Co.  of  .America 

Bowman  Biscuit  Co . 

Felber  Biscuit  Co. 


8 

206,192 

.  8 

79.682 

.  8 

20.012 

12380 

30.756 

52,705 

8 

115,753 

.  8 

611,599 

.  8 

87374 

8 

166,400 

United  Wallpaper  Inc. 

Trims  Wallpaper . 

8 

74,777 

Universal  Pictures  Co.  Inc. 

Motion  Pictures . 

8 

108.783 

Utica  Mutual  Insurance  Co . 

8 

29.530 

V 

V-M  Corp. 

Phonographs . 

8 

28.622 

Van  Camp  Sea  Food  Co.  Inc. 

Chicken  of  t>»e  Sea  Tuna . 

.  8 

377,057 

White  Star  Tuna  Fish . . 

73.699 

8 

4.50.756 

Vanderbilt  Better  Tours . 

.  8 

32.601 

Vick  Chemical  Co. 

Prince  Matehabelli  Preparations... 

.  8 

56,769 

Vick’s  Inhaler . 

17.429 

Vick’s  Vaporub . 

383.478 

8 

457,676 

Victory  Packing  Co. 

Thoro-Fed  A  Kal  Kan  Doa  Foods 

8 

26.708 

VQdng  Press  Inc. 

Books . 

.  8 

86.775 

Vireinia  Electric  A  Power  Co . 

.  8 

56315 

Viskinff  Corp. 

Casings . 

.  8 

165.156 

Vita  Food  Products  Inc. 

AnchoNT  Paste . 

.  8 

7.528 

Bismark  Herring; . 

15.419 

Products . 

38373 

8 

61,220 

Vogarell  Products  Co. 

Certane . 

.  8 

1372 

Hemex . 

1,631 

Lanacane . 

49,447 

8 

52,450 

Waterfill  A  Frasier  Whisly. 


Waterman  Co..  L,  E. 

Pens  A  Pencils . 

Water  Master  Co.  Inc. 

Mill-Tite . 

Toilet  Tank  Balls. . . 


Webster  Tobacco  Co.  Inc. 


Weekly  Publications  Inc. 


Weil-Mcljiin  Co. 

Boilers . 

Welsh  Co. 

Baby  Carriages . . . . 
Wellington  Sears  Co. 


Products. 


Wesson  Oil  A  Snowdrift  Co.  Inc. 
Blue  Plate  Margarine. 


892.534 

42.897 

93,370 

49.896 

62.341 

25.189 

2.094 

69,177 

71371 

48.965 

3.135 

64.235 

67370 

67,911 

226.500 

51.229 

29.162 

20.242 

18.832 

39.074 

I  »Uli 

Willys^Jverland  Motors  Inc. 

Willys  Cars . IIJIUI 

Wilson  A  Co.  Inc. 

B.  V . . . $  KTi 

Bake-Rite  Shortening .  AM 

Ideal  Dog  Food .  Sfi! 

Margarine . M 

Mayonnaise  A  Salad  Dressing .  IXI 

Meat  Products .  BJS 

Mor  Canned  Meat .  3AIII 

We^y  Bulletin .  lAATI 

Products .  RM 
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t  34(M 

Wilson  Bros.  . 

Wearing  Apparel . 8  30S1 

Wilson  Line  Inc. 

Steamship  Transport . i  ww 

Wilran  Sporting  Goods  Co. 

Sporting  Goods. . . . I 

Wine  Advisory  Board .  8  30030 

Wine  Corp.  of  America  ^ 

Mogen  David  Wine .  8  3935 

Wine  Growers  Guild 

Guild  Wine . . . 8  MW 

Wisconsin  Central  Airlines . 8 

Wisconsin  Electric  Power  Co .  8  89M 

Wisconsin  Telephone  Co . 8 

Wise  A  Co.  Inc.,  William  H. 

Books .  8  43U« 

Wise  Potato  Chip  Co. 

Potato  Chips . 8  HU* 

Wolcott  Co.  . 

Easy  Oft  Oven  Cleaner . 8  AUA 

Wonder  Rice  Mills  Inc.  . 

Comet  Rice . 8  JUb 

Wonder  Rice . 


1,325 


Blue  Plate  Mayonnaise .  395,070 


Blue  Plate  Peaimt  Butter . 

Blue  Plate  Peanut  Butter  A  Sand¬ 
wich  Spread . 

Blue  Plate  Shrimp . 

Blue  Plate  Products . 

Cnistene  Shortening . 

Gidf-Kist  Shrimp . 

Miss  Lou  Shrimp . 

Palm  Carmed  Shrimp. 


4350  Wrigley  Jr.  Co.,  Wm. 


3,677 

10671 

6,5.273 

1.822 

15374 

2.869 

1.197 


Snowdrift  Shortening .  247.543 


Snowdrift  A  Wesson  Oil. 


3.241 


Wesson  Oil .  318.186 


Wiisley  Co.,  Allen  B. 

. 1 

4.M 

Wrisley  Batk  Crystals . 

Wrisley  Soap . 

..  154* 

■"...  3wn 

8 

ssja 

Wyler  A  Co. 

. 8 

5JS 

838 

Soup  Greens . 

U15 

Soups. 


W 


2,536 

7.478 


Eeebler  Weil  Baking  Co . .  ’  158,767 


Manchester  Biscuit  Co 


Ontario  Biscuit  Co . .  IsifiOO 


Quality  Biscuit  Co .  „ 

Sawyer  Biscuit  Co. 73;073 

Mnetmann  s  Biscuit  Co .  13.489 

Su^me  Baking  Co . 77’,303 

Umted  Biscuit  Co .  18.401 


Wabash  Railroad .  8 

Wafex  Inc. 

Wafers .  8 

Waldcs  Kohinoor  Inc. 

Slide  Fasteners .  8 

Walker-Gooderham  A  Worts  Ltd., 
Hiram 

Barclay’s  Gold  Label  Whisky . 8 

Canadian  Club  WhisI 


8  191.349 


43,686 

75.326 


Corby’s  Reserve  Whisky .  253,342 


n-  .  IT  ...  *  382,675 

United  Distillers  of  America 

.  8  5,032 

J.  W.  Dant .  120.804 

Olde  Bourbon  Brand  Whisl^ . .  29,490 


Drambuie . 

G  A  W  Five  Star  Whisky . 

G  A  W  Seven  Star  Whisky . 

Gaelic  Old  Smuggler  Scotch  Whisky 
Hiram  Walker’s  Gin. 


11.168 

2,352 

91.696 

12.440 

35.187 


81.070.398 

Western  Air  Lines  Inc .  8  105,277 

Western  Beet  Sugar  Producers  Inc _  8  110.958 

Western  Pacific  Railroad .  S  52.111 

Western  Union  Telegraph  Co .  8  116.082 

Westgate-Sun  Harbor  Co. 

Breast  O’Chicken  Tuna. . 

Westirurhouse  Electric  Corp. 

^pliances . 

Clothes  I^er . 

Dehumidifier . 

Fans . 

Ice  Cube  Tray . 

Irons . 

Jet  Erurine 


"'ISSS: . • »» 


8  tlS» 


World  Publishing  Co.  , 

Books . 8  BJH 


$  ALU 


8.968 

30.312 

14308 

4.600 

7.282 

26,549 

1,080 


Yardley  of  London  Inc. 

Preparations . 

Soap . 

Products . 


$  133."l 
7J5I 


g  1A80I 


Ijunps .  119.563 


Imperial  Whisky . . .  447,318 


United  Fruit  Co. 
Bananas . 


United  Gas  Corp. 

United  Gas  Corp . 

United  Gas  I5peline  Co . 


8 

155326 

8 

6,520 

105,475 

8 

111.995 

8 

39.352 

.  8 

71.642 

10.536 

Mr^owbrook  Whisky . 

Mill  Farm  Bourbon  Whisky . 

Mount  Ridge  Whisky . 

Taylor  A  Co.  Products,  W.  A. 


5.548 

5,963 

4,732 

2.846 


Laundromat. 

Laundromat  A  Clothes  Dryers. 

Marine  Turbine . 

Mobilaire  Fan . 

Radio . 

Radio  A  Television . 

Ranges. 


86,666 

97.421 

2355 

17,455 

8.602 

16.238 

68.007 


Refrigerators .  144.291 


Ten  High  Whisky .  519,402 


Walker’s  Deluxe  Whisky. 
Wight’s  Sherbrook  Whisky . 
William  Penn  Whisky . 


143.981 

21,559 

4388 


Television . 

Vacuum  Cleaners . 

Westinghouse  Air  Brake  Co., 

Institutional . 

Products . 


358.011 

58,622 

5,946 

72.104 

244.657 


Walker’s  Austex  Chili  Co. 

Austex  Beef  Stew . 

Austex  Chili  Con  Came . 

Austex  Chili  Con  Came  A  Tamales. 
8  82.178  Austex  Spaghetti  A  Meat  Balls . 


81.680.834 


27376 

56351 

3356 

9.014 


Weston  Ltd.,  George 
Southern  Biseuit  Co . 
Weston  Biscuit  Co. . . 


81393.037 


38373 

57.092 


8  96.065 


Young  Inc.,  W.  F. 

Abmbine,  Jr . . . 

Youngstown  Kitchens-Mullins 
Corp. 

$  liusa 

■Mfg. 

S  AVi 

lM.™i 

t  i87ja 

Youthcraft  Creations  Inc. 

s  N3S0 

Zenith  Radio  Corp. 

t  310.48 

703* 

23J* 

.  330.08 

$  73440 

Z 

Zippo  Mfg.  Co. 

t  410) 

Ztmitis  Products  Corp. 

8  21®? 

33,412 

1  ~mS 
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■  1937  he  put  them  together.  agencies  have  direct  lines  to  West-  ^  • 

L  I.  Daily  Folds  So  successful  were  his  newspa-  em  Union  House.  A  large  part  of  W.  ^  tlODUlSOIl 

continued  from  oaee  9  pers  that  he  was  able  to  pay  off  the  Coronation  news  flashed  from  continued  from  page  14 

— -  a  large  debt  owed  by  his  father  as  London  direct  to  Western  Union’s  - - ; — “ 

cently  granted  a  typo  scale  of  the  result  of  a  business  failure.  mechanized  press  center  in  New  tion  is  that  the  newspaj^r  is  the 

J104  Mr.  Stiles  figured  he  had  spent  York  and  on  into  American  news-  most  productive  advertising  me- 

Uiider  their  wage  opening,  Mr.  $300,000  to  promote  his  paper  as  paper  ofl^  without  manual  re-  diuin  because  it  is  a  guide  and  a 

Stiles  said,  the  pressmen  asked  for  the  advertising  medium  for  New  transmission  at  any  point.  service  to  the  reader. 

$105  plus  benefits,  and  the  inde-  York  stores.  Rebuffed  time  and  Installation  of  cable  repeaters  on  “The  newspaper  advertiser  bene- 
pendent  white-collar  union  pro-  again,  he  hit  upon  an  idea  for  a  the  ocean  bottom  has  greatly  in-  from  this  atmosphere  of  re¬ 
posed  a  pay  increase  of  $18  a  special  section  in  which  a  reverse  creased  the  capacity  of  Western  sponsibility  and  truth  that  is  cre- 

week,  plus  a  pension  program.  theme  was  played — the  women  of  Union  s  transatlantic  cable  sys-  for  him.  I’m  convinced  more 

To  have  gone  only  half-way  on  Nassau  County  didn’t  know  how  tern  in  the  last  two  years,  it  was  ^^d  more  newspaper  advertisers 

these  demands,  Mr.  Stiles  said,  to  dress,  they  didn’t  know  about  explained^.  Ronald  G.  Egan,  the  going  to  believe  this  element, 

would  have  added  $250,000  a  year  modern  appliances,  they  never  company’s  European  di^tor  of  although  intangible,  has  a  strong 

to  his  expenses.  This  just  wasn’t  wore  silk  stockings,  etc.  international  communications,  was  ^nd  direct  bearing  on  the  efficiency 


in  the  cards,  he  said,  reiterating  “We  ran  off  just  a  few  copies,”  m  charge  of  general  arrangements 
what  he  had  told  the  negotiators  Mr.  Stiles  reminisced,  “and  put  for  the  American  press  in  London 
two  weeks  earlier.  Sessions  had  them  in  front  of  executives  at  a  ■ 

been  adjourned  subject  to  his  call,  big  Brooklyn  store.  The  challenge 
“I  told  them  all  then,”  Mr.  Stiles  was  accepted.  We  would  get  a  test  *  *2  ^  A  v  ^ 

related,  “that  ‘you  are  killing  this  ad  and  if  we  proved  our  point  we  Amrrtoiirc 

newspaper.’  I  pleaded  with  them  would  get  a  big  schedule.”  *  AXlllvlldAI  O 

to  give  us  more  time  to  work  The  ad  for  the  test  offered  pi-  T  |  CQC 
thines  out.”  anos!  But  the  Review  Star  won  111  l#QZiO  l^OHI  Co 


international  communications,  was  jirgd  bearing  on  the  efficiency 
in  charge  of  general  arrangements  3^^  results  of  advertising. 


things  out.”  anos!  But  the  Review  Star  won 

During  the  NLRB  hearings  in  credit  for  11  sales.  And  the  de- 
1948  Mr.  Stiles  had  testified  that  partment  stores  came  into  the 
the  Review  Star  gross  earnings  for  paper  on  a  regular  basis, 
the  1947  fiscal  year  amounted  to 
between  $60,000  and  $100,000.  It 
was  about  this  time  that  Newsday  vV©St6rn  Union 
was  “turning  the  corner.”  continued  from  page  12 

Two  years  or  so  ago  Mr.  Stiles  — — — 
effected  a  tieup  with  the  Long  Is-  and  newspapers  with  the  tent 


Plywood  Drive 


In  L626  Dcdlies 


By  F.  M.  Lockerby 
Tacoma,  Wash. — Details  of 


“I’m  also  optimistic  about  the 
future  of  newspaper  advertising 
because  I  believe  that  as  more  and 
more  businesses  scrutinize  costs 
they’ll  find  newspaper  rates  have 
gone  up  less  than  any  other  costs 
in  the  last  10  years. 

People  More  Interesting 
“As  for  hobbies,  well,  I  play 
golf  (in  the  70s)  and  read  econ- 


$250,000  advertising  campaign  that  nomics— not  the  longhaired  stuff, 
will  start  July  16  m  newspapers  However,  I  guess  my  real  hobby  is 
and  magazines  throughout  the  They’re  more  interesting 


11  yiiiuii  United  States  were  announced  here  ,u  anvthine 

continued  from  page  12  week  by  officials  of  the  Doug-  »  , 


and  newspapers  with  the  tent 


las  Fir  Plywood  Association 


Is  it  true  you  are  President  Eis- 


The  campaign  is  designed  to  " TcL 

omote  the  use  of  plywood  as  an  ^  ^  . 


land  Press  for  Sunday  distribution,  through  Western  Union’s  high-  promote  the  use  of  plywood  as  an  ^  ^  ’-.u ‘l- u  i  u 

A  little  later  the  Review  Star  gave  speed  press  centers.  A  capacity  all-purpose  building  material,  with  ‘^^fh  I  played  with  hii^hile  he 
up  Its  own  national  advertising  rep-  of  70,000  words  hourly  was  pro-  emphasis  upon  the  “do-it-yourself’  was  head  man  at  Colu^ia  uni- 
resentation  and  joined  in  the  New-  vided  by  a  portable  “carrier  tele-  angle  and  will  feature  built-ins  for  ^ersity  and  I  have  played  with  him 
house  agency,  offering  a  combina-  graph”  system  that  makes  a  single  the  home,  furniture,  garden  stor-  he  was  elects.  He  plays  witn 


tion  rate  with  the  Press  and  with  pair  of  wires  do  the  work  of  18 
the  Long  Island  City  Star  Journal,  wires. 


age  units,  fences,  remodeling  ideas,  friends  ^Iw. 

shop  projects  a^d  summer  fix-up  . 
iohs  Sions : 

-ri,..  1  “We’ve  talked  on  the  subject 


Over  a  period  of  months  Mr.  James  C.  Grant,  Jr.,  WU  na-  jobs.  sions?  ^ 

Stiles  borrowed  key  executives  tional  press  representative,  goes  to  The  ads  will  appear  in  1,626  “We’ve  talked  on  the  subjwt 

from  the  Newhouse  organization,  Florida  each  year  for  the  baseball  daily  newspapers  over  a  seven-  times,  Mr.  Robinson  said, 

including  David  Starr  as  executive  Spring  training  season.  More  than  week  period  and  the  campaign  is  ^  you  to  say  that 

editor,  and  his  longtime  associates  9,000,000  words  were  telegraphed  being  conducted  with  the  coopera-  asked  for  my  advice, 

on  the  business  and  editorial  sides  for  the  press  about  baseball  be-  tion  of  the  Bureau  of  Advertising,  ^  remember  what  he 

were  dromied.  The  niant  imnmve-  tween  Feh  IS  an<t  Anrii  1  avid  a  once  said,  I  hope  I  shall  never 


Mr.  Stiles  has  had  other  busi- 


ment  included  a  building  addition  ^  high-speed  press  center  was  “Newspapers  were  chosen  above  that  in  tlw  final  ai^3«is 

and  installation  of  a  press  moved  set  up  aT^Tampa  L  a  cost  of  $25,-  all  other  media,”  according  to  ?Za«  w?ns  L2e  ^ 

from  the  Star  Journal.  ^  .  000.  Stories  from  all  the  34  train-  W.  E.  Difford,  managing  director 

Mr.  Stiles  has  had  other  bust-  jng  sites,  including  the  minors,  of  the  plywood  association,  “be-  ,,1  im^u/n  nat- 

Mss  intere^,  chief  of  ffiese  ^ing  ^ame  into  the  center  for  automatic  cause  they  offer  immediate  local  ,,  .  .  .  fnikinir  ahnut 

irretor  and  clmirman  of  the  board  and  simultaneous  retransmission  to  stimulation  of  consumer  buying  in-  y*  Ka  ma^A  that 

of  Roosevelt  Raceway,  a  trotting  their  destinations.  Mr.  Grant  said  terest  and  unmatched  opportunity  t.  p-ric  in  1044 

track  which  has  become  a  popular  the  center  handled  367,000  words  for  tie-in  advertising  by  the  na-  statement  back  in  Pans  in  1944. 

attraction:  and  director  and  chair-  on^  jay.  For  the  exhibition  games  tion’s  27,000  lumber  dealers.”  Best  Press  Relations 

man  of  the  development  comnuttee  at  the  end  of  the  training  season.  The  agency  on  the  account  is  “I  don’t  know  any  public  man 
of  the  Nassau  County  National  special  facilities  had  to  be  set  up  the  Condon  Co.,  of  Tacoma;  Vic-  who  has  ever  had  so  much  respect 

Bank.  Another  activity  which  will  gt  some  fields.  tor  Kaufman,  account  executive,  for  public  opinion,  and,  the  fact 

^upy  his  attention  is  the  pr«i-  While  Dodger  fans  may  con-  Mr.  Difford  said  the  campaign  of  the  matter  is  that,  over  the 

dency  of  the  Wesleyan  University  it  high  treason.  Western  is  the  biggest  newspaper  advertis-  years.  President  Eisenhower  has 

lumni  Association.  He  is  also  Union  press  officials  even  now  are  ing  program  ever  run  for  any  had  the  best  press  relations  of  any 

a  trustee  of  his  Alma  Mater.  preparing  telegraph  facilities  in  building  material.  Fifteen  tie-in  man  in  my  lifetime.  I  fully  expect 

The  apparent  end  of  his  news-  Milwaukee  for  the  World  Series —  ads  have  been  prepared  for  dealers,  it  to  continue.  By  the  way,  he’s  got 

paper  career  came  in  the  40th  just  in  case!  Ad  mats  are  available  free  to  deal-  a  very  skillful  press  secretary  in 

year  of  Mr.  Stiles’  publishing  ven-  The  company  officials  reported  ers  upon  request  to  the  Douglas  Jim  Hagerty.” 


a  trustee  of  his  Alma  Mater.  preparing  telegraph  facilities  in  building  material.  Fifteen  tie-in  man  in  my  lifetime.  I  fully  expect 
The  apparent  end  of  his  news-  Milwaukee  for  the  World  Series —  ads  have  been  prepared  for  dealers,  it  to  continue.  By  the  way,  he’s  got 

paper  career  came  in  the  40th  just  in  case!  Ad  mats  are  available  free  to  deal-  a  very  skillful  press  secretary  in 

year  of  Mr.  Stiles’  publishing  ven-  The  company  officials  reported  ers  upon  request  to  the  Douglas  Jim  Hagerty.” 
tures.  The  outline  of  his  memoirs,  that  the  Coronation  broke  all  rec-  Fir  Plywood  Association,  Tacoma  The  publisher  said  he  didn’t 
which  Mr.  Stiles  plans  to  compile,  ords,  including  war  time,  in  the  2.  Sets  of  mats  already  have  been  think  the  present  administration 

with  the  help  of  some  outside  volume  of  press  handled  in  one  sent  to  the  daily  newspapers  par-  has  done  anything  in  particular  to 


writers,  from  a  voluminous  file  of  day.  ticipating  in  the  campaign.  help  the  newspaper  business, 

business  and  personal  documents.  To  handle  the  heavy  volume,  Mr.  Difford  said  that  the  ply-  “I  don’t  believe  they  can  help 
would  begin  with  his  borrowing  of  Western  Union  set  up  direct  wood  manufacturers,  working  any  one  business,”  he  said.  “I 

$25  to  launch  a  weekly  in  Free-  lines  conecting  Westminster  Ab-  through  their  association,  will  don’t  believe  they  would  allow 


help  the  newspaper  business. 

“I  don’t  believe  they  can  help 


$25  to  launch  a  weekly  in  Free-  lines  conecting  Westminster  Ab-  through  their  association,  will  don’t  believe  they  would  allow 
^rt,  L.  I.  soon  after  graduation  bey  with  the  British  terminal  of  study  results  of  the  campaign  in  themselves  to  single  out  any  indus- 
from  college.  its  cables  in  Western  Union  House,  terms  of  sales  and  dealer  coopera-  try  and  give  it  special  attention. 

Within  a  few  years  he  was  able  London.  From  several  vantage  tion.  “The  goal,”  he  said,  “is  an  “If  the  men  in  charge  in  Wash- 
fo  get  the  loan  of  $250,000  to  en-  points  where  press  correspond-  integrated  plywood  merchandising  ington  can  just  run  the  govern- 
^le  him  to  buy  up  four  other  ents  were  located,  the  telegraph  program,  designed  to  enlist  the  na-  ment  well  and  frugally  and  keep 
weeklies  and  establish  the  Nassau  company  operated  direct  wire  tion’s  retail  lumber  dealers  who  expenses  down,  it  will  do  a  great 
Lhily  Review.  Later  he  acquired  service  to  Western  Union  House,  sell  50  per  cent  of  total  industry  deal  to  help  all  businesses,  and 
the  Nassau  Daily  Star  and  for  four  All  the  London  bureaus  of  output,  in  a  concerted  midsum-  newspapers,  as  one  of  them,  will 

years  he  published  both  papers.  In  North  American  newspapers  and  mer  plywood  sales  effort.”  naturally  benefit  too. 
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Telenar  Tale 
Came  to  Light  ^ 
By  Coincidence 

New  Bedford,  Mass. — A  long¬ 
distance  telephone  call  from  i 
person  using  an  assumed  name  and  ^ 
a  chance  postscript  on  a  letter  W 
to  a  series  of  articles  in  the  Nn 
Bedford  Standard-Times  which  de¬ 
scribed  a  13-year  controversy  be¬ 
tween  government  officials  and  the 
sponsors  of  a  metal-working  proc¬ 
ess  that  experts  have  estimated 
would  reduce  defense  costs. 

On  Aug.  29,  1951,  a  man  iden¬ 
tifying  himself  as  Raymond  Bur¬ 
ton  called  Charles  J.  Lewin,  edi¬ 
tor  and  general  manager  of  the 
Standard-Times.  He  said  he  had  a 
sensational  story  to  tell  and  men¬ 
tioned  an  unlisted  telephone  at 
which  he  could  be  contacted.  On 
Sept.  5,  1951,  having  established  a 
meeting  place,  staff  writer  Edward 
B.  Simmons  called  on  Mr.  Burton. 

He  turned  out  to  be  Raymond  N. 
Skilton,  former  New  England 
hockey  star  and  later  a  business- 
s,  advertisers  and  marketing  or-  tinent  questions  concerning  the  man-promoter, 

nizations  that  the  U.  S.  desig-  need  for  the  special  listing,  the  Skilton  described  a  “con-  ' 

ted  Metropolitan  Areas  be  de-  extent  proposed  to  be  used,  and  spiracy”  against  production  of  the 
ed  in  ABC  reports  and  that  a  w/hether  listing  of  Metropolitan  Thenar  cold  flow  precision  press, 
lulation  of  the  circulation  totals  Area  counties  would  diminish  their  He  said  he  had  hundreds  of  docu- 
the  counties  included  in  the  use  of  Retail  Trading  Zone  fig-  rnents  to  prove  his  case  but  he  de- 
etropolitan  Area  be  added  at  the  ures.  Your  chairman  has  been  to  show  them  without  prior 

d  of  Paragraph  25  in  Audit  promised  a  copy  of  the  results  of  commitment  the  newspaper  would 

^ports.  the  survey.”  publish  his  story.  This  demand, 

Opposes  Proposal  Hattoii  said  the  proposal  coupled  with  the  extraordinary 

Mr.  Hatton  said  he  has  opposed  Dury  he  coiisidered  by  the  ABC  character  of  the  charges,  led  to  a 
e  proposal,  pointing  out  to  mem-  board  of  directors  at  their  Sep-  stalemate. 

:rs  of  the  ABC  Auditing  Prac-  tember  meeting,  or  it  may  be  de-  ^  . 

•PS  Committee  that-  ferred  until  the  board  meets  at  •  w 

1  Th  P  !>nnrriYimitplv  168  ‘he  time  of  the  annual  ABC  con-  More  than  a  year  later,  in  o- 
1.  There  are  approximately  168  -  puicaoo  next  October  vember  1952,  a  retired  Army  colo- 

ties  for  which  the  Census  estab-  Zieeler  urned  circulation  "^1  hving  in  Western  Massaebu- 

,hed  so^alled  Metropolitan  su"  setts,  far%ut  of  the  newspaper’s 

'r^These  areas  were  established  P^nntendents  to  train  their  mailers  s;^;’d^rd-Ttoies‘°pubUsher,  praising 

holly  by  the  Census  Bureau.  The  ad-  J  f  fti,‘^^^ou5ook  In  a  foot- 

nr-  uA _ _  tVip  .tpiippo  justments  of  automatic  equipment,  ‘‘‘s  pouucai  ouuuok.  in  a  iw 

BC  had  no  part  in  the  delinea-  undoubtedly,”  he  said,  “new  and  "Ote,  the  colonel,  W.  H.  Weingar, 
. imoroved  machinerv  will  be  de-  formerly  chief  of  production  tor 

3.  The  criteria  under  which  the  ^  to  further  ^simplify  your  ‘he  Winchester  Arms  Company, 

^fn'd  '^nlt  'mialffied  maikoom.  Remember,  tfme  is  one  said  there  was  a  “treiwndous 
omplicated  and  only  qualified  imnortant  factors  in  story  to  be  had  if  one  Raymond 

■hole  counties  are  included.  iJe  arXllTS  Sle  of  voir  N.  Skilton  were  contacted.  Wein- 

4.  In  general,  the  Metropolitan  gar  said  he  had  had  a  part  in  the 

H.  Phelps  Gates,  Christian  Sci-  drama  that  Mr.  Skilton  could  un- 
1  area  than  the  Retail  trading  ..  ..  u  •  r  .u  fold 

A  HZ'  ence  Monitor,  chairman  of  the 

'hie  ic  diiP  larnclv  to  li/io/p  coiintv  iCMA  Education  Committee,  told  On  the  strength  of  this  unusual 
mitatione  ufhlch^  pliminatps  coiin^  ‘h^  Steady  Stream  of  requests  coincidence,  discussions  were  re- 
■  which’ mnv  hnvp  n  lartrp  area  that  have  come  for  extra  copies  of  sumed  with  Mr.  Skilton.  From 

.hioh  Julifies,  but  the  whole  “Easy  Reading:  New  Sal«  Tool  ^ 

lor  Circulators,  originally  pre-  mons  and  Mr.  SKilton  met  sevenu 
^  sented  at  the  Oklahoma  City  times  a  week.  Finally  Mr.  Skilton 

Your  chairman  has  written  convention  last  year.  disclosed  his  records  and  they 

CMA  members  in  the  168  cities  Education  Commit-  were,  indeed,  “stranger  than  fie- 


ICMA  Nennes  Estes 

continued  from  page  10 


Walter  Aronoff  (center),  Detroit  Times,  newly-elected  ICMA  third 
vicepresident,  confers  with  Jack  Cameron,  Winnipeg  Free  Press, 
retiring  ICMA  director,  and  Lambert  Liddell,  Sandusky  (O.)  Register 
Star-News,  chairman,  convention  entertainment  and  arrangements 
committee. 
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I  Gorman  Report 

1  continued  from  page  1 1 


tion.  declares  carrierboys  to  be  em¬ 
ployes  for  that  purpose  only. 

Mr.  Gorman  reviewed  the  New 
Y'ork  Law,  both  prior  to  the  new 
act  and  how  the  present  legislation 
will  operate  in  that  state.  He  ex¬ 
plained  as  follows: 

“First,  for  more  than  25  years 
there  has  been  a  street  trades  pro¬ 
vision  in  the  Education  Law 
which  requires  a  badge  for  boys 
handling  newspapers  or  magazines, 
and  bootblacks;  working  hours  are 
between  6  A.M.  and  7  P.M.;  and 
a  special  physical  examination 
each  year  by  school  doctors  is  re¬ 
quired.  The  badges  expire  an¬ 
nually — the  age  requirements  are 
12  to  17  years,  and  no  female  un¬ 
der  18  years  of  age. 

“The  application  for  the  badge 
was  signed  by  the  boy  and  his 
parent.  It  started  with  the  idea 
that  the  boy  was  independent  and 
under  his  parents’  control.  It  pro¬ 
vided  for  police  and  school  en¬ 
forcement. 

“This  law  was  amended  from 
time  to  time,  and  finally  in  1949 
made  effective  in  all  school  dis¬ 
tricts  in  the  state.  However,  in 
1951.  only  about  5,000  of  the 
25,500  boys  were  badged  under 
this  law. 

“Sections  of  the  Labor  Law 
provide  a  set  of  standards  for  any 
boys  engaged  in  handling  mer¬ 
chandise  if  they  are  employed. 
The  age  and  hour  limitations  were 
more  strict.  16  years  if  ‘in  or  in 
conneciton  with  a  factory’  (and 
ncwspaperboy  employes  were  so 
construed),  and  14  years  in  vaca- 
t.on  time.  Each  boy  had  to  have 
a  pledge  of  employment  and  a 
physical  examination  before  an 
Employment  Certificate  was  issued. 
The  number  of  hours  per  day  was 
limited  according  to  boys’  ages  and 
whether  or  not  school  was  in  ses¬ 
sion. 

About  500  boys  had  working 
papers  and  operated  under  these 
li'ws,  in  addition  to  those  boys 
employed  by  dealers. 

Tells  of  Rulings 

The  Compensation  Insurance 
Laws  in  New  York  State  are  con¬ 
siderably  more  generous  than  in 
most  states,  and  they  have  been 
administered  quite  generously  also. 
For  example,  there  are  no  limits 
on  medical  expenses.  Last  year 
several  cases  were  closed  or  con¬ 
tinued  on  awards  that  will  reach 
above  the  $100,000  mark  on  each 
^se.  There  is  a  provision  that  il- 
legally  employed  minors  must  be 
|Wid  an  additional  amount  equal  to 
•he  award  granted  —  in  other 
Words,  double  liability.  Employes 
piust  be  covered  by  compensation 
insurance. 

‘Therefore,  bringing  the  laws  to- 
Bcther,  if  a  ncwspaperboy  was  de- 
clared  an  employe,  the  minimum 
limit  would  be  16  instead  of 
12;  starting  time  would  be  7  A.M. 


and  finishing  time  would  be  6  P.M. 

“One  of  the  main  reasons  for 
this  new  law  is  that  in  the  past  few 
years  a  steady  flow  of  carrier  boys’ 
claims  have  been  coming  before 
the  Compnesation  Board  (ref¬ 
erees)  and  in  every  case  the  car¬ 
rier  boy  was  held  to  be  an  employe 
of  the  newspaper.  Double  awards 
have  been  meted  out,  the  publish¬ 
er  paying  the  additional  sum. 

“There  are  no  bars  to  a  case 
involving  such  a  boy  reaching  the 
high  figures  mentioned.  If  he  were 
not  badged,  no  question  about  the 
illegality  of  his  employment.  If  he 
were  badged — a  nice  question!  If 
he  was  adjudged  an  employe,  he 
should  have  had  ‘working  papers,’ 
he  should  be  16  years  of  age,  etc. 

“Circulation  managers  under  the 
independent  status  could  not  exer¬ 
cise  or  control,  but  privately  ad¬ 
mitted  in  many  cases  that  they  did 
exercise  some  controls.  There  was 
no  general  disposition  in  circula¬ 
tion  managers  to  go  all  the  way 
in  dealing  with  boys  on  an  inde- 
{lendent  basis. 

“Compensation  referees  would 
find,  and  did  find  in  every  case, 
employment  even  if  only  a  mini¬ 
mum  of  control  could  be  proved. 

“Therefore,  newspapers  faced 
the  cost  of  additional  awards, 
tough  age  and  hour  limitations, 
and  in  New  York  State  it  would 
be  impossible  to  handle  home  de¬ 
livery  with  boys  16  years  of  age. 

“A  few  years  back  the  Labor 
Department  listed  ‘street  trades’  in 
their  agenda  of  the  Joint  Legisla¬ 
tive  Committee.  Publishers  ap¬ 
pointed  a  circulation  manager 
committee  to  attend.  The  Labor 
Department  did  not  give  what  was 
in  its  mind — the  members  were 
surprised  to  see  a  circulation  com¬ 
mittee. 

It  was  then  the  circulation 
committee  decided  that  it  was  time 
to  settle  the  problem. 

Earlier  Effort  Vetoed 

“The  first  attempt  was  made  in 
the  bill  last  year,  separating  street 
sales  boys  and  home  delivery  boys; 
placing  both  squarely  under  the 
Education  Department;  providing 
for  easier  issuance  of  badges  or 
certificates;  declaring  the  home  de¬ 
livery  boy  to  be  an  independent 
contractor  by  law. 

“The  bill  was  passed  by  both 
houses,  but  vetoed  by  the  Gover¬ 
nor  whose  me.ssage  declared  the 
need  for  compensation  insurance 
or  its  equivalent  for  home  deliv¬ 
ery  boys. 

“.\  .search  could  produce  no 
other  insurance  that  could  begin 
to  compare  with  compensation  in¬ 
surance  in  protection;  publishers 
could  be  stuck  with  the  latter  any¬ 
way  if  their  operation  resulted  in 
a  boy  being  called  an  ‘employe’; 
and  when  a  formula  was  found 
under  which  the  boy  would  be 
called  an  employe  only  for  com¬ 
pensation  insurance,  it  was  decided 
to  take  in  the  previous  bill  with 
necessary  changes  to  effectuate  the 
idea. 

“Under  the  new  law,  publishers 


pay  compensation  insurance  pre¬ 
miums,  have  the  best  possible  start¬ 
ing  and  ending  hours,  have  age 
I'mits  they  want,  have  sufficient 
hours  per  day,  have  standards  that 
permit  quick  issuance  of  badges  or 
certificates  that  do  not  expire  an¬ 
nually,  have  no  worry  about  dou¬ 
ble  awards  if  they  deal  with  boys 
badged  or  certificated. 

“It  is  true  that  publishers  will 
have  to  watch  coming  legislative 
hoppers  to  knock  down  bills  that 
might  seek  to  eliminate  the  ‘only’ 
or  to  spread  the  employe  idea  fur¬ 
ther.  On  the  other  hand,  in  the 
past,  they  have  been  under  a  sword 
of  Damocles  that  could  fall  at  any 
time. 

Best  for  N.  Y. 

“The  New  York  solution  was 
devised  as  the  best  one  that  could 
be  found  for  the  New  York  prob¬ 
lem. 

“The  new  law  specified  that  the 
carrier  shall  be  deemed  an  ‘em¬ 
ploye’  and  the  publisher  an  ‘em¬ 
ployer’  only  for  the  purposes  of 
the  Workmen’s  Compensation 
Law.  Precedent  for  this  exception¬ 
al  coverage  was  found  in  the  Civil 
Defense  Act  which  provides  in¬ 
surance  protection  for  special  pur¬ 
poses  only. 

“The  principal  achievement  of 
the  Metcalf  .Act,  in  the  view  of 
New  York  publishers  and  circulat¬ 
ors  is,  that  after  many  years  of 
split  jurisdiction,  the  business  of 
distributing  newspapers  by  boys 
under  18  years  of  age  comes  under 
regulation  by  the  Education  De¬ 
partment.  The  Labor  Department’s 
role  is  curtailed  considerably. 

“Delivery  of  newspapers  is  elim¬ 
inated  as  a  street  trade  in  a  revi¬ 
sion  which  sets  up  a  new  classifi¬ 
cation  of  newspaper  carrier  boy. 
He  is  defined  as  a  male  minor  be¬ 
tween  the  ages  of  12  and  18  “who 
engages  in  the  occupation  of  sell¬ 
ing  and  delivering  newspapers  to 
customers  at  their  homes  or  places 
of  business.” 

“The  minimum  age  of  a  street 
vendor  is  raised  from  12  to  14, 
and  the  maximum  from  17  to  18 
years. 

“Issuance  and  revocation  of  a 
badge  or  certificate  for  both  the 
street  vendor  and  the  carrier  is  up 
to  the  school  authority  in  the  dis¬ 
trict  where  the  applicant  lives. 
Consent  of  parent  or  guardian  and 
a  physician’s  bill  of  health  are  re¬ 
quired.  Now  the  boy  need  only 
have  the  badge  or  certificate  on  his 
person;  he  is  not  required  to  wear 
it,  as  was  the  case  when  only  a 
badge  was  issued. 

“Local  police  and  the  state  in¬ 
dustrial  commissioner  are  charged 
with  enforcement  of  the  provisions 
relating  to  ages  and  hours,  but  the 
certification  authority  rests  exclu¬ 
sively  with  the  school  authorities. 

“Both  street  vendors  and  car¬ 
riers  are  prohibited  from  working 
before  6  A.M.  and  after  7  P.M., 
and  during  school  hours.  They  may 
not  work  more  than  four  hours  in 
any  day  when  school  is  in  session 
nor  more  than  five  hours  in  a  day 


COURTESY  won  its  reward  for 
Gary  Harmon,  who  delivers  the 
Columbia  (Mo.)  Daily  Tribune  to 
Mrs.  Ivah  Orton  (at  right).  She 
will  pay  his  expenses  ($265)  to 
the  Boy  Scount  Jamboree  in  Cal¬ 
ifornia  and  later  will  help  him  to 
attend  a  business  school. 

when  there  are  no  classes. 

“Any  employer  who  knowingly 
permits  a  boy  to  violate  the  law 
becomes  subject  to  increased  work¬ 
men’s  compensation  awards. 

“A  significant  section  of  the  law 
states  that  the  picking  up  of  news¬ 
papers  at  a  newspaper  plant  by  a 
carrier  shall  not  be  construed  as 
work  in  connection  with  a  factory 
if  there  is  provided  a  place  for  the 
picking  up  of  such  newspapers, 
which  does  not  contain  any  dan- 
gerou.s  machinery  or  equipment 
and  does  not  afford  access  to  space 
in  which  any  such  dangerous  ma¬ 
chinery  or  equipment  is  located.” 
■ 

Dr.  Freeman  Leaves 
Estate  of  $346,000 

Richmond,  Va. — Dr.  Douglas 
Southall  Fr  cman,  Pulitzer  prize¬ 
winning  biographer,  historian  and 
editor,  bequeathed  to  his  imme¬ 
diate  family  an  estate  valued  at 
$346,068.53. 

Dr.  Freeman’s  will,  probated  in 
Chancery  Court,  listed  the  ap¬ 
praisal  of  his  personal  estate  at 
$301,068.53  and  his  real  property 
at  $45,000. 

The  great  bulk  of  the  estate  was 
left  in  trust  for  the  benefit  of  his 
wife,  Mrs.  Inez  Goddin  Freeman. 
A  portion  of  it  will  pass  to  his 
two  daughters  and  son  upon  her 
death. 

An  article  of  Dr.  Freeman's 
will  stated: 

“I  make  no  bequests  to  charity 
or  to  education  for  the  reason 
that  I  have  enjoyed  the  privilege 
of  making  contributions  to  those 
causes  for  many  years,  and  1  wish 
my  estate  to  pass  to  my  widow 
and  children  in  such  form  that 
they,  too,  will  have  the  means  and 
the  pleasure  of  giving  ‘as  God  has 
prospered  them.’  ” 

Dr.  Freeman,  who  was  67  at  his 
death,  had  been  editor  of  the 
Richmond  News  Leader  for  34 
years. 


Winners  in  ICMA  Newspaper- 
boy  Promotion  competition  are 
listed  on  Page  56. 


editor  &  PUBLISHER  for  June  27.  1953 
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CORRECTIONS  FOR  E  &  P  1953  INTERNATIONAL  YEAR  BOOK 


Page  27 — CALIFORNIA,  column  6;  Page  125 — PENNSYLVANIA,  Mech^-  Page  207 — Delete  New  York  Compass 


change  retail  price  of  Modesto  Bee  to 
10c. 


icsburg  L^al  News;  column  6,  include  from  Motion  Picture  Editors, 
editor's  title  of  Suzanne  F.  Matthews.  Page  20ti»— Delete  New  York  Compass 

. _  i -.Z-  r»trxTXTC  VT  \r  A  VT  A  r\;i  AC..-:-  _  * 


Tt-  ‘  p  yT  TPOpyT  A  Maria  Page  126— PEN N S\ LVANIA,  Oil  City  from  IVIusic  Editors. 

^  ^  Derrick  and  Blizzard;  column  4,  delete  Page  2IS— Travel  E 


Times,  column  6;  include  titles,  edi¬ 
tor  and  general  manager,  for  Ed  Lau- 
bengayer. 


Editors:  Insert  the 


as  representatives  the  Julius  Mathews  name  of  Gladys  M.  Sullivan  under 
Special  Agency,  Inc.  the  Brooklyn  (N.  Y.)  Eagle 


p  San  Pedro  1.12-— RHODE  ISLAN’D,  Pawtuck-  Page  274 — Delete  Ford  Advertising,  J. 

hi  2n  o.\’nrre^  title  S  ct  Ccntral  Falls  Times:  column  5,  cor-  Joseph  (d)  from  column  4. 

Arnolrf  F*’ Fckhmd  ^manaee?  of*  een  publisher  Stanley  Black,  Page  278— Correct  to  read:  Holst  and 

ha?  aHvhtihw  tmea?  anf  re?ail®ad  '"^tead  of  Stanley  T.  Black.  Cummings  and  Myers,  Ltd.  (a-d) 

vertis?nrma°naler  ?fara)  ^  ^  Page  135— SOUTH  CAROLINA,  Rock  Head  Office:  1370  Kapiolani  Blvd., 

Pave  31— CM  IFORNlT^Stockton  Rec-  Evening  Herald;  column  6,  cor-  Honolulu  14,  Hawaii.  215  Market  St., 

rect  spel'i^K  of  managing  editor  to  San  Francisco  5,  Calif.  Pres.-M.  O. 


ord,  column  6;  correct  spelling  of  man 
aging  editor  N.  S.  DeMotte. 


Frank  H.  Jeter,  Jr. 


P^"53!??^N^E^i^r'Greenwich 


Cummings  and  Myers,  Ltd.  (a-d) 
Head  Office:  1370  Kapiolani  Blvd., 
Honolulu  14,  Hawaii.  215  Market  St., 
San  Francisco  5,  Calif.  Pres. — M.  O. 
Holst.  V.  P.  &  Treas. — David  \V. 
Cummings.  Sec’y. — Norman  Gilliland. 
V.  P.  and  Mgr.  of  San  Francisco  of¬ 
fice — Lloyd  B.  Myers.  Vice  Presidents 
— C.  R.  Pope  Jr.,  Jim  Wahl. 


Person  b^isinesr  manager  ^  Frank  Grimes  (e-eep).  fice— Lloyd  B.  Myers.  Vice  Presidents 

Pac^  1 1  ’ CO N nTctI(^u¥  column  1-  Fage  138— TEXAS,  Beaumont  Enter-  —C.  R.  Pope  Jr.,  Jim  Wahl. 
Circulation  fisrures  of  Meriden  Dailv  P"®®  Journal;  column  4;  change  Page  290 — Correct  to  read:  Whttehackle 

News-Digest  fhould  L  I^Lht-fa«.  Th^s  „  TEXAs”  DaflL?''coTu:!l  2  Ih"**!?* ’  /I*** 

paper  is  not  a  member  of  the  Audit  r  J?**" 

Ktireaii  of  rirciilatJon«  delete  (e)  after  News.  ^  ^  .  5^-  Vogeler.  V.  P. — Edward  J.  Vogeler. 

Page  36 \V"ASHINGTO*N  D  C  The  P^K^  — TEXAS,  Wichita  Falls  Dai-  Space  Buyer — William  Young. 

Even^  sfar  coS  4-  change  ren  Times  and  Record  News;,  co  umn  Page  293^olumn  9,  insert  Milton  S. 

resentative  to’ John  E.  Lutz  Co  (Ill.).  advertising  meager  is  V^  N.  Kramer  (e;  under  Hanover  (N  H.) ; 

Page  36 -FLORIDA,  Miami_  D_aily 


^;;enta?iv^?o’ John  T  Lutz  cT  (llf;?:  ^  retail  advertising  meager  is  V^  N.  Kra^r  (e;  under  ’Hanover  (N  H.)  ; 

Paire  36 _ FI-ORTDA  Miam;  Dailv  Armstrong,  instead  of  W.  K.  McOure,  column  10,  insert  Donald  J.  Auster- 

News,  column9:  insert  Robert  F.  Bug^  dassifiedadverUsing  manager  is  Leslie  mann  (bm)  and  David  H.  Lewin  (am) 

geln  as  advertising  Hi  reef  nr  fad)  *  Howard  instead  of  Shirley  Donnell.  under  Hanover. 

Page  3g FLORIDA  Sarasota*  enliunn  Fage  161 — Correct  address  of  newspaper  Page  293 — Apparel,  Clothing,  Textiles; 

r  H^ld-TriW  ’(S)  cfrcMktionX  representative  John  H.  Baker.  Jr..  column  2,  under  Daily  News  Record 

uie  srould  read  10  024  Detroit,  Mich.,  Free  Press  Bldg.,  P.  O.  correct  to  read  “men’s  wear,  boys' 

(sV  a°nd  cTcullu’on'^’rehtng^S^^  Box  Tel.:  Woodward  32444;  11-  wear  ^mestics  and  textiles’’..  ^ 
column  4  corr^t  tn  react  rn  fApV  Imois — Chicago  News.  Page  294— Court  and  Commercial;  col- 

fROP-11  *fSc  15c  35c  w  Tn  nr  162 — Correct  address  of  newspaper  umn  2,  under  The  Financial  News 

60c  w-m,  *e&S:  $l.S5mo-m  or  e&S’;  h'''*'"’ li'’’’  Tv  ^“'1  1>763  in 

$2.60mo-m,  e&S)  (Theis  &  SimpsoA  3J2  Madison  Ave., .  New  york_  17.  _  light-faced  _type.  _  _ 

Co.,  Inc.  and  V.  J.  Obenauer,  Jr. 

(Fla.);  column  6,  change  Herald-Tri- 


Page  294 — Court  and  Commercial:  col¬ 
umn  2,  under  The  Financial  News 
correct  circulation  to  read  1,763  in 
light-faced  type. 


•State  Advisory  (^uncil:  Bert  J.  Abli  Jtm 
ham,  Bellellower  Herald-Enterpm  1 
Oran  W.  Asa,  Lincoln  Heights  Bji 
tin-News,  Los  Angeles;  A.  W.  Bi» 
well,  Chico  Enterprise-Record;  0* 
dice  A.  Burley,  -'lenlo  Park  Re^, 

Rolx-Tt  Calkins,  Modesto  Journal;  J. 

Hart  Clinton,  San  Mateo  Times;  k- 
thur  A.  Culver,  Riverside  Daily  Proi 
&  Enterprise;  Mrs.  Erne.st  L.  Finitj, 

Santa  Rosa  Press-Democrat;  GotiIib 
G.  Hadley,  Areata  Union;  Archie  J.  CONI 
Hicks,  Jr.,  Encinitas  Coast  Di$p«c:;  there  ai 
llarry  A.  Lawson,  Eagle  Rock  Sent-  , 
nel;  Dean  S.  lisher,  Merced  Sn-  tently 
Star;  Bynncr  Martin,  San  Ptfc  and  WC 

News-Pilot;  Larry  McKeown,  Watios  -i 

ville  Register- Pajaronian;  George  D.  “v 
Murphy,  Jr.,  Manteca  Bulletin;  Job  WnO  W 

R.  Phillips,  Calexico  Chronicle;  Antt  ev 

C.  Pierce,  Roseville  Press-TriboK;  .u-- 

Ben  Reddick,  Newport-Balboa  Prea;  snea 

Charles  T.  Richardson,  Pomona  Ptog  keep  I 

ress- Bulletin;  Theodore  R.  Rnpmi,  well .  i 

Antelope  Valley  Ledger-Gazette,  Lu-  * 

caster;  Carl  VV.  Sebooss,  Imperial  Vil  .  - 
ley  Publishing  Co.,  El  Centro;  Doiuid  I  ostraci 
1.  Segerstrom,  Sonora  Union  De»  1  .-u-,, 
crat;  Robert  M,  Speidel,  Visalia  Tina-  |  COUcal 
Delta;  Todd  Wathins,  Inyo  Regiito, 

Bishop,  and  William  G.  Werner,  Ala¬ 
meda  'Times-Star. 

Page  344 — Delete  John  Mason,  Bot 
Mgr.  from  King  Features  Syndicate  b 
column  4 ;  on  Page  348  in  colunm  4; 
on  Page  349  in  column  1  and  on  Par 
350  in  column  1. 


N.  Y.;  Tel.:  Murrayhill  25838;  Penn-  Page  321 — 'Under  White  House  News  Page  350 — Under  Religious  sectic*  of 


sylvania — Philadelphia  Inquirer. 


bune  managing  editor  to  Park  Williams  Fage  162  Insert  newspaper  representa- 
and  same  paper’s  city  editor  to  Roy  J.  t'je  Felker-Mahony,  Inc. 

Cook;  column  8,  change  name  of  circu-  JV"'-  Neville  &  Associates  Inc.)  ;  942 

lation  manager  to  John  Am;  column  9,  Lincoln-Liberty  Bldg  .  Philadelphia  7, 

change  classified  advertising  manager  :  Ixjcust  77333;  E.  E.  Felker, 

to  Helen  .Scaffidi.  E.  A.  Mahony,  secretary-treas- 

Page  44— ILLINOIS,  Southern  Illin-  NEW  JERSEY:  Atlantic  City 

oisan  (Carbondale),  column  6;  change  "'°n’  Atlantic.  City  Press, 


Photographers  Assn,  insert  United  Feature  and  News  Syndic.-ites  insert  i  , 

Press  Newspictures  for  Acme  News-  Chicago  Tribune-New  York  News  Sjm-  1  oNt-r 

pictures  under  the  following  persons’  dicate,  Inc.,  220  East  42nd  St.,  Se»  1  (Jeadl 

names:  C.  Ed  Alley,  Tames  Atherton,  York  17,  N.  Y.  Tel.:  MU  21234.  , 

Frank  Cancellare,  Robert  Clover,  Mollie  Slott,  manager. 


name  of  managing  editor  to  Kenneth 
Reilley. 

Page  48 — ILLINOIS,  Hoopeston  Daily 
Chronicle-Herald;  column  8,  change 
name  of  general  manager  to  Frank  R. 
Mills;  column,  9,  insert  Roger  A.  Hunt 
as  advertising  director. 

P®8e  58 — INDIANA,  W’arsaw  Times- 
Union;  column  2,  circulation  figures, 
7,655,  should  be  bold-face. 

Page  64  —  KANSAS,  Wichita  Beacon; 
column  9,  change  name  of  advertising 
manager  to  K.  Allan  Thompson. 

Page  66— LOUISIANA,  Bastrap  Enter¬ 
prise;  column  2,  change  publication 
data  to  every  day  except  Sunday.  De¬ 
lete  Sunday  edition. 

Page  74 — MICHIGAN,  Bay  City  Times; 


tive  Felker-Mahony,  Inc.  (formerly  pictures  under  the  following  persons’ 

Wm.  Neville  &  Associates,  Inc.);  942  names:  C.  Ed  Alley,  James  Atherton, 

Lincoln-Liberty  Bldg.,  Philadelphia  7,  Frank  Cancellare,  Robert  Clover, 

Pa.;  Tel.:  Locust  77333;  E.  E.  Felker,  Charles  Corte,  Milton  Freier,  George 

pres.;  E.  A.  Mahony,  secretary-treas-  F-  Gaylin,  Robert  McCormac,  Jr., 

urer.  NEW  JERSEY:  Atlantic  City  Nicholas  J.  Pergola  and  Stanley 

Press-Union,  Atlantic  City  Press,  Tretick. 

Merchantville  Community  News,  Mill-  Page  323 — Delete  I-atin  American  News- 


Charles  Corte,  Milton  Freier,  George  Page  388— Column  7 ;  Avance,  Cola; 


ville  Republican,  Penns  Grove  Press,  papers  etc.  from  column  2 


advertising  manager  should  be  jerft 
Zayas,  instead  of  Alberto  Perdices; 
Column  8,  El  Crisol,  Cuba;  directs 
should  be  Raul  Rivero,  instead  of 
J.  C.  Gonzales  Rebull. 


Salem  Standard  &  jerseyman,  Salem  Page  324-^oliimn  1;  Delete  (Accredit-  Page  389 — Delete  Luz  from  Hanna, 


column  5,  change  the  name  of  the  presi-  Fage  164 — Include  Washington,  D.  C. — 
dent  to  Ralph  H.  Bastien,  not  Warren  Fhe  Evening  Star-The  Sunday  Star 
S.  Booth.  under  Leonard  Co.,  newspaper  repre- 


Page  76 — MKTHIGAN,  Jackson  Citizen 
Patriot;  column  5,  change  the  name  of 
the  president  to  Ralph  H.  Bastien,  not 
R.  H.  Booth. 

Page  82  —  MINNESOTA,  Crookston 


Sunbeam,  Vineland  'Times  journal  and  ed  by  ACEJ)  under  Bradley  Univer-  Cuba  pubUcations.  a-,-  u  I 

Woodstown  Monitor-Register.  PENN'-  sity,  Peoria,  Ill.  Page  398 — Change  jwlitical  amliation  rt 

SYLVANIA:  Ambler  Gazette.  Ard-  325-Column  3;  Correct  to  read:  ?1  ^ 

more  Chronicle,  Bristol  Courier,  Ches-  Mississippi  Southern  College.  Hatties-  p'®"  4 1’o^Coriect  Manila  (P.  L)  He^  ' 

ter  TimeS’  Coatesyille  RecoH,  Consho-  burg.  Department  of  Journalism.  Fa-  F^^rrnl-itinn  to  re-id  51  689  not  10,000. 

^en  Reorder’  Glenside  NewS’  Hat-  culty:  Uo  C.  Muller,  M.Ed.,  chair-  p  "I"  r  Delete  “Akhtion  D^ 

boro  Public  Spirit  Jenkintown  Times  man;  Dr.  R.  G.  Lowrey,  Professor  of  Aviation 

Chronicle,  Lansdale  North  Penn  Re-  English,  and  part-time  journalism;  O.  _  \ 

porter  Levittown  Bucks  County  Press,  n.  Barby,  registrar,  and  part-time  . 

Norns^wn  Times  Herald,  Oreland  journalism;  Leon  Eubanks,  assistant  T^rrm  ^OUV^Tlir  t 

Sun,  Phoenixville  Republran,  Potts-  professor  of  English,  and  part-time  1-'“™  OOUVtJim  ^  * 

town  Mercury,  Quakertowm  Free  Press,  journalism.  Journalism  Enrollment  A  SOUVeniT  “Gamson  Dam  COl- 

Wayne  Subu^an  &  Times,  West  for  1952-53  was  55.  Major  with  ,inn  was  Dublished  June  10  bv  the  i 

fester  Local  News  and  Willow  Grove  Bachelor  of  Arts  or  Bachelor  of  Science  U?"  ,  v  -r  in  nb-  t 

Y  1  •  xir  t  >  -rw  ^  degree  in  journalism.  Two  graduates  Bisniafck  (N.  D.)  iriuUfli  10  |l 

%u  Include  W^hin^on,  D.  C.—  in  journalism  in  1951-52.  SCrvanCC  of  clOSUrC  CCremOOieS  Oil  l 

Inder  L”rd  a,?;  newsp^^^^^^  Fage  .338-Column  3;  Under  the  Cali-  ,he  Missouri  Valley  Basin  proj-  ‘ 

sentatives  in  column  2.  .•*‘’"’‘2,1  Fufil'sh^rs  Ass^.a- 

-lAj _ T— _ _ J  tion  add  the  following  meinbers  of  the 


Sunbeam,  Vineland  Times  Journal  and 
Woodstown  Monitor- Register.  PENN'- 
SYLVANIA:  Ambler  Gazette.  Ard¬ 
more  Chronicle,  Bristol  Courier,  Ches¬ 
ter  Times,  Coatesville  Record,  Consho- 
hocken  Recorder,  Glenside  News,  Hat- 
boro  Public  Spirit.  Jenkintown  Times 
Chronicle,  Lansdale  North  Penn  Re¬ 
porter,  Levittown  Bucks  County  Press, 
Norristown  Times  Herald,  Oreland 
Sun,  Phoenixville  Republican,  Potts- 
town  Mercury,  Quakertown  Free  Press, 
Wayne  Suburban  &  Times,  West 
Chester  Local  News  and  Willow  Grove 
Guide. 


under  Leonard  Co.,  newspaper  repre-  .o.>o— v-oiuran  a;  unuer  rne  i-aii-  ,he 

sentatives  in  column  2.  Fufil's^rs  AssMia- 

Page  164— Include  Family  Herald  and  following  meinbers  of  the  ect. 


Weekly  Star  after  Montreal  Star  list¬ 
ing  under  John  E.  Lutz  Co.  newspaper 
representatives  in  column  2. 


Times;  column  7,  society  editor  is  Fage  165 — Change  Montreal  Weekend 


Maybelle  Anderson,  sports  editor  is 
R.  J.  McGovern. 

Page  88 — MISSOURI,  St.  Louis  Post- 
Dispatch;  column  7,  correct  news  edi¬ 
tors  to  read  Aubrey  L.  (jiarke  (ne). 


Magazine  to  Weekend  Picture  Maga¬ 
zine  and  Montreal  Family  Herald  to 
Family  Herald  and  Weekly  Star  under 
O’Mara  &  Ormsbee,  Inc.,  newspaper 
representatives  in  column  2. 


Harold  T.  Meek  (ne)  and  Sidney  R.  PaKC  165— Delete  Neville  Associates, 


Stanard  (ne). 


Inc.,  William  from  column  1. 


Page  93 — NEW  JERSEY,  Jersey  (City)  Fage  167 — Under  J.  MeSherry  newspaper 


Journal:  column  4,  change  representa¬ 
tives  to  Moloney,  Regan  &  Schmidt 
Inc.  (N.  Y.). 

Page  94— NEW  JERSEY,  Newark 


representatives  in  column  4  it  should 
read  Family  Herald  and  Weekly  Star 
next  to  the  Montreal  Star  listing  in 
Quebec  territory. 


EDITORS  Say:- 

tvhat  Pve  been  Looking  For!** 


Sent  6^  /t/r  Afa/// 


News;  column  8,  insert  Benjamin  J.  Fage  167 — List  the  Glendive  (Mont.) 


Foley,  general  manager,  and  Jere  C. 
Healy,  circulation  manager;  column  9, 
insert  James  P.  Doyle,  advertising 


Ranger  under  the  United  States  and 
Canadian  newspapers  issued  in  tab¬ 
loid. 


Here  is  a  weekly  news  service  covering  nery 
of  finance  and  banking,  as  influenced  by  Tomorrows 
administrative  heads.  No  nook  or  comer  of  IVashiyttm 
Bureaus,  where  such  news  is  generated,  escapes  a 
vigiiant  staff. 


manager,  Andrew  J.  Flanagan,  man-  P®?®  187  —  DEPARTMENTAL  EDI- 


Washington  Banktrends 


ager  of  general  advertising,  and  James 
P.  Sweeney,  classified  advertising  man¬ 
ager;  column  10,  insert  Thomas  D. 
Kenney,  promotion  manager. 

Page  95— NEW  YORK,  Albany  Times- 


TORS,  auto  editors,  add  Charles  H. 
Karsboom  under  the  Brooklyn  (N.  Y.) 
Eagle. 

Page  190 — Business  Editors;  New  York 
World-Telegram  and  The  Sun;  delete 
name  of  Jacob  B.  Wallach. 


Union:  column  8,  correct  spelling  of  p  name  ot^^cob  B.  Wallach. 
business  manager  to  H.  P.  Haas.  ^age  191— purch  Editors;  Minneapolis 

Page  98— NEW  YORK,  N’ew  York  Daily  “"^r  SP'"‘"8 

P..:  %s’-V~vr?ORK.  N,.  V.* 


Times;  column  5,  correct  spelling  of  Page  194 — Comptrollers;  Newark  (N.  J.) 
president  publisher  Arthur  Hays  Sulz-  News;  Add  Edward  D.  Sugrue. 
berger.  p_„.  loe _ 


52  times  a  year,  a  generous  sheaf  of  alertly  edited  and  concisely 
put  financial  news  Is  sent  to  you,  via  Air  Post,  before  many 
sources  have  released  It.  Almost  every  department  of  a  news¬ 
paper  finds  It  Invaluable,  from  the  editor  right  down  the  line. 
Enthusiastic  letters  from  editors  and  from  every  grass  root  expert 
In  finance,  as  seen  through  the  eyes  of  TX5MORROW,  vindicate 
our  belief  In  exclusive  news  that  affects  the  economic  heart¬ 
beat  of  these  United  States. 


Page  110 — OHIO,  Cleveland  News;  col¬ 
umn  5,  correct  spelling  of  president  is 
I.  F.  Freiberger. 

Page  121 — OREGON,  Portland  Journal; 
column  6,  add  David  Eyre  as  manag¬ 
ing  editor. 


Page  195  —  Credit  Managers;  Newark 
(N.  J.)  News;  Add  Richard  B.  Whit¬ 
ney. 

Page  198 — Education  Editors;  Insert  the 
name  of  Millicent  J.  Taylor  under 
Boston  Christian  Science  Monitor  in¬ 
stead  of  Peter  J.  Henniker-Heaton. 


Washington  News  Features 

Albee  Building  •  Washington  5,  D.  C. 
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SYNDICATES 


30  Years  With  *Moon* — 
Willard  Still  Has  D.  T.  *s 


By  Erwin  Knoll 

Contrary  to  common  belief 
there  are  comic  artists  who  consis¬ 
tently  meet  syndicate  deadlines, 
and  we  have  even 
met  one  or  two 
who  work  weeks 
and  even  months  ■: 
ahead.  They  I 
keep  this  fact  a 
well -guarded  se¬ 
cret  for  fear  of 
ostracism  by  their 
colleagues  and 
expulsion  from 
the  National  Car¬ 
toonists  Society.  . 

Much  closer  to  ''•Hard 
the  norm  is  Frank  Willard,  who 
this  week  marked  his  thirtieth  an¬ 
niversary  of  missing  Chicago  Trib¬ 
une-New  York  News  Syndicate 
deadlines  with  his  “Moon  Mullins” 
strip. 

Willard’s  D.T.’s  —  Deadline 
Troubles,  that  is — are  old  stuff  to 
Ferd  Johnson,  his  assistant  for  all 
of  those  30  years,  and  to  Mollie 
Slott,  manager  and  chief  deadline 
worrier  for  CT-NYN.  The  car¬ 
toonist  himself,  who  makes  no 
bones  about  the  fact  that  he,  like 
his  comic  hero,  is  a  natural  work- 
shirker,  blames  the  entire  deadline 
situation  on  the  syndicate.  It 
seems  that  some  years  ago  he  sub¬ 
mitted  a  series  of  strips  which  were 
considered  a  bit  too  roughneck 
even  for  “Moon  Mullins.”  (They 
featured  Uncle  Willie,  one  of  the 
strip’s  perennial  characters,  in  a 
job  as  night  club  washroom  at¬ 
tendant.)  Anyhow,  the  strips 
weren’t  used  and  Willard  has  been 


trying  to  catch  up  ever  since. 

The  fact  that  he  never  has 
caught  up  may  be  attributed  to  a 
rather  peculiar  working  schedule. 
Willard  never  sits  down  at  the 
drawing  board  until  it  is  absolutely 
necessary,  and  then  turns  out  a 
week’s  work — six  strips,  a  Sunday 
page  and  a  “Kitty  Higgins”  trailer 
— at  one  sitting.  The  job  takes 
anywhere  from  24  to  72  hours, 
and  averages  at  about  36.  When 
a  week’s  work  is  behind  him  he 
sleeps  for  15  hours  or  so  and  re¬ 
turns  to  what  he  considers  his 
more  important  work  —  playing 
golf.  He  once  held  the  Artists 
and  Writers  championship,  and 
would  probably  still  hold  it  today 
if  cartooning  didn’t  interfer  with 
his  practice. 

Like  many  other  successful 
CT-NYN  comics,  “Moon  Mullins” 
was  the  brainchild  of  the  late 
Capt.  Joseph  Patterson,  publisher 
of  the  New  York  News.  He  de¬ 
cided  in  1923  that  his  paper  need¬ 
ed  a  low-brow  strip,  and  Willard, 
who  then  drew  a  feature  called 
“The  Oiita  Luck  Club”  for  King 
Features  Syndicate,  got  the  job 
of  doing  it.  “I  don’t  know  why 
he  picked  me,”  the  cartoonist  says. 
“1  guess  my  stuff  was  always  kinda 
low-brow.”  For  their  hero  the 
Messrs.  Patterson  and  Willard 
picked  a  derbied,  checker-vested, 
cigar-chewing  ne’er-do-well,  and 
endowed  him  with  the  name 
Moonshine  —  later  abbreviated  to 
Moon — a  natural  in  the  heyday 
of  Prohibition.  The  last  name  was 
picked  at  random  from  a  listing  of 


Get  the  JIIHIP  in  JUIVE... 

on  the  football  season . . .  start  planning  now  for  the  September 
start  of  the  gridiron’s  most  popular  feature,  favorite  of  sports 
fans  everywhere. 

IVorman  L.  Sper. . . 


the  US  top  gridiron  authority ...  for  the  fifth  year 
offers  his  three-way  service:  (1)  Prediction  Chart, 
lists  probable  winners  of  week’s  35  major  games,  for 
12  weekends.  Grid-guesses— 80%  right!  Starts  week  of  Sept.  14. 

(2)  All  Players  All-America  Team,  with  members  selected  by 
players  themselves.  Starts  Dec.  6.  (3)  Prognostication  Stories  on 
Orange,  Cotton,  Sugar,  and  Rose  Bowl  games  with  special  Bowl 
game  chart.  Starts  week  of  Dec.  14.  Step  up  Sports  Page  voltage! 
i  For  facts  and  prices,  phone,  wire,  or  write  Mollie  Slott,  Manager . .  • 
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plumbers  in  the  New  York  tele¬ 
phone  directory.  Moon,  says  Wil¬ 
lard,  is  “the  kind  of  guy  who  is 
always  throwing  cigar  ashes  back 
of  the  piano.” 

Besides  Moon  and  Uncle  Willie, 
the  strip’s  regular  cast  includes  a 
smaller  version  of  Moon  named 
Kayo,  Lord  Plushbottom  and  Em¬ 
my,  who  became  Lady  Plushbot¬ 
tom  somewhere  along  the  line. 
Various  other  types  of  social  out¬ 
casts  drift  in  and  out  from  time 
to  time.  Willard’s  first  “extra” 
character,  a  prizefighter’s  sparring 
partner  named  Mushmouth  who 
was  introduced  in  1923,  was  back 
in  the  strip  as  it  marked  its  thir¬ 
tieth  year  this  week. 

Willard,  who  is  just  about  twice 
as  old  as  his  comic  strip,  is  a  na¬ 
tive  of  Illinois  and  now  a  resident 
of  California.  His  early  years 
were  distinguished  by  expulsion 
from  several  schools  and  jobs  as 
timekeeper  for  an  insane  asylum, 
claim  tracer  and  short  order  cook. 
He  studied  at  the  Academy  of 
Fine  Arts  in  Chicago,  succeeded  in 
selling  several  editorial  cartoons 
to  the  Chicago  Tribune  on  a  free¬ 
lance  basis,  and  looked  around  for 
a  full-time  job. 

As  he  recalls  it,  “Mr.  James 
Keeley  over  on  the  Chicago  Her¬ 
ald  talked  to  me  for  five  minutes 
and  said,  ‘Boy,  you  haven’t  enough 
brains  to  be  a  political  cartoonist!’ 
1  said  how  about  a  comic  artist. 
Mr.  Keeley  said,  ‘Well,  you’re 
dumb  enough  for  that.’  So  he 
gave  me  a  job.”  For  the  Herald 
he  drew  a  children’s  page  and  gag 
cartoons.  After  overseas’  service 
in  World  War  I,  he  joined  KFS. 

Willard  takes  pride  in  the  fact 
that  he  is  just  as  low-brow  as 
Moon  Mullins.  “When  I  see  some¬ 
body  dignified  walking  down  the 
street,”  he  once  told  E  &  P,  “I 
think  it  would  be  lots  of  fun  to 
walk  up  and  give  him  a  kick  in 
the  fanny;  so  1  have  my  characters 
have  no  more  sense  than  to  do 
those  things.”  Mrs.  Willard  was 
once  asked  if  her  husband  ever 
dresses  for  dinner.  “Well,”  she 
replied,  “sometimes  he  puts  on  a 
clean  sweatshirt.” 


To  an  interviewer  who  asked 
him  for  the  inside  story  of  his  suc¬ 
cess,  the  creator  of  “Moon  Mul- 
lin.s”  replied,  “I  guess  I’m  a  little 
nertz.” 

First  Features  Offers 
'If  I  Were  President' 

“If  you  were  President,  how 
would  you  handle  the  many  prob¬ 
lems  facing  the  White  House?” 
asks  First  Features  Syndicate 
of  P.  O.  Box  16,  St.  Louis,  Mo., 
and  proceeds  to  supply  the  answer 
via  a  new  daily  column.  “If  I 
Were  President”  by  Robert  J.  Val¬ 
uer  is  available  five  days  a  week, 
plus  a  special  Sunday  release. 
Columns  run  from  600  to  900 
words  daily,  800  to  ',200  Sunday, 
and  cover  all  aspects  of  internal 
and  international  pfoblems  con¬ 
fronting  the  Chief  Executive. 
Strictly  nonpartisan,  the  syndicate 
says. 

Sara  Roosevelt  Story 
In  King  Features  Series 
Kino  Features  Syndicate  is 
distributing  “The  President’s 
Granddaughter  and  the  Barber’s 
Son,”  a  five-part  series  by  Thyra 
Samter  Winslow.  The  articles  tell 
of  the  romance  of  Sara  Delano 
Roosevelt,  granddaughter  of  the 
kite  President,  and  Anthony  di 
Bonaventura,  whose  father  oper¬ 
ates  a  barber  shop  on  the  East  Side 
of  New  York  City. 

Comics  on  Deck 
Dunhill  Playing  Cards  of  3550 
White  Plains  Road,  New  York 
City  67,  offers  syndicates,  car¬ 
toonists  and  newspapers  a  new 
promotion  gimmick  for  comic  fea¬ 
tures — special  playing  card  decks 
illustrated  with  comic  characters, 
etc.  Photos  or  drawings  may  be 
used. 

Skid  Road  Slip 
This  department  slipped  badly 
on  the  name  of  Mirror  Enter¬ 
prises  Syndicate’s  new  highway 
safety  feature  (E&P,  June  13,  page 
86).  Correct  name  is  “Miss  S.  of 
Skid  Road,”  not  Skid  Row,  as  E&P 
said. 
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PURCHASES,  loans,  sales,  handled 
discreetly.  Publishers  Service,  P.  O. 
Box  3132,  Greensboro,  N.  C. 


JOSEPH  ANTHONY  SNYDER 
Newspaper  Broker 
_ Venice,  California 

LET  us  help  yon  find  a  sound 
property  in  the  West.  A.  W.  Stypes 
&  Co.._  62o  Market  St.,  San  Pran- 
eiseo  .).  California. 

I  OR  31  \  L.\RS  —  We  have  dealt  in 
^tiling  but  newspajier.s.  Nationwide. 
Honest  service  t«o  both  buyer  and  seller 
LEN  FEIGHNER  AGENCY 
Box  192  Mt.  Pleasant.  Michigan 

PORSBERG-CHUKCH.  501  Madison 
.Avenue,  New  York  22,  N.  Y.  MUrray 
Hill  8-6219  announce  that  in  addition 
to  Jlanagement  Con.sultation  they  now 
provide  a  confidential  service  for  those 
Jnteresting  in  either  buying  or  selling 
magazine  properties. 

CO  N  P 10  E  NTI A  L  I X  FORM  A  TION 
itr  Newspajier  Properties 

\V.  H.  Glover  Co.,  Ventura.  California 

Sale.s,  Appraisals,  Management  Consult- 
>JEWSPAPER  service  CO. 
610  Georgia  B.ank  Bldg.,  Atlanta.  Ga. 

MID-1\  EST  Newspaper  Opportunities 
HERMAN  H.  KOCH 
2610  Nebraska  St.,  Sioux  City,  Iowa 

may  BROTHERS.  Binghamton.  N.  Y. 
Established  1914.  Newspapers  bought 
and  sold  without  publicity. 

For  better  newspaper  properties. 

dnilies.  weeklies. 
ODETT  &  ODETT,  Brokers 
O.  Box  527,  San  Fernando,  Calif. 

Newspaper  Appraisers 

NEWSPAPER  VALUATIONS 
Tax  and  all  other  purposes 
Experienced  court  witness 
3o  years  in  newspaper  work 
a.,.  BENTHUYSEN 

446  Ocean  Ave. _ Brooklyn.  N.  Y. 

appraisals  anywhere  for 

hire  Insurance,  Taxes,  Mergers  Re¬ 
placement,  Purchases.  Refinancing, 
Jiortgage  Loans,  Liquidations,  etc 

PRINTCRAFT 

representatives 

277  Broadway  New  York  7  N  Y 
‘Newsiiaper  Plant  Specialists” 

BEN  SHULMAN  ASSOCIATES 

oOO  Fifth  Avenue,  New  York  36,  N.  Y. 


_ Publications  For  Sale 

EXCLUSIVE  AGRICULTURAL 
COMMUNITY 

WEEKLY  in  valley  of  great  wealth; 
two  machines;  two  automatics;  other 
complete  equipment ;  low  rent ;  residen¬ 
tial  school,  business  and  industrial 
growth  rapid;  $20,000  can  handle. 

J.  R.  GABBERT 

3937  Orange  Riverside.  California 
MISSOURI  EXCLUSIVE  WEEKLIES 
$27,500  with  $15,000  down;  $22,500 
with  .$10,000  down ;  and  $4,500  with 
building,  $2,500  down  or  less  if  quick 
sale.  Others.  Bailey-Krehbiel  News¬ 
paper  Service,  Box  88,  Norton.  Kansas. 


ANNOUNCEMENTS 


Publications  For  Sale 


.\SK  for  our  Free  Monthly  Bulletin  of 
excellent  buys  in  the  eleven  W'estern 
states.  Jack  L.  Stoll  &  Associates, 
49.">8  Melrose  Ave..  Los  Angeles  29,  (jal. 


NET  $10,000  —  $12,000  NOW 
UNOPPOSED  West  Coa.st  metropolitan 
weekly,  excellent  community.  Found¬ 
ed  1919,  36%  response  to  optional- 
pay  delivery.  Will  gross  $36,000  -f 
1953.  Complete  office,  no  plant.  Owner 
must  retire  at  once.  Best  reasonable 
bid  buys,  easy  terms;  or  lease  on  per¬ 
centage.  Box  2643,  Editor  &  Pub¬ 
lisher. 


Publications  Wanted 


EXCLUSIV'E  D.VILY  or  combination 
in  the  South,  by  successful  Southern 
publisher.  Box  2442,  Editor  &  Pub¬ 
lisher. 


$50,000  TO  $100,000  CASH  to  invest 
in  iarge  profitable  weekly  or  small 
daily.  Must  stand  rigid  investigation. 
Can  act  immediately,  and,  or,  furnish 
bank  references  prior  to  disclosure  if 
situation  is  highly  confidential.  No 
brokers.  Box  2506,  Editor  &  Pub¬ 
lisher^ _ 

YOUNG  NEWSPAPERMAN  would  like 
to  talk  with  Publisher  of  5,000  to 
10,000  circulation  daily  property  who 
might  consider  moving  over  if  the 
right  type  of  transaction  could  be 
made.  Can  provide  $100,000.  Box 
2325,  Editor  &  Publisher. 


NEWSPAPER  SERVICES 


Syndicates — F  eatures _ 


■  ARE  VOU  WE.4TH.EKWISE  !” 
This  daily  column  about  100  words  on 
all  aspects  of  the  weather  written  by 
a  meteorologist  for  the  layman.  Origi¬ 
nal,  timely,  informative,  universal  ap¬ 
peal.  W'rite  for  samples.  Box  2607, 
Editor  &  Publisher. 


DBSMANTLED— MOVED— ERECTED 
Service  -  Maintenance  -  Repairs 

SAM  S.  PUNTOLILLO  CORP. 

SPECIALIZING  in  Duplex 
and  Goss  Flat-Bed  Webs 
311  Lincoln  Ave.,  Lyndhurst,  N.  J. 

Phone  Rutherford  2-3744 
OUR  PHONE  ANSWERS  24  HOURS 
A  DAY 


Business  Opportunities 

HISTORIC  PUESSPHOTO  .SERVICE, 
l.j  years  established,  well  known, 
with  unique  collection  of  100.000  old 
prints  and  photograiihs.  for  sale.  Rare 
opportunity  for  journalist,  scholar, 
photographer.  Box  2628,  Editor  & 
Publisher. 

Features  Wanted _  i 

The  European  Herald  Tribune  wants 
CONTEST  FEATUKES 
for  its  Armed  Forces  page.  Write; 
Vincent  O’Brien,  New  York  Herald 
Tribune,  21  rue  de  Berri,  Paris  8. 
France. 

Periodical  Subscriptions  1 

SATURDAY;S  the  day— The  latest 
issue  of  Editor  &  Publisher  will  be 
mailed  if  you  subscribe  NOWl 

V  rite  GMCB,  Editor  &  Publisher 


NEWSPAPER  SERVICES 
_ Art — Engraving _ 

.\RTWORK  by  Air  Mail  anywhere. 
Sketches  free.  Sigs,  $4.25.  Mastheads, 
$8.50.  Fast  Service.  N.  Feather,  Box 
137,  Northridgp,  Calif. 

_ Promotion _ 

Build  Classified!  No  Risk 

LET  ME  take  your  classified  section 
on  concession,  equitable  basis.  Good 
record,  financed,  lifelong  references. 
Stewart  Beardslee,  Apt.  3,  604  Wells 
.4ve..  Reno.  Nevada. 


E.  P.  WALLMAN  &  (X). 
.Machinists,  Movers,  Erectors,  Repairs, 
Maintenance.  Erections  all  types  of 
presses  Coast  to  Coast 
Tel.  3-4164  975  N.  Church  Street 

Rockford _ Illinois 

MACHINISTS —  Dismantling,  moving, 
assembling,  entire  newsiiaper  plants. 
Repairs,  maintenance,  service  nation¬ 
wide. 

LORENZ  PRINTING 
MACHINE  CO..  INC. 

3626—31  St..  Long  Island  City  1,  N.  Y. 
STillwell  6  0098-0099 
NATIONAL  PRINTING 
EQUIPMENT  CO 
Specializing  in  Weekly 
Newsiiaper  Presses 
.\iitomatie  band-set  cylinders 
Duplex  and  Goss  Web  Presses 
24  HOUR  SERVICE 
Ridgewooil,  New  Jersey.  Phone, 6-4252 

MASON-MOORE-TRACY.  Inc. 
Printing  Press  Engineers 
Machinists  and  Movers 
Web,  Offset,  Flat  Bed  Experts 

We  will  move,  erect  or  reiiair  presses 
A  N  Y  W  H  E  R  K 
28  East  4tli  Street,  New  York  3,  N.  Y. 
_ Plione  spring  7-1740 _ 

LOYAL  S.  DIXON  CO. 

.NEWSPAPER  PRESS  EipiCTORS 
Dismantling — Moving — Erecting 
_ Service  Nationwide  — 

★  Trucking  Service  if 
White  Freightliner  with  35'  semi-van 
White  Mustang  with  32'  semi-flat  bed 
—  Insurance  Coverage  Complete  — 

11164  Saticoy  St.,  Sun  Valley,  Calif. 
POplar  5-0610 


NEED  Newspaper  Turtles!  Why 
more  than  our  low  price  of  $68.50* 
$79.50  each?  Top  quality,  iraineili» 
delivery.  Sold  the  world  over,  ffn* 
for  literature.  L  &  B  Sales  Comimi. 
Box  560,  Elkin,  North  Carolina. 


LINOTYPE  MODEL  26  —  Seriil  S 
41843,  with  110  volt  motor,  M»rgi; 
feeder,  1  full  magazine,  1  upper  ipl;-. 
3  lower  split  magazines,  2  auxHii^ 
magazines,  1  split  font  14  point  Mtttj 
light  with  bold,  1  auxiliary  font  11 
point  and  1  24  point  advertising  i(. 
ures,  3  molds.  In  good  raechaniq, 
condition.  All  for  $2,250.  Write  r 
Call,  Joseph  Haller,  Superintenien-. 
South  Omaha  Sun,  4808  S.  25th  St, 
Omaha,  Nebraska. 


1  MONOTYPE  Type  Caster  wiiS 
molds  to  cast  from  12  point  to  3( 
point.  100  fonts  of  Monotype  miU  li 
various  faces.  15  Monotype  steel  lom 
racks  with  cans.  6  single  tier  tjp 
cabinets  complete  with  Califorait  jtl 
cases.  2  bench  type  Miller  sswi.  1 
.l.T.F.  pedestal  saw.  Arkansas  Onietit 
P.O.  Box  110,  Little  Bock,  Arkuiu 


FOR  SALE — Model  14  Serial  2W.3, 
3  main,  two  side  mags,  five  nwldi. 
Mats  10,  18,  24  Chelt  with  itnlici,  30 
pt.  caps.  .Ml  good  condition.  ATii',- 
able  September  1.  TRIBUNE,  Alben 

Lea,  Minnesota. _ 

MODEL  33  LINOTYPE  Ad  michine. 
purchased  new  1948,  being  replaced  hj 
Mixer.  Four  90-ehannel  wide  nugt- 
zines.  one  extra  lower  split  magaiinc, 
eqiiii»ped  with  18  and  24-pt.  two-letWr 
molds.  36  pt.  mold  and  7'/3-10  pt. 
mold,  quadding  and  centering  dericf. 
electric  pot,  motor,  mold  cooling  »t- 
tachnient.  and  Mohr  saw.  Excelleet 
fonts  7'.  ■  pt.  Regal  with  Bold,  ud 
10  pt.  Vlxeelaior  go  with  michip-. 
$7,800  as  is  where  is.  Come  and  it- 
spelt  it.  Dean  MeNaughton,  Pekii 

llaily  Times.  Pekin.  Illinois. _ 

FOR  SALE:  4  Gas  Monomelts.  good 
condition,  jiriced  reasonably:  Electnc 
Pot  for  Linotype,  factory  rebuilt,  like 
new :  Goss  full  page  Flat  Casting  Box, 
latest  style,  quick  lock-up,  on  caiters. 
Thomas  W.  Hall  Company,  Inc.,  Stam¬ 
ford.  Connectieiit. 


.A  REAL  ESTATE  BOOK  THAT 
MEANS  MOKE  LINAGE  FOR  YOU  .  .  . 

BECAUSE  it  inspires  brokers  to  use 
more  and  better  Classified  Advertising, 
it  pays  to  give  copies  of  “How  to 
Write  Productive  Real  Estate  Ads’’  to 
your  real  estate  accounts. 

FOR  example,  Bruce  McGaffey.  C.VM 
of  the  Columbia  Basin  News,  of  Pasco, 
Wash.,  recently  ordered  twenty  more 
copies  of  this  128-page  book. 

SECOND  big  printing  now  avail¬ 
able  to  newspapers  in  cities  with  no 
Howard  Parish  client  at  $1.30  per 
copy  for  bulk  orders.  (Single  copy 
price,  $2.50).  Rush  your  order  today. 

HOWARD  PARISH 

Tested  Want  Ad  Selling  Plans. 
2900  NW.  79th  St.  Miami  47,  Fla. 


MACHINERY  and  Sl'PPlJES 
_ Complete  Plants _ 

COMPLETE 

NEWSPAPER  COMPOSITION 
PLANT 

Three  Intertypes  (2  model  B  and  1 
model  G  mixer)  all  with  electric 
pots. 

Ludlow  typo  caster. 

Hammond  5  col.  casting  box. 

Miller  saw. 

20  stereo  chases. 

Galleys,  Turtles,  Makeup  tables. 

ALL  IN  VERY  GOOD  CONDITION 

Can  be  seen  in  operation. 

In  Suburban  Boston,  Massachusetts. 

WRITE  TO  BOX  2639. 
EDITOR  &  PUBLISHER 


_ Composing  Room 

LINOTYPES  and  Intertypes,  Models 
5,  8,  14,  26,  Intertypes  B — C — CSM, 
thoroughly  rebuilt,  also  many  good 
used  machines  available  attractively 
priced.  Eight  page  Goss  Comet.  North¬ 
ern  Machine  Works,  323  North  Fourth 
St.,  Philadelphia  6,  Pennsylvania. 


H  '‘L.  *■'  Press  Room _ 

•lew  5  ork  3,  N.  A.  ,  — 

ig  7-1740  .  ^ 

Used  Presses 

F^PFim’^tlRS  *  SINCE  newspapers 

ESS  ERKt-lORS  repla.ing  presses  with  new  G0» 

ving-Krecting  ,>,.ially  have  a  pl  M 

ttionw  ide  used  presses  availabie  or  which  mij 

'>«  available  soon,  for  newspsperi  oi 
Service  ★  „  . 

^32'  L^mi*flat'bed  ★  engineers  can  “daPt  i«k 

^  equipment  to  your  specific  necdi- 
rage  Complete  ^  CORKESPONDENCE  invited. 

Sun  Valley,  Calif.  -ri  ir 

5-0610  I  He 

_  PRINTING  PRESS  CO;  ^ 

-  I  535  S  Piiiilina  St.  Chicago.  Illinoa 

md  Sl'PPIJES  ' 

8  PAGE  Goss  Cox-o-type, 
two  years  old  in  perfect  <^“{"‘‘*’,3 
Owners  changing  to  rotary.  Lof*’ 

>1  PTP  Philadelphia.  .Mso  * 

Hammond  Easykaster.  Box  2o01,  t 

iOMPOSITION  tor  &  Piiblishej;. _ _ _ - 

NT 

3  B  .n,,  ,  REBUI^LT  KELLY 

all  with  electric  SPECI.VL  B 

COMPLETE  with  standard  accesSsonO. 
ting  box.  motor,  rollers,  2  chases. 

delivery.  Serial  number  above  MO  ■ 

ikeiip  tables.  Excellent  condition.  Too  big  for 

)OD  CONDITION  Box  2605,  Editor  &  Publisher 

4  DECK  GOSS  PRESS 

CAPACITY  32  pages  straight— M  « 
lect.  4  plate  wide,  2  folder.^  lo  j 
AC  drive,  2I/3’’  sheet  ‘■'••'O"- .rjaer. 
spare  parts  including  extra  c> 
Excellent  condition.  Can 
power.  Bargain.  Contact  I"*’'"' j 
paper  Supply  Co.,  422  W.  8th,  Ksnsis 
City  5,  Missouri. _ 

DUPLEX  8-PAGE  Flat  bed  P««- 
Double-action.  Replaced  by  ro 
Must  move  immediately.  Times  -'s 
papers,  Inc.,  8033  Frankford  A”- 
Philadelphia  36,  Pennsylvania. 

EDITOR  <5.  PUBLISHER  for  June  27,  1953 
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MACHINERY  and  SUPPLIES 
Press  Room 


METROPOLITAX  HEAVY  DUTY 
NEWSPAPER  PRESS 

4  UNIT  Duplex  with  Color  Cylinder. 
Capsfity  32  paires  straight,  64  collect 
— 32.000  per  hour. 

Double  Folder:  22J^  cut  off. 
Complete  with  Spare  Parts,  Motors. 
Spare  .\riiiatures.  Control  Panel, 
Blankets  and  Rubber  Rollers. 

Acrompanyins  equii)nient: 

2  STANDARD  Cutler-Hammer  Con¬ 
veyors  with  delivery  tables. 

1  PONY  Autoplate  with  Wood  Metal 
Pump. 

1  8.700-11).  Goss  Metal  Furnace. 

9  5-K.W.  G/E  Metal  Immersion 
Units:  Automatic  Control  Panel. 

1  M.AT  Scorcher. 

2  INK  Pumps  and  Equipment. 

1  SINGLE  Crawford  Wrappini;  Ma¬ 
chine. 

THIS  press  is  ready  to  run:  is  in  A-1 
operatinK  condition.  Included  are  extra 
(tears,  busbinca,  all  necessary  electri¬ 
cal  push  button  stations,  web  break 
detectors,  roll  spindles  and  sprint;  roll 
tension.  Low  price  for  the  complete 
job  as  it  stands,  in  our  Press  Room. 
Or  will  sell  as  a  three  units  and  double 
folder  press  and  fourth  unit  sepa¬ 
rately. 

MR.  DETWILER 
Lancaster  Newspapers,  Inc. 
Telephone  o251  Lancaster,  Pa. 


SCOTT  24-Paf;e  Press,  color  cylinder, 
AO  drive,  all  stereotype  equipment. 

GEORGE  C.  OXFORJ) 

P.O.  Box  903  Boise,  Idaho 


4  UNIT  SCOTT  PRESS 

No.  3125.  Capacity  32  pages  straight 
— 64  collect.  4  plate  wide,  2  double 
folders,  two  60  HP  motors,  22>^'' 
sheet  cutoff.  .\-l  operating  condition. 
Available  now.  Contact  Inland  News¬ 
paper  Supply  Co.,  422  W.  8th,  Kansas 
City  5.  Missouri. 


PRESS  ROOM 

ONE  FIVE  UNIT  MEZZANINE 
TYPE 

SCOTT  PRESS 

Excellent  Condition 
22H"  Cutoff 
Complete  Color  Unit 
Under  Fed.  Substructure  height 
Will  accommodate  reels.  Conveyor 
included. 

Can  ^  seen  in  operation  by 
prior  appointment  only 

RIOHARDSON-SOVDE  CO..  INC. 

503-5  Fourth  Avenue  So. 
MINNEAPOLIS  15.  MINNESOTA 
BR-1115 


Stereotype _ 

DUPLEX  Heavy  Duty  Dry  Mat  Roller, 
full  newspaper  size,  in  good  running 
condition,  220-440  AC  motor  and  con¬ 
trols,  can  be  seen  running.  The  Mat- 
tia  Press,  91  Terry  Street,  Belleville 
9^New  Jersey,  PLymouth  9  0600. 


Monorail  saw  and  trimmer.  Goss 
screw  flat  shaver,  Westrott  & 
Thomson  vaenum  flat  caster,  Wesel  jie* 
and  drill  and  Hoe  donb1e*cooled 
curved  castinjc  mold,  22^''. 

,,  John  Orifliths  Co..  Tnc., 
n  W ,  42nd  St..  New  York  City,  N.  Y. 
GOSS  SHAVER  Model  72 -D,  serial  No. 
n  n  Excellent  mechanical  condition. 
•  *  nold-down  for  shell  case  shav 
nf,’  „  knife.  Arkansas  Gazette, 
"■O.  Box  110,  Little  Rock,  Arkansas 


130  ALUMINUM  autoplate  chases  98 
pi';a  4  points  wide  x  135  pica  6 
points  long. 

170  STEEL  autoplate  chases  98  pica 
4  pomts  wide  x  135  pica  6  points 
long. 


MACHINERY  and  SUPPLIES 
Press  Room 


•  • 

6  UNIT  HOE 

PRESS  NO.  2.350 — 2.551 
Steel  Cylinders,  roller  bearings. 

Extra  color  cylinder,  21'A", 

Double  folders  and  conveyors, 

.VC  Drives  and  comjilete  Stereo. 

AVAILABLE  JULY  4 
Located  Harisburg  (Pa.)  Patriot-News. 

•  • 

6  UNIT  HOE 

PRESS — NO.  2.595 
Vertical  Type  Units — cut-off. 
Double  Folders — Single  Conveyors. 
Steel  Cylinders — ^Roller  Bearings. 

Out  of  Washington  (D.  C.)  Times 
Herald. 


4  UNIT  HOE 

PRESS — NO.  2804 
Vertical  Type  Units — 224i"  ent-oflf. 
Double  Former — Single  Folder  and 
Conveyor. 

Steel  Cylinder — Roller  Bearings. — AC. 
3  Arm  Reels.  Tensions  and  Pasters. 
Located  at  Philadelphia  (Pa.)  Record. 


4  UNIT  HOE 

PRESS  NO.  2283 

Double  Folder— ©alloon  Former* — 
23-9/16". 

Substructure  with  Reels  and  Tensions. 
Steel  Cylinders — Roller  Be>arinffs — DC. 
Out  of  the  Cleveland  (Ohio)  News. 


3  UNIT  HOE 

PRESS — NO.  2148 

Z  Type  Units — ^Double  Folder — 22^**. 
Steel  Cylinders — Roller  Bearings. 

On  Substructure  with  3  arm  Reels. 
Out  of  New  York  (N.  Y.)  Times. 

•  • 

3  DECK  GOSS 

End  feed — 2244 — •■kC  motor — 

Double  Folder — conveyor. 

Located  Roanoke  (Va.)  Times-World. 
Available  immediately. 

•  • 

4  DECK  GOSS 

Single  width  23-9/16” — 'DC. 

Complete  stereotype. 

Located  Cleveland,  Ohio. 

•  • 

20  PAGE 

DUPLEX  TUBULAR 

1  to  1  Model— vAC  2  Motor  Drive. 
Complete  stereo — Available  August. 
Located  Sarnia  (Ontario)  Observer. 


8  PAGE  DUPLEX  FLATBED 

Model  All  —  2  way  printer  —  AC. 
Complete  Set  Chases,  New  Rollers. 
Blankets.  Delivered  and  installed. 
Located  Syracuse,  N.  Y'. 

Available  Immediately. 


BEN  SHULMAN  ASSOCIATES 
500  Fifth  Ave.,  New  York  36 
BRyant  9-1  132 


MODERN  HOE  NEWtSPAPER  PRESS 
12  Su|>er  Speed  unit.  Capable  produc¬ 
ing  96  j)ages.  With  4  folders,  modern 
high  speed  stereotype  equipment. 
23-9/16"  cut-off.  Can  also  sell  as  72 
or  48  page  press.  Dismantled  and 
ready  for  immediate  shipment.  Inspec¬ 
tion  invited.  Broker,  Box  2000,  Editor 
&  Piihlisher. 

_ Wanted  to  Buy 

BALLOON  FORMER,  or  Pair  of  Bal¬ 
loon  formers;  any  make  press:  COMP¬ 
TON  PRINTING  CO.,  1029  W.  Wash¬ 
ington,  Los  Angeles,  California. 


MACHINERY  and  SUPPLIES 
_ Wanted  to  Buy _ 


NEWISPAPBR  PRESSES 
COMPOSING  ROOM  EQUIPMENT 
COMPLETE  PLANTS 

BEN  SHULMAN  ASSOCIATES 

500  Fifth  Avenue,  New  York  36,  N.  Y. 


W.VXTED:  2  paper  conveyors  Cutler- 
Hammer  pipe  construction,  give  de¬ 
tails.  Metal  pot  of  32"  or  36"  diam- 
eter,  George  C.  Oxford,  Boise,  Idaho. 

WANTED  16  to  24  page  tubular  press 
in  good  condition.  The  Post-Dispatch, 
Pittsburg,  California. _ 

HEAVY  DUTY  full  page  Mat  Roller, 
any  make  Also  curved  casting  box, 
double  cooled,  for  2244”  plates. 
Broker,  Box  1001,  Editor  &  Publisher. 

WANTED — Died  rotary  Preaa,  24  or 
32  page;  all  atereotyping  equipment 
needed  except  mat  roller.  Box  2300, 
Editor  t  Publiiher. _ 

MODEL  31  LINOTYPE 
or  similar. 

:  2.543,  Editor  A  Publisher 

M.VT  ROLLER — -good  condition,  with 
220  AC  motor,  floating  roller,  10  inch¬ 
es  in  diameter  or  less.  Roller  adjust¬ 
able  to  '.-4 -inch  higher  than  type  high. 
Please  tell  where  mat  roller  can  be 
.seen  in  operation.  Give  make  and  se¬ 
rial  number.  Free  Press,  Burlington, 
Vermont. 


HELP  wanted 
Administrative 


BUSINESS  MANAGER 

For 

SOUTHE.VSTEKN  DAILY  AND 
SUNDAY 
50.000  Circulation 

Submit ; 

Complete  History  of 
Experience,  etc. 

Box  2641,  EDITOR  &  PUBLISHER 


Circulation 


AN  EXPERIENCED  circulation  man 
tor  tupervisory  work  in  State  and  ru¬ 
ral  areas.  Should  be  qnalifled  to  super¬ 
vise  efficiently  and  productively  junior 
and  adult  operations.  Only  applicants 
from  Southern  ststes  acceptable.  Will 
pay  to  $100  weekly  plus  expenses  with 
bonuses  and  other  employee  benefits, 
depending  upon  qualifications.  Rapid 
advancement  is  possible.  Permanency 
assured  good  man.  Give  full  informa¬ 
tion  first  letter.  Strictly  confidential 
handling.  Apply  Box  2406,  Editor  ft 
Publisher. 


ASSISTANT  CIRCULATION  MAN¬ 
AGER.  Must  be  thoroughly  experi¬ 
enced  in  all  phases  of  circulation  work, 
strong  on  home  delivery.  Clean  col¬ 
lege  town  in  scenic  upstate  New  York. 
Please  furnish  full  details  in  confi¬ 
dence.  Box  2529,  Editor  ft  Publisher. 

•MANAGER— Capable  of  supervising 
all  phases  of  change-over  from  weekly 
to  daily.  Apply  to  Jack  Smyth,  State 
.Yews,  Dover,  Delaware. _ 

CIRCULATION  MANAGER  thorough¬ 
ly  experienced  with  proven  successful 
record  to  direct  good  newspaper.  Good 
salary  and  commission  allows  right 
man  to  name  own  salary.  Enclose 
complete  information  in  first  letter. 
Delta  Democrat-Times,  Greenville,  Mis- 
<issippL _ 

WANTED— Man  with  promotion  and 
solicitation  experience  to  help  build 
daily  circulation  in  Colorado's  lovely 
San  Juan  Basin.  Durango  Herald- 
News.  Dnrango,  Colorado. 


Classified  Advertising 

CLASSIFIED  SALESMAN 

G(M)D  OPPORTUNITY  for  man  with 
newspaper  advertising  background; 
fast  growing  publication  in  Miami 
with  all  advantages  of  perfect  year- 
round  climate,  and  excellent  living 
conditions.  Wire  background  and  sal¬ 
ary  desired  to  R.  C.  O'Donnell.  Miami 
Daily  News,  Miami,  Florida. 


Purchasing  Dept. 
Chicago  'Tribune 
Chicago  11,  Illinois 


editor  &  PUBLISHER  for  June  27, 


HELP  WANTED 
Classified  Advertising 


CLASSIFIED  MANAGER,  man  or 
woman,  to  take  complete  charge  de¬ 
partment  on  a  16,000  circulation  daily. 
Complete  information  first  letter, 
please,  .\pply  Keith  Emenegger,  Ad¬ 
vertising  Director,  Star  Free  Press, 
Ventura.  California. _ 


CL<VSSIFIED  SALESMEN 
AND  PHONE  ROOM  GIRLS 

THE  CH.IC.VGO  SUN-TIMES  will  wel¬ 
come  applications  from  aggressive, 
sales-minded  young  men  and  women 
with  classified  advertising  experience 
who  are  eqiitV  to  the  challenge  of 
strong  competition  in  the  Nation’s 
number  2  market.  Future  in  display 
advertising  is  assured  men  who  dem¬ 
onstrate  ability  to  handle  running  ac¬ 
counts  and  develop  new  business.  Good 
starting  salary  plus  bonus  for  new 
and  renewed  contracts.  Write  L.  F. 
Forrest,  .\ssistant  Classified  Manager, 
Cbicago  6,  Illinois. _ 


THIS  IS  FOR  YOU 

JOB  OPEN  for  Classified  Managsr  on 
12.000  A.B.C.  daily.  Ideal  situation 
for  experienced,  young,  aggressive, 
sales  and  layout  man  with  strong 
leadership  ability.  This  is  that  BIG 
oi)portunity  for  the  man  that  is  sty¬ 
mied  on  his  jtD-sent  job.  Car  essential. 
Excellent  future.  Air  Mail  complete 
information  in  first  letter,  present 
earnings,  references,  availability  to 
Business  Manager,  Valley  Evening 
Monitor,  Mc.kllen,  Texas. 


TELF/PHONE 

SUPERVISOR 

Outstanding  opportunity  for  either 
woman  or  man  with  experience  >“  I"'* 
field ;  must  assume  full  charge  of  hard- 
selling,  highly  competitive  operation: 
ability  to  organize  and  train  t^epbon« 
(lersonnel,  daily  newspaper  in  l^ge 
southern  city.  Write  full  details.  Box 
2640,  Editor  &  Publisher. _ 


TOP  PAY 

FOR  TOP  PERIX)RM.VNCE 

CLASSIFIED  SALESMAN 
OR  WOMAN 

,.,VKGE  Metropolitan  daily  in  Chart 
irea  2  (outside  of  New  \ork  City), 
as  two  excellent  openings  in  automo- 
ive  and  real  estate  for  experts  on 
mtside  sales  and  Classified  Display, 
ictive  accounts — new  business. 
—commission — car  ®  *5^ 

veek.  Write  fully  to  P.O.  Box  43. 
Planetarium  Station,  N.  Y.  24,  i. 


Dbplay  Advertisiiit 


>PENINQ  FOR  DISPLAY  ADVER¬ 
TISING  EXECUTIVE.  Long  estab- 
ished  daily  in  Ohio  is  creating  a  new 
lozition  and  will  have  through  promo 
;ion  an  opening  toon  for  an  executive 
n  its  display  advertising  department. 
Vppllcant  should  be  between  30  to  40 
;eart  of  age  and  should  be  experienced 
n  writing  copy,  making  layouts,  eerv- 
cing  accounts,  selling  and  in  directing 
'ellow  staff  members.  Excellent  op- 
>ortunity  for  advancement. 

>rovide  complete  information,  includ* 
ng  family.  Box  2431,  Editor  ft  Pnb- 
iiher. 


ADVERTISING  SOLICITOR  with  car. 
Sxperience  and  above-average  layouts 
■saential.  Prefer  Chart  Area  9  or  10 
>ackground.  Salary,  bonus,  commia- 
liou  average  $90  to  $125.  Confidential, 
lend  layout  sample  to  E.  A.  Martin, 
Amarillo,  Texas,  News  ft  Globe-Times. 


>UE  TO  EXPANSION  of  retail  ad- 
ertising  department.  West  Virginia’s 
argest  daily  needs  three  thoroughly 
lessoned,  promotionally  mindjed  men 
vith  proven  ability  and  experience  to 
NITI.ATE,  WHITE,  LAYOUT  and 
4ELL  against  competition.  Backed  by 
nedinm  that  leads  in  circulation  and 
ill  advertising  brackets.  Salary  com- 
nensurate  with  ability,  plus  commis- 
lion ;  insurance  and  retirement.  Pleaa- 
int  working  conditions.  Ambitious 
op-flighters  can  set  their  own  goal. 
Seniority  only  on  ability.  Give  com- 
ilete  background,  accomplishments, 
■eferencea  in  first  letter  to  John  L. 
-lunt.  Manager  Retail  Advertising,  The 
Charleston  (West  Virginia)  Gazette. 
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HELP  WANTED 


_ Display  Advertising 


INAUGURATING  Permanent  Promo¬ 
tional  Sales,  special  pages,  extra  ac¬ 
counts  in  virgin  metropolitan  field. 
ABC  weeklies,  modern  plant.  Top 
salesman  will  work  directly  with  pub¬ 
lisher  to  expand  all  promotional  work 
assisting  under-staffed  display  depart¬ 
ment  which  also  can  use  good  man. 
Write  Detroit  Suburban  Newspaper, 
nao.-i  Lahser,  Detroit  IS,  Michigan. 


ADVERTISING  SPACE  SALESMAN 
FOR  a  well-known  foreign  language 
daily  in  Chart  Area  2.  Man  with  prov¬ 
en  record  can  become  advertising  man¬ 
ager.  Experienced  in  foreign  language 
market  helpful  but  not  essential,  good 
starting  salary,  bonus  and  commission. 
Write  fully  to  Box  2438,  Editor  & 
Publisher. 


SYNDICATE  SALESMEN 


I  WANT  MEN  with  newspaper  and 
display  sales  experience  to  sell  Ad- 
Features  Comic  Advertising  Service  to 
weekly  newspapers  and  local  sponsors 
in  all  sections  of  the  U.S.  and  Canada. 
Exclusive  territories  granted.  Be  your 
own  boss  and  earn  $20,000  annually 
and  morel  This  is  a  bonafide  offer  to 
go-getters.  Write  for  full  details.  Mail 
information  —  your  experience  and 
availability  to: 


Charlie  Plumb,  General  Manager 
AD-FEATURES  SYNDICATE 
312  General  American  Building 
San  Antonio  5,  Texas 


HELP  WANTED 


Display  Advertising 


DISPLAY  SALESMAN  for  quality 
New  Jersey  Weekly  group;  experienc¬ 
ed  only;  Man  or  woman  who  can 
SELL.  Mr.  Glaser,  Spokesman  Pub¬ 
lishing  Co.,  New  Brunswick,  N.  J. 


CAPABLE  young  man  to  head  Adver¬ 
tising  department  of  new  daily  paper 
in  L^t  growing  state  capital.  Give  full 
details  in  reply  to  W.  R.  Smith,  State 
News,  Dover,  Delaware. 


EXPERIENCED  advertising  salesman 
for  daily  in  attractive  New  England 
town  of  40,000.  Well  rounded  experi¬ 
ence  in  sales,  copy  and  layout  on  all 
types  of  accounts  necessary.  Write 
fully,  including  present  earnings,  to 
Box  2602,  Editor  &  Publisher. 


ADVERTISING  STAFFMAN,  mini¬ 
mum  six  ^ears  experience  for  perma¬ 
nent  position  growing  staff.  References 
required.  Salary  $90  plus  commission, 
total  better  than  $110  week.  Also, 
need  trainee.  Delta  Democrat  Times, 
Greenville,  Mississippi. 


REPORTERS  AND  EDITORIAL 
DEPARTMENT  WORKERS 
ATTENTION 


IP  YOU  KNOW  any  te'letypesetter 
operators  who  are  looking  for  a  change, 
please  call  their  attention  to  this  ad: 


ADVERTISING  SALESMEN  —  Grow- 
mg  Western  Pennsylvania  daily  (20,- 
000)  needs  several  exi>erienced  sales 
and  layout  men.  Unlimited  potential  in 
^i^J-ly  iudustrialized  area.  Good  salary 
and  l>onus  for  producers.  Write  for 
interview,  Business  Manager.  Beaver 
Valley  Times,  Beaver,  Pennsylvania. 
AJ>VERTISING  SALESMAN  wanted 
for  Northern  Oklahoma  daily.  Situation 
now  open  to  good  man.  Paying  guar¬ 
anteed  salary  plus  liberal  commission 
on  sales  increases.  Plenty  of  r<K»m  for 
individual  growth  and  expansion.  An¬ 
nual  paid  vacation,  hospitalization 
plan,  congenial  staff  and  co-workers. 
Fine  schools  and  churches;  plenty  of 
recreation.  Work  an  average  of  5  days 
each  week,  town  ripe  for  good  man 
who  can  talk  and  sell  advertising.  Ap¬ 
ply  Russ  Quinn,  Retail  Advertising 
Manager,  Journal-Tribune,  Blackwell, 
Oklahoma. 


COPYWRITER’ S  OPPORTUNITY : 
Versatile  writer  with  agricultural  ex¬ 
perience  preferred.  Persuasive,  ethical 
copy  for  advertising  sales  literature, 
bulletins,  external  house  organs.  A 
good  job  in  the_  Advertising  Depart¬ 
ment  of  a  nationally-known  adver¬ 
tiser.  Pleasant  Midwestern  loca¬ 
tion.  Unusual  Company  benefits 
for  you  and  your  family.  Give  details 
of  your  background,  education,  family 
statns  and  salary  requirements.  Box 
2603,  Editor  &  Publisher. 


LAYOUT  MAN 

NEWSPAPER  experience.  Must  be 
able  to  prepare  finished  comprehen- 
sives;  good  opportunity;  exceptional 
living  conditions.  Wire  background  and 
salary  desired  to  R.  C.  O’Donnell, 
Miami  Daily  News,  Miami.  Florida. 


OPPORTUNITY  NOW  for  another 
Advertising  Salesman  who  has  mer¬ 
chandising  sense  and  ability  to  con¬ 
struct  layouts  that  SELL.  Sales  tools 
include  a  big  City  and  Trade  Zone  cir¬ 
culation  leadership  plus  free  art,  photo 
and  engraving  services  on  ads.  Wichita 
population  200,000  in  one  of  fastest 
growing  markets.  Staff  friendly,  co¬ 
operative.  Car  essential.  Send  back¬ 
ground,  and  references,  attention  S.  T. 
Sandberg,  Retail  Advertising  Manager, 
THE  WICHITA  EAGLE,  Inc.,  Wichita, 
Kansas. 


WANTED  —  EXPERT 
TELETYPESEHER 
OPERATORS  (Female) 


PGR  WORK  in  Southern  Cal¬ 
ifornia  on  medium-size  daily. 
Must  be  able  to  maintain 
apeed  of  400  lines  per  hour 
or  better.  Excellent  pay  on 
graduated  icale  based  on  pro¬ 
duction  rate.  Best  working 
conditions,  inelnding:  open 
shop;  37 H  boar  work -week; 
free  health  insnrance;  lunch¬ 
es  at  coat;  new,  air-condi¬ 
tioned  plant;  credit  nnion, 
etc. 


Address  application  to; 

Mr.  Norman  Johnson 
Teletypesetter  Foreman 
The  Sun-Telegram 
San  Bernardino,  California 


DESK  ASSISTANT,  man  or  woman, 
afternoon  and  Sunday.  College  town. 
Chart  Area  9.  Midwest  or  Southwest 
background  or  experience  essential. 
$75-$80.  Give  full  details,  references, 
earnings.  Write  Box  2541,  Editor  & 
Publisher. 


DESK  ASSISTANT  with  abiUty  to 
take  on  responsibility  of  makeup  and 
rewriting  wanted  by  weekly  trade 
magazine  at  Chicago.  Write  fall  de¬ 
tails  of  experience,  references,  salary 
desired  to;  Box  2500,  Editor  &  Pub¬ 
lisher. 


HELP  WANTED 


ALL  around  newsman  for  amall  daily. 
Apply  to  Jack  Smyth,  State  News, 
Dover,  Delaware. 


ASSISTANT  woman’s  editor  wanted 
for  morning  paper  with  staff  of  four. 
Please  submit  samples  of  writing,  ref¬ 
erences  and  salary  wanted.  Box  2623, 
Editor  &  Publisher. 


EDITOR,  for  Detroit  television  maga¬ 
zine.  Should  be  able  to  initiate,  write, 
lay  out  and  proofread  articles  about 
Detroit  TV  shows.  Other  responsible 
duties.  Should  have  been  watching 
television  for  at  least  two  years.  Good 
future  with  large  publishing  organiza¬ 
tion.  Box  2600,  Editor  &  Publisher. 


REPORTER,  can  be  beginner,  for  gen¬ 
eral,  diversified  assignments.  After¬ 
noon  daily,  9,700  oirculation.  Write 
background,  wages  expected,  when 
available,  to  Manager,  Ledger,  Canton, 
Illinois. 


SMALL,  progressive  daily  has  open¬ 
ing  for  first-class  reporter,  preferably 
combination  reporter  -  photographer. 
Must  be  able  to  handle  all  phases  edi¬ 
torial  department.  Prefer  man  now 
working.  Excellent  opportunity  for 
man  who  doesn’t  mind  work.  Auto 
necessary.  Furnish  references,  experi¬ 
ence.  The  Daily  Record,  Dunn,  N.  C. 


SOCIAL  NEWS  and  general  reporter 
Vermont  daily  in  resort  and  education¬ 
al  center.  College  degree  and  writing 
aptitude.  Box  2601,  Editor  &  Pub¬ 
lisher. 


TOP  REPORTER  wanted  by  inter- 
mountain  newspaper  combination. 
Must  be  experienced  and  have  refer¬ 
ences.  Box  2621,  Editor  &  Publisher. 


WANTED— CAPABLE  NEWSMAN 
TO  take  charge  of  Editorial  and  news 
departments  of  English-language  news¬ 
paper  in  South  America.  Must  speak 
Spanish  and  preferably  have  had  Latin- 
American  experience.  Must  be  re¬ 
sourceful,  energetic,  capable  of  putting 
out  an  interesting  paper.  For  right 
man  there  would  be  a  good  salary  plus 
the  possibility  of  buying  into  paper 
at  a  later  date  if  wished.  Box  2604, 
Editor  &  Publisher.  _ 


WANTED — immediately,  young  jour¬ 
nalist  with  good  voice  to  report  and 
edit  local  news  for  radio  station.  Ex¬ 
perience  unnecessary.  Include  refer¬ 
ences  with  application.  W.  S  L  B, 
Ogdensburg,  New  York. _ 


WESTERN  MORNING  newspaper  has 
opening  for  sharp  editorial  executive 
to  take  full  charge  of  night  desk  oper¬ 
ations  and  be  responsible  for  finished 
product.  No  job  for  anyone  but  an 
experienced  man  who  knows  how  to 
put  a  paper  together  and  get  it  done 
on  time.  Must  be  sober,  responsible, 
experienced  and  have  good  references. 
Box  2622,  Editor  &  Publisher. _ 


Promotion — ^Public  RclatioH 


NEWS  EDITOR  for  morning  daily  in 
Midwest;  one  of  best;  aggressive, 
growing;  excellent  circulation;  city  of 
15,000;  fine  opportunity  for  energetic, 
well-trained  man  seeking  permanent 
position.  Write  all  first  letter.  Box 
2.521,  Editor  &  Publisher. 


PROMOTION 

MANAGER 


PHOTOGRAPHER  FOR  SoitSJ 
daily.  Must  be  experienced,  ovs  q 
No  equipment  necessary.  Write  gin 
background  and  necessary  salary,  b 
2619,  Editor  &  Publisher. 


ASSISTANT  EDITOR 


WOMAN  WANTED  AS  Assistant  on 
employee  newspaper  in  large  midwest- 
ern  corporation. 

Industrial  editing  or  reporting  expe¬ 
rience  required. 

College  graduate,  preferably  AB  in 
journalism. 


LINOTYPE  OPERA’TOB,  experiw^ 
on  No.  14  ad  machine,  some  floor  vet 
Nights,  40  hours,  $1.76  per  km; 
Write  South  bridge  Evening  Hnv 
Southbridge,  Massachusetts. 


REPORTER  for  general  assignment 
some  desk  work.  Can  use  beginner 
with  qualifications.  Please  state  ap¬ 
proximate  salary  desired.  The  Ken¬ 
tucky  New  Era.  Hopkinsville,  Ky. 


'TTS  Operator,  New  York  City  Uq 
tion.  Top  pay.  Box  2528,  Eiuter  t 
Publisher. 


WANTED  Advertising  man  to  work  on 
live,  long-stablished  daily  newspaper  in 
South  Texas  (150  miles  south  of  San 
Antonio)  .  .  .  one  experienced  in  the 
preparation  of  department  store  and 
specialty  store  copy  and  layouts.  Write 
giving  full  details  as  to  experience, 
salary  requirements,  references,  etc. 
Laredo  is  a  city  of  over  55,000  popu¬ 
lation  (with  an  additional  60,000  resi¬ 
dents  in  the  twin  city  of  Nuevo  Lar¬ 
edo,  Mexico).  Delightful  all  year  round 
climate,  with  cool  evenings  in  the  sum¬ 
mer.  Address  Hal  C.  Hiller,  The  Lare¬ 
do  Times,  Laredo,  Texas. 


BOX  2606,  EDITOR  &  PUBLISHER 


WANTED — ^Reporter  with  experience 
to  work  for  Eastern  daily  of  11,000 
circulation.  State  qualifications  and 
salary  expected.  Recommendations  re¬ 
quired.  Box  2502,  Editor  &  Publisher. 


ADVERTISING  PROMOTION  MAN 
see  our  ad 
on  Page  54. 


WANTED  —  one  joarneymia 
Web  pressman  in  central  Mi¬ 
chigan  indnatrial  town.  Ei. 
cellent  working  eonditiom. 
5  day,  40  hour  week.  Day 
scale  ^2.24.  Goss  and  Scott 
presses  with  reels.  Hospitali¬ 
zation  and  Life  insnrance. 
Give  full  information.  Reply 
Box  2504,  Editor  & 
lisher. 


SEVEN  > 
idvertisin 
Deiire  op 
000.  A  Cl 
handling 
relations, 
Prefer  W 
Quiries.  1 


LINOTYPE  OPERATOR  for  one  W 
Connecticut’s  leading  weeklies.  Per 
manent  full-time  work.  East  Harthii 
Gazette,  East  Hartford,  Connecticit. 


PRODUCTION  MANAGER  for  laili 
city  morning-evening-Sunday  combiit' 
tion  who  has  experience  to  handle  ^ 
phases  of  production  including  inpet- 
vision  of  all  mechanical  departmeiU 
and  responsibility  for  their  perfom- 
ance  and  costs.  Only  experienced  nua 
with  background  and  references  viO 
be  considered.  Box  2620,  Editor  t 
Publisher. 


WANTED:  Straight  matter  Linotype 
operator,  for  high  plains  daily,  eircila- 
tion  approximately  12,000  (Tvelre 
thousand)  call  or  write  Sam  R.  Dole, 
Borger  News  Herald,  Borger,  Tesxi. 


WRITERS’  SERVICES 


WRI’imsi— TV  MINDED!  Yon  is 
not  have  to  be  a  televiaion  writsi  ts 
write  for  TV.  Outline,  plot,  or  syaopsa 
will  luffice.  Write  for  terms — TODill 
Mead  Agency,  419— 4th  Avenna,  Ns* 
York  16,  New  York. 


SITUATIONS  WANTED 


IT  PAYS  IN  PROFITS,  itability  sad 
personal  satisfaction  to  improve  yw 
daily  newspaper  ...  as  a  news  p™' 
net,  in  buainees  initiative  and  pnobe 
service.  Publisher-editor  with  consili¬ 
ent  record  of  financial  and  technusl 
success  available  for  general  msnsw- 
ment,  editorship  or  as  consultsnl.  la- 
quiries  treated  in  strictest  confldeaM. 
Box  2516,  Editor  &  Publisher, 


WE  want  a  man  thoroughly  experi¬ 
enced  in  promotion  work  for  an  nn- 
usually  popular,  long-established  na¬ 
tional  monthly  magazine — present  cir¬ 
culation  over  300,000.  Now  planning 
large  expansion  program  in  new  mar¬ 
ket. 

HERE  is  the  opportunity  for  a  man 
of  initiative.  To  such  a  man  would  he 
given  an  opportunity  to  set  himself 
up  in  a  permanent  position. 

'PLEASE  WRITE  in  confidence  giv¬ 
ing  full  details,  background,  experi¬ 
ence  and  salary  desired  to  start.  Ad¬ 
dress  Box  2505,  Editor  &  Fnblisher. 


PUBLISHER’S  ASSISTANT.  Eien- 
tive,  42,  excellent  health,  nice  family, 
Southern  background,  ex-army  oBcer. 
Sober,  aggressive.  Good  public  wls- 
tions,  personnel,  finance,  **•*•;,, V 
years  with  one  company.  Box  251». 
Editor  &  Publisher. 


heavy  experience  Layout,  lettenw 
Design,  Production,  Color,  Type, 
brush.  Sales  Promotion.  Box  2624, 
Editor  Sc  Publisher. 


WANTED  young  man  as  reporter,  gen¬ 
eral  news,  some  sports,  and  as  assist¬ 
ant  to  editor,  large  Ohio  weekly,  fine 
opportnnity,  top  wages,  good  town, 
permanent.  Journalism  degree  a  help. 

WILLARD  TIMES 
Willard,  Ohio 


MAN,  executive-type,  aggressive,  sis- 
cere,  top  sales  record,  prMcntly  «“• 
ployed,  wants  higher  potential ;  ov«  J* 
years’  experience.  Prefer 
metropolitan  area.  Box  2635,  Editor 
&  Publisher. 


WANTED:  Photo-Engraver,  50,000  - r, _ 

daily.  Chart  Area  #6,  has  immediate  _ COrresponacnis - 

opening  for  experienced  man  capable 

of  operating  one-man  shop.  Good  sal-  NATION ALLY-by lined  foreign  corn 
ary,  strictly  day  work.  Union  mem-  spondent  returning  to  Western 


bership  not  required.  Sickness,  hos-  can  accept  additional  assignments.  Box 
pital  and  savings  plans.  Write  Box  2638,  Editor  Sc  Publisher. 


2642,  Editor  &  Publisher. 
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I  snUATIONS  WANTED 

r  Display  Advertising 

AD  MANAGER — Seasoned.  Genuine 
executive  ability.  Personable,  capable, 
reliable.  39  years  old,  married.  Small 
or  medium  daily.  Box  2536,  Editor  & 
Publisher, _ 

.VATIONAIj  ad  manager 
AVAILABLE 

SEVEN  years’  experience  in  display 
idvertisin?,  two  as  national  manager. 
Desire  opportunity  on  paper  over  60,- 
000.  A  consistent  linage  booster  now 
hsndling  a  million  linee  plus.  Public 
relations,  makeup  and  sales  promotion. 
Prefer  West  Coast  but  invito  all  in- 
auiriea.  Box  2542,  Editor  &  Publisher. 

SELLING  INTEREST  in  5,600  ABC 
daily.  Looking  for  job.  Ad  manager  or 
Oeueral  manager,  offering  challenge 
and  opportunity.  15  years’  experience. 
Know  every  phase  newspaper  opera¬ 
tion,  including  job  work.  Will  locate 
only  where  good  schools  available, 
people  are  congenial.  Hard  worker,  good 
St  copy  and  layout,  have  ideas,  can 
sell.  Married,  3  children.  Excellent 
references.  Available  after  August  1. 
Box  2534.  Editor  &  Publisher. _ 


PUBLICITY,  ad  copy,  house  organ 
snd  printing  production — ^that’s  what 
I'd  like  to  handle  for  company,  small, 
medium  siicd.  Or  an  institution.  Pre¬ 
fer  Chart  .Vrea  1,  2.  College  grad,  30, 
with  following  experience:  first,  6 
months  sales;  next,  2  years  trade 
publication,  booklet  editing,  production 
with  some  advertising:  now  2  years 
dsily  newspaper  feature,  general  as¬ 
signment  writing,  some  desk.  Now  em¬ 
ployed.  Own  Graphic.  Box  2632,  Edi- 

tor  A  Publisher.  _ 

7  YEARS’  EXPERIENCE  selling,  or- 
gsniaing  and  promoting  daily  advertis¬ 
ing.  College  grad.  Married.  Desire  op¬ 
portunity  for  advancement  in  Midwest. 

Box  2611,  Editor  &  Publisher. _ 

WORKING  AD  MANAGER,  small  dai- 
ly  (south  preferred)— '15  years  linage 
building  record  as  top  staffer  competi¬ 
tive,  exclusive.  Superb  copy,  layout, 
lesdersliip,  development,  proinotion, 
ideas.  Salary  open,  opportunity  is  key. 
Family,  39,  available  short  notice. 
Write  Box  2637.  Editor  &  Publisher. 

_ Editorial 

EXPERIENCED  weekly  sports  editor, 
24.  Seeks  Daily  news  spot.  Vet,  single. 
College  graduate.  Will  travel.  Box 

2311,  Editor  A  Pabliaher. _ _ 

300,000  EASTERN  DAILY  News 
Editor,  20,  stymied  for  promotion. 
Wants  TOP  spot  any  place.  Permanent 
only.  Present  salary  $il25.  Box  3317, 

Editor  A  Publisher. _ 

CAPABLE  Deskman,  3^  years’  expe¬ 
rience  on  state,  copy,  wire  desks.  Jour- 
nslism  graduate,  26,  available  for  ^- 
terview  in  July  during  western  trip. 
Write  Box  2437,  Editor  &  Pnblisher. 
MAN  WITH  wide  experience  in  pub¬ 
lic  relations,  publishing  and  newspa- 

5er  work  seeks  responsible  writing 
ob.  Box  2420,  Editor  db  Pnblisher. 
REPORTER,  25,  seeks  summer  work. 
Vet,  5  years  daily,  weekly  experience 
U.S.,  overseas.  Owns  Rolleiflex;  will 
travel.  Box  2415,  Editor  A  Publisher. 

REPORTER-SPORTS  writer  wants 
to  settle  Chart  Area  $3  on  livewire 
daily;  four  years’  experience  In  all 
phases  editorial  room  work;  BA,  26, 
draft  exempt,  married.  Box  2428,  Edl- 
tor  A  Publisher. 

ALL-AROUND,  Long  experienced 
newsman.  Law  and  BA  degrees,  27, 
•ingle.  $75.  Box  2539,  Editor  &  Pub- 
lisher. 


AuL-AROUND  newsman,  college  de¬ 
cree,  age  30.  Now  employed  large  daily 
Mt  seeking  day  hours.  Box  2514, 
Editor  A  Publisher. 

EDITORIAL  WRI’TER 

TOP  EXPERIENCE.  Dissat¬ 
isfied  with  present  job.  Seeks 
position  with  independent, 
progressive  -  minded  newspa¬ 
per.  Highest  references.  BVU 
information  and  samples  up¬ 
on  request.  Box  2527,  Editor 
«  Publisher, 


editor  (S  publisher 


SITUATIONS  WANTED 
Editorial 


EXPERIENCED 
EDITOR  .  . .  REPORTER 

Broad  experience 
on  TOP  PUBLICATIONS 
in  two  trades. 

Currently  sssoeiate  editor 
On  New  York  City 
Trade  paper. 

Seeks  job  with  consumer 
or  trade  publication 
in  California. 

B.A.  history,  political  science.  World 
War  II  vet,  1953  car.  World  traveled, 
excellent  background,  references. 

BOX  2523,  EDITOR  &  PUBLISHER 


EDITOR,  M.A.,  Weekly,  house  organ 
experience,  expert  reviews,  rewrite, 
features,  seeks  job  house  organ  or 
trade  journal  New  York.  Box  2526, 

Editor  &  Pablieher. _ 

METROPOLITAN  reporting  job  want¬ 
ed  by  single  vet,  27,  j-grad,  4  years’ 
experience,  3  on  dailies.  Any  big  city 
but  must  be  legwork.  Present  desk 
job  boring  despite  good  pay.  Box  2511, 

Editor  &  Pnblisher. _ 

NEW  YORK  Reporter  enroute  Europe. 
Will  take  assignments.  Box  2544,  Edi¬ 
tor  &  Pub)i-her. 


REPORTER-DESKMAN,  five  years 
medium-sised  dailies,  bests,  general 
assignment,  state  desk,  copy  desk. 
Know  Graphic.  Vet,  27,  single.  Now  in 
Chart  Ares  11  but  will  travel.  Box 
2520,  Editor  &  Publisher. 

REPORTER,  features,  woman  wants 
change  to  paper  25,000  or  more.  Chart 
Areas  8,  9,  10,  Midwest  daily  four 
years,  journalism  school.  Use  speed 
graphic,  some  editing.  Box  2508,  Edi- 

tor  &  Publisher. _ 

REPORTER  -  REWRITE  MAN-DESK, 
with  20  years  all  city  bests,  draft 
exempt  veteran.  Single,  good  back¬ 
ground;  live  east  U.S.  Ready  on  short 
notice.  Please  state  salary.  Box  2509, 
Editor  &  Pnblisher. 


SMALL  CITY  REiPORTER,  2  years 
various  bests,  30,  single,  BS,  available 
now.  Chart  Areas  2,  3,  6.  Box  2532, 

Editor  &  Publisher. _ 

TOP  PLIGHT  Yonng  man,  draft  ex¬ 
empt,  major  in  Journalism  desires 
sports  reporter’s  job.  4  years  college 
experience,  will  travel.  Own  car.  Box 
2.545.  Editor  A  Pnbliaher. 


ALERT  newspaper  woman,  daily  and 
weekly  experience,  seeks  position. 
General  news,  society  and  women’s 
features;  radio  script,  secretarial  and 
financial  background.  Knows  make-up 
detail,  photo  seleetion.  Single,  free  to 
travel.  Intelligent,  sincere  and  capable 
worker.  Resume  with  references  avail¬ 
able.  Box  2618,  Editor  t  Pnhliaber. 
EDITOR-WRITER,  37,  making  $8,000 
in  corporation  public  relations,  finds 
it  dull,  would  prefer  small  daily  edi¬ 
tor,  managing  editor  spot  for  less. 
Thorough  newspaper  background.  Now 
in  Far  West.  Box  2609,  Editor  & 
Pnblisher. _ 

EDITOR,  18  years’  experience,  wants 
connection  with  small  daily  or  weekly, 
preferably  with  opportunity  to  buy 
in  later.  Sober,  dependable,  can  make 
live,  readable  paper.  Prefer  chart 
areas  10,  11,  or  12.  Box  2636,  Editor 

&  Publisher. _ 

EDITORIAL  ASSISTANT:  M.A.  Vet. 
Know  advertising  copy,  space  sales, 
details.  Follow-through.  Start  any¬ 
where  for  opportunity.  Relocate.  Box 

2616,  Editor  &  Publisher. _ 

EDITORS:  Hot  Summer  1  Need  Help! 
Journalism  student,  news  snd  Photo 
Editor  college  paper.  Graphic ;  will 
travel.  Box  26X5,  Editor  &  Publisher. 
EXPERIENCED  NEWSMAN,  award 
winner,  wants  job  on  large  Southern 
paper  as  feature  or  travel  writer.  Now 
employed  as  business  editor.  Box  2613, 
Editor  &  Publisher. 

for  June  27,  1953 


SITUATIONS  WANTED 
Editorial 


DEEP  DIGGING 
THOROUGH 

REPORTER-PHOTOGRAPHER 

Seeks  position  where  his  knowledge 
of  Europe  and  Middle  East  would  help 
produce  a  good  newspaper  or  radio 
news  program.  Widely  traveled.  29 
years  old,  married,  good  references 
for  proven  ability  in  U.SA.  and  Brit¬ 
ain.  College  graduate.  Speaks  fiuent 
German  and  Polish.  Advertising,  ra¬ 
dio  experience.  Write  Box  2625,  Edi¬ 
tor  &  Publisher. 


EXPERIENCED  newspaperwoman,  37, 
18  years  all  phases,  local,  wire,  make¬ 
up,  editing,  planning-executing  special 
editions,  Sunday  magazine.  Trouble¬ 
shooter,  good  in  emergencies.  Most  re¬ 
cent  experience  four  years  news  editor 
Latin  American  English  language  dai¬ 
ly.  Return  U.S.  in  July.  Box  2610, 
Editor  &  Publisher. _ 

REPORTER- FEATURE-WRITER 

on  Metropolitan  daily.  Speed  Graphic, 
3  years'  experience.  Journalism  de¬ 
gree,  26,  married,  car.  Box  2626,  Edi¬ 
tor*^ _ 


REPORTER^two  years’  experience 
on  6,000  dsily  Chart  Area  3,  desires 
move  to  bigger  paper  in  Chart  Area 
1,  2.  General  assignment  includes  mu¬ 
nicipal  government,  courts,  features. 
Previous  work  2  years  trade  feature, 
rewrite.  Some  newspaper  desk.  30. 
Vet.  Now  Employed.  Married.  Box 
2632,  Editor  &  Publisher. _ 

REPORTER  with  copy  and  wire  ex¬ 
perience,  wants  desk  job.  3  years  on 
all  beats.  A.B.J.  Married.  Box  2630, 
Editor  &  Publisher. _ 


SEEKING  AN  EDITOR? 

STUDY  my  background  of  18  years’ 
experience  as  editor,  reporter,  edito¬ 
rial  writer,  feature  writer,  codumnist 
and  on  copy  desk  snd  you  will  find 
a  record  of  conscientious  service  snd 
ability.  Family  man,  college  grad,  in 
excellent  health.  On  last  news  job  9 
years.  Been  in  allied  field  short  time. 
Interested  in  editor’s  spot  on  small 
daily  in  East.  Box  2614,  Editor  & 
Publisher. _ 


WIRE  EDITOR,  feature  and  sports 
writer  out  of  touch  for  some  time  be¬ 
cause  of  service,  would  like  to  get 
back  in.  Married,  27.  Degree,  honor 
student  in  journalism.  Go  anywhere; 
prefer  Southern  California,  small  pa¬ 
per.  Probably  rusty,  would  consider 
lower  beginning  salary.  Box  2617, 
Editor  &  Pnblisher. _ 


WRITER:  DEMONSTRATED  FLAIR 
FOR  EDITORIALS;  former  foreign 
correspondent;  successful  well  round¬ 
ed  experience  in  national,  internation¬ 
al,  local  news;  best  edncstion  snd  ref¬ 
erences;  on  present  staff  20  years. 

Box  26'27.  Editor  &  Publisher. _ 

YOUNG  REPORTER  on  business  daily 
seeks  change  to  progressive  consumer 
paper.  College  grad;  car;  top  refer- 
ences.  Box  2633,  Editor  k  Publisher. 
YOUNG  REPORTER  with  two  years’ 
experience  on  small  Western  dsily 
looking  for  bigger  job  in  chart  ares 
10,  11  or  12  would  prefer  sports  writ¬ 
ing  but  can  handle  general  news  and 
features  some  experience  with  speed 
graphic,  college  BA  degree  in  English. 
Box  2612,  Editor  &  Publisher. 


Instructors 


AD  MAN  seeks  position  as  nnivsrsity 
instructor.  B.J.,  A.M.,  4  years  news¬ 
paper  advertising  experience  on  both 
metropolitan  and  small  city  dailies. 
Box  2510,  Editor  A  Publisher. 

PranodoD — ^Pablk  Rekitloiis 

SELLING  TO  AGRIOULTURE! 
4-H  Olnba,  Future  Farmers  of  America 
snd  Soil  Conservation  are  in  yonr  pro¬ 
gram.  My  experience  in  this  field  snd 
12  years  as  farm  editor  of  Midwest 
dsily  could  be  helpful  to  yon  in  adver¬ 
tising,  product  promotion,  or  public 
relations.  Do  own  photography.  Col¬ 
lege  graduate.  Age  41.  Present  salary 
$7,800.  Box  2423,  Editor  A  Pnblisher. 


SITUATIONS  WANTED 
Promotion — Public  Relations 

PUBLIC  RELATIONS  or  writing  job 
in  New  York  area  wanted  by  young 
woman  with  8  years  publicity  and 
newa  experience,  journalism  degres. 
Box  2315.  Editor  A  Publisher. _ 


PUBLIC  RELATIONS  AG EN CY— Do 
you  need  an  aggressive,  imaginative 
man  who  is  a  top  writer  and  contact 
mant  This  man,  in  hia  30  a,  hM  news¬ 
paper,  msgazine  and  large  mduatry 
background.  He’s  tired  of  a  ‘  Mcure 
job  and  wants  creative  work  with  real 
challenge.  Box  2540,  Editor  A  Pub- 

llmbcir.  _ 


TOPFLIGHT 

PUBLIC  RELATIONS  MAN 
AVAILABLE 

MAN  with  wide  experience  in  puWic 
relations,  publishing  and  newsp^er 
work  seeki  responsible  job  in  public 
relations.  Can  create  and  direct  over¬ 
all  Publie  Relations  program. 

EXPERIENCE  includes  reporting 
on  large  metropolitan  dally;  all  types 
public  relations  work  —  writing  snd 
producing  bonsa  organ,  brochurea,  etc., 
writing  newa  and  advertlalng  copy 
for  newspaper,  radio,  TV ;  adlting  and 
puibliahing  boainess  newsletter. 

COLLEGE  graduate,  young,  married, 
W.'W.II  vet.  Now  in  Washington,  D.O. 
Will  relocate,  preferably  In  th#  South. 

BOX  2421,  EDITOR  A  PUBLISHER 


PUBLIC  RELATIONS  man.  now  em- 
ployed  by  major  oil  company, 
change  to  more  responsible  public  re¬ 
lations  position.  Married,  age  30,  with 
extensive  knowledge  all  phases  of  pe¬ 
troleum  indnstry,  school-teaching  ex¬ 
perience  and  engineerin|t  degree  snd 
background.  Now  directing  area-wide 
public  relations  program  in  Sou^- 
west.  Excellent  references.  Box  2523, 
Editor  A  Publisher 


■UBLIC  RELATIONS  —  Promotion: 
lew  York  City  4  years  editorial  and 
’ublic  Relations  Work.  Visual  aids 
nd  marine  engineering  background. 
I.A.,  single,  30.  Box  2634.  Editor  A 
'ublisher.  _ 


McchMricil 


;T.p-ir.B.nr.NfrED.  employed  pressroom 
oremsn  desirss  connection  with  mc- 
inm  or  large  operation.  Good  reasons 
or  leaving  one  of  the  best  small  news- 
apers  In  America.  Box  2441,  Editor 
!  Pnblisher. _ _ _ 


WHO  NEEDS  AN  EXPERT 
ON  ROTOGRAVURE 1 
.9  years  old,  working  in  Rio  for  the 
nst  2  yesrs,  perfect  in  copy,  trsns- 
lort,  painting  and  etching  of  cylinders, 
(lack  white  and  coloured.  Write: 
in  Marx,  Rua  Eetacio  de  8a  528.  Apt. 
102.  Niteroi,  Brasil.  


SUtes  covered  by 
CHART  AREA 
Numbers  that  appear^ 
EDITOR  A  PUBLISHER 
Claaaifled  Ads 

$1. — ^Maina  New  Hampshire, 
Vermont,  Massacbnaetts, 
Rhode  IMand. 

•2. — New  York,  Connecticut, 
New  Jersey,  Pennsylva¬ 
nia.  MaryUnd,  Washing¬ 
ton  D.  C.,  DeUware. 

#3. — W.  Virginia,  Virginia, 
North  Carolina. 

«4. — Georgia,  South  Carolina, 
Florida. 

$6. — Mississippi,  Alabama, 
Tennessee,  Kentucky. 

$6. — Michigan,  Ohio,  Indiana, 
Illinois. 

17. _ Wisconsin,  Minnesota, 

North*  Dakota,  Sonth 
Dakota.  . 

J8.— Iowa,  Missouri,  Nebraska, 
Kansas. 

|9. — Arkansas,  Louisiana,  Ok* 
lahoma,  Texai. 

•10. — Colorado,  New  Mexico, 
Arlaona,  Utah. 

£11. — Montana,  Wyoming,  Ida¬ 
ho,  Washington,  Oregon. 

£12. — California,  Nevada. 
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Shop  Talk  at  Thirty 


By  Robert  U.  Brown 


The  Department  of  Journalism 
at  the  University  of  Michigan,  Ann 
Arbor,  demonstrates  there  is  al¬ 
ways  something  new  in  newspa- 
pering.  An  experimental  paper 
published  early  this  month  utilizes 
a  unique  format  designed  “to  im¬ 
prove  reading  efficiency  and  ma¬ 
nipulation  of  pages.” 

Instead  of  turning  the  pages 
from  right  to  left  with  all  joined 
at  the  left-hand  vertical  fold  so 
that  the  reader  holds  a  double-size 
sheet  when  reading  inside  pages. 
The  Michigan  Journalist  pages 
fold  from  top  to  bottom  so  that 
the  reader  never  has  anything 
larger  than  a  single  page  to  cope 
with.  Here’s  how  it  works. 

The  paper  is  stapled  across  the 
tiorizontal  center  fold.  Only  the 
front  page  and  page  five  are  made 
iip  as  single  units.  All  others  are 
■made  up  as  half-page  units.  All 
pages  are  single  sheets  unconnected 
at  the  left  hand  edge.  When  the 
reader  is  through  reading  page 
.one,  he  turns  the  top  half  of  the 
page  down  and  page  two  is  facing 
him.  The  back  of  the  top  of  page 
one  carries  the  bottom  half  of  page 
two.  The  reverse  side  of  the  top 
.of  page  two  contains  the  bottom 
half  of  page  three,  etc. 

There  are  four  single  sheets  of 
a  standard-size  page  stapled  to¬ 
gether  containing  eight  full-size 
newspaper  pages.  On  the  reverse 
side  of  the  bottom  of  page  one  is 
the  top  half  of  page  eight — upside 
down.  In  the  page  turning  opera¬ 
tion,  when  you  start  with  page  one 
and  get  to  page  five,  that  is  com¬ 
parable  with  the  back  page  of  a 
standard  paper.  It  is  upside  down 
compared  to  page  one — ‘but  not  to 
the  reader. 

Sound  complicated?  Not  at  all. 
Except  for  the  so-called  front  and 
■back  pages — in  this  case  one  and 
five — all  pages  are  made  up  in 
half-page  units.  The  major  prob¬ 
lem  is  one  of  laying  out  the  half¬ 
page  units  to  make  them  come  out 
right  on  the  press.  The  result  is 
that  the  reader  never  has  anything 
larger  than  a  full  page  size  to 
wrestle  with. 

Lay  it  out  in  your  mind  like 
this;  On  the  reverse  side  of  page 
•  one  is  the  top  half  of  page  eight 
and  the  bottom  half  of  page  two — 
laid  head  to  toe  with  the  front 
page.  Fold  down  the  top  half  and 
page  two  pops  up. 

An  explanatory  note  in  this  is¬ 
sue  .states;  “This  format  was  de¬ 
vised  by  Dr.  Herman  F.  Brandt 
after  15  years  in  the  study  of  ocu¬ 
lar  photography.  Dr.  Brandt,  Pro¬ 
fessor  of  Psychology  at  Hillsdale 
College  since  1949,  has  been  di¬ 
rector  of  Visual  Research  for  Look 
magazine  and  Psychological  Direc¬ 
tor  and  Consultant  to  the  Color 
Research  Institute  of  America. 

“Dr.  Brandt  writes;  ‘We  are 


overdue  for  a  revision  of  the 
format  or  makeup  of  the  daily 
newspaper.  The  new  format  will 
make  it  possible  for  the  American 
public  to  read  their  daily  news¬ 
paper  in  peace  and  comfort.  No 
longer  will  it  be  necessary  to  re¬ 
sort  to  a  tussle  and  struggle  to  ac¬ 
complish  what  should  be  conven¬ 
ient,  pleasant  and  delightful  ex¬ 
perience.’  ” 

Dr.  Brandt  and  the  Michigan 
department  of  journalism  may 
have  something  here  that  even¬ 
tually  will  be  accepted  in  Ameri¬ 
can  journalism.  But  right  now 
there  is  something  lacking — and 
that  is  a  press  that  can  produce 
the  paper  quickly  and  at  the  same 
time  stapling  horizontally  at  the 
center  fold.  There  isn’t  any  press 
that  can  do  it,  as  far  as  we  have 
been  able  to  determine.  Maybe  one 
can  be  developed.  Or  mayfce  some¬ 
one  will  try  it  without  the  staples 
— although  we  can’t  imagine  han¬ 
dling  four  loose  single  sheets 
would  contribute  to  “peace  and 
comfort.” 

Seriously,  it  is  a  novel  idea  that 
may,  get  someplace.  But  have  you 
ever  watched  the  commuter  on  a 
bus,  train  or  subway  fold  his  paper 
four  ways  horizontally  —  because 
he  hasn’t  room  to  spread  out  even 
the  full  page? 

Also  what  about  the  advertis¬ 
ers?  Full  page  advertisers  will  have 
to  reduce  to  half  pages,  or  design 
their  ads  so  that  separation  across 
the  middle  will  not  Injure  them. 
The  same  thing  goes  for  those  ad¬ 
vertisers  who  like  multiple  full 
columns.  As  for  smaller  advertis¬ 
ers,  maybe  it  spells  the  doom  of 
the  pyramid  makeup. 


Last  Week,  John  Merkel,  a 
county  Democratic  chairman  in 
the  State  of  Washington,  sent  a 
letter  to  his  precinct  committee¬ 
men  damning  most  American 
newspapers  as  members  of  a  “one- 
party  press”  and  supplied  them 
with  a  list  of  publications  he  con¬ 
siders  as  being  fair  to  his  party. 
One  of  the  latter  was  the  Bremer¬ 
ton  (Wash.)  Sun  which  he  de¬ 
scribed  as  “one  of  only  three 
newspapers  in  the  entire  North¬ 
west  which  was  fair  to  the  Demo¬ 
crats  in  its  presentation  of  news.” 

The  Sun  supported  Stevenson  in 
the  last  election,  and  if  it  had  run 
true  to  form  with  some  other  pa¬ 
pers  in  the  same  class  it  would 
have  picked  up  Mr.  Merkel’s  re¬ 
marks  and  echoed  the  “one-party 
press”  charge. 

But  in  a  two<olumn  editorial, 
the  Sun  thanked  him  for  his  com¬ 
mendation  and  then  said;  “Flattery 
will  get  you  no  place,  sir,  and  we 
think  your  recent  circular  letter 
was  a  libel  against  our  fellow 
new.spapers.” 

Then  the  editorial  proceeded  to 


use  some  of  the  best  reasoning  we  ' 
have  seen  on  this  subject  from  a 
pro-Steven.son  paper  since  the  elec¬ 
tion. 

“In  the  first  place,  let  us  suppose 
that  all  the  nation’s  dailies  had 
supported  Eisenhower.  Including 
the  Sun.  Would  that  have  been 
bad?  Or — and  we  are  not  trying 
to  rub  salt  in  Mr.  Merkel’s  wound 
of  defeat  —  would  the  editors 
merely  have  been  keeping  step 
with  the  resounding  vote  of  the 
people  of  this  nation?  They,  too, 
liked  Ike. 

“Take  the  dailies  and  weekly 
newspapers  in  Washington  state, 
for  a  moment.  The  Sun  was  the 
only  one  among  the  dailies  to 
favor  Steveason  editorially;  there 
were  very  few  weeklies  which  fa¬ 
vored  the  Democratic  candidate. 
Yet  both  the  dailies  and  the  week¬ 
lies,  in  separate  polls,  predicted 
prior  to  the  election  that  Steven¬ 
son  would  carry  this  state. 

“That  puts  the  Sun,  for  the  sake 
of  argument,  in  the  position  of 
being  the  only  daily  in  the  state 
which  was  on  the  bandwagon  of 
the  candidate  we  newsmen  thought 
would  capture  this  state’s  electoral 
votes.  It  puts  most  of  the  other 
dailies  and  weeklies  in  the  cou¬ 
rageous  position  of  maintaining  a 
stiff  upper  editorial  lip  in  the  face 
of  what  looked  like  defeat  at  the 
hands  of  their  own  readers.  And 
there  isn’t  a  newspaper  publisher 
alive  who  likes  the  job  of  going 
against  the  popular  feeling  of  his 
own  readers.  But  Mr.  Merkel 
should  know  that  a  lot  of  them  do 
buck  their  own  readers  when,  in 
their  opinion  as  newspaper  pub¬ 
lishers,  it  is  the  right  thing  to  do. 

“Now,  of  course,  the  Sun  didn’t 
support  Stevenson  just  because  we 
fancied  he’d  be  the  winner.  We 
thought  he  was  the  man  the  na¬ 
tion  needed.  We  formulated  our 
opinion  without  giving  a  hoot 
what  the  majority  of  our  readers 
or  advertisers  thought  about  it. 

“We  are  positive  the  great  ma¬ 
jority  of  those  newspaper  publish¬ 
ers  who  favored  President  Eisen¬ 
hower,  and  who  stand  censured 
now  by  Mr.  Merkel  and  certain 


E  &  P  CALEND,\R 

June  28-July  3  —  America: 
Newspaper  Guild,  annual  c» 
vention.  Hotel  Statler,  Boston. 

June  30-July  5 — Photo  Fair 
San  Francisco. 

July  3-4  —  Michigan  Prts 
Association,  summer  meetiiij 
Grand  Hotel,  Mackinac  Islaod 

July  9-1 1  —  North  Carolk 
Press  Association,  semi-annual 
meeting.  New  Bern  Sun-Jour¬ 
nal,  New  Bern,  N.  C. 


Conel  Named 
lAPA  Manager 


J  ames  Canel  of  the  Latin  Anr 
can  division  of  the  United  Pita 
has  been  named  to  succeed  Lesbt 
Highley  as  manager  of  the  Inter- 
American  Press  Association. 
Highley,  who  has  held  the  lAP.t 
post  since  May,  1951,  is  lenvinj 
July  1  to  become  executive  assts; 
ant  to  Angel  Ramos,  president  and 
publisher  of  El  Mundo 
WKAQ-TV  in  San  Juan,  Puerto 
Rico.  Mr.  Canel  will  step  into 
his  new  post  July  12. 

Mr.  Highley,  a  native  of  Puern 
Rico,  began  his  newspaper  carer 
on  El  Mundo  in  1941,  and  subse¬ 
quently  served  as  Sunday  editor  of 
the  paper.  He  has  also  worked 
the  Associated  Press  staff  in  Wash¬ 
ington  and  was  executive  i 
of  El  Diario  de  Puerto  Rico. 

Mr.  Canel,  a  native  of  Uruguay, 
began  his  career  in  1933  on  the 
Havana  (Cuba)  Post,  and  subse¬ 
quently  worked  for  the  defunct  fl«- 
vana  P.M.  and  the  Diario  dt  ii 
Marina.  He  also  served  as  Ha¬ 
vana  correspondent  for  Reuters.  la 
the  U.  S.  he  was  director  of  the 
international  news  room  of  radio 
station  WLWO  in  Cincinnati  aad 
has  been  with  U.P.  since  IWl 
except  for  three  years  spent  in  the 
U.  S.  Army. 


other  Democratic  -leaders,  formu¬ 
lated  their  editorial  position  in 
exactly  the  same  way.” 


Graduates  Pictured 

Oakland,  Calif. — More  thaa 
6,000  graduates  of  34  high  schools 
in  Alameda  and  Contra  Costa 
counties  were  pictured  in  class 
photos  contained  in  the  Oaklam 
Tribune  May  31. 
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Georgia  readers 
attend  the  Coronation 
with  Wright  Bryan 


Georgia  readers  had  a  front-row  seat 
at  the  recent  Coronation  of  Queen  Eliza¬ 
beth.  Wright  Bryan,  Editor  of  The  Atlanta 
Journal,  was  one  of  only  34  American 
newsmen  seated  in  historic  Westminster 
Abbey.  He  witnessed  the  crowning  of  Eng¬ 
land’s  38th  Sovereign  ruler  and  filed  eye¬ 
witness  reports  daily  from  London. 

Even  this  modern  Jet  Age  played  an 
important  part  in  bringing  Georgia  readers 
up-to-the-minute  coverage  of  this  epic 
event.  Color  photographs  were  flown  by  jet 
plane  from  London  to  Newfoundland,  re¬ 
layed  to  Chicago  and  then  flown  to  Atlanta 
in  less  than  three  days  after  the  Corona¬ 
tion.  The  Journal  and  Constitution  Sunday 
Magazine  carried  the  color  pictures  and  an 
exclusive  story  by  Wright  Bryan  in  the 
June  28  issue. 

It  is  superb  news  coverage  by  superb 
reporters  like  Wright  Bryan  that  makes 
The  Atlanta  Journal  and  The  Atlanta  Con¬ 
stitution  the  most  widely  read  newspapers 
in  the  Southland.  Daily  circulation  is  421,- 
706;  Sunday  474,555 — largest  in  the  South. 
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ehe  Atlanta  Sonrnat 


Covers  Dixie  Like  the  Dew 


THE  ATUNTA  CONSTITUTION 


The  South  8  Standard  Newspaper 


Represented  by  Kelly-Smith  Co 


[iTinied  in  U.  S.  A 


He’s  happy  as  a  lark.  Because  he’s  found  the 
answer  to  a  problem  that’s  been  needling  his  ulcer 
for  the  past  week. 

If  your  advertising  chore  is  copy  or  customers, 
media,  markets  or  merchandising — this  little  book¬ 
let  may  have  what  it  takes  to  brighten  your  life. 

It  may  help  you  get  more  mileage  from  your 
advertising  dollars  in  any  market — in  any  state. 

The  booklet  is  titled,  ^^Advertising  and  Mar¬ 
keting  Services  from  America's  Newspapers." 
Chances  are  you’ll  find  its  list  of  services  as  valu¬ 
able  as  hundreds  of  advertisers  do — as  a  guide  to 
facts  on  brand  standings,  family  preferences. 


and  distribution  in  various  markets. 

Also  facts  on  newspaper  advertising  readership 
— on  merchandising  newspaper  campaigns — and 
in  many  instances,  facts  on  the  very  products  you 
sell  or  advertise. 

This  booklet  is  free  from  daily  newspapers 
through  the  Bureau  of  Advertising.  W  rite  or 
'phone  for  your  copy  today. 

Bureau  of  Advertising — American  Newspaper 
Publishers  Association,  570  Lexington  Ave.,  New 
York  22,  PLaza  9-6262 — 360  N.  Michigan  Ave., 
Chicago  1,  STate  2-8681 — 240  Montgomery  St., 
San  Francisco  4,  EXbrook  2-8530. 


Sponsored  by  the  Scrippi-Howard  Newspapers  in  the  interests  oi  fuller  understanding  of  newspapers 


